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STRIKES and PRICES 


N° group of people in this country is more im- 
mediately affected by the strikes of Electrical 
and Steel Workers Unions than the electrical appli- 
ance trade. The day of full production on eagerly 
awaited lines of appliances is definitely postponed, 
that is obvious. But also it must be borne in mind 
that the final settlements of the strike will very 
probably bring higher prices. 

From the beginning of the disputes which have 
led to the present situation, the Steel Corporation 
took the position that it would not discuss wages 
at all until there had been a disposition of the price 
question. The steel industry requested a price in- 
crease of $7 a ton to cover increased production 
costs, based on 1945 earnings. The Administration, 
up to the time the strike was called, had offered a 
price increase of $4 a ton. This was against the 
protests of OPA, which office held that $2.50 a 
ton was sufficient to cover added costs of steel pro- 
duction that would result from an upward revision 
of wages. 


his letter to President Truman, B. F. Fairless, 
~ President of United States Steel, emphasizes the 
relation of price increases to wage increases. He 
pointed out that the company resumed collective 
bargaining negotiations when it was informed by 
the government of a willingness to sanction an 
increase in steel ceiling prices. 

“Such price action by the government,” he wrote, 
“was recognition by it of the right of the steel 
industry to receive price relief because of past heavy 
increases in costs, something which the steel industry 
for many months has unsuccessfully sought to 
establish with OPA.” 

The steel industry has long claimed that the 
relation between prices and costs in the past seven 
years has been abnormal, that the return to peace 
time conditions brings about a heavy demand in such 


products as sheets and strips used by automotive 
electrical appliances and many other peace time 
manufacturers. Present price schedules on these 
lines are unprofitable and the steel industry has been 
battling for upward revisions. 

The relation of price to wages is, of course, 
not confined to the steel industry but to all the 
other industries, including automotive and electrical 
whose workers are striking. 


HE policy of this government favors labor. In 

the settlement of the unhappy controversy, 
higher wages are therefore pretty much a certainty. 
Equally certain is the prospect that these basic manu- 
facturers will receive higher ceiling prices for their 
products. OPA had to give way in the matter of 
steel ceiling. They may have to give way again, 
and it is difficult to see how they can do so without 
permitting retail prices to rise. 

It would seem that OPA has pursued the cruel 
and unjust policy of cost absorption forced princ- 
ipally on small retailers about as far as it can be 
made to go. So it is fairly predictable that out of 
the present struggle, one of the results will be higher 
appliance prices. 

This probability of increased retail prices should 
certainly be borne in mind by appliance retailers 
who are now taking orders for future delivery. It 
is all right to take these orders, but not at prices 
currently quoted. That is extremely hazardous 
and the retailer should be most careful, on taking 
such orders, to have a clear understanding with the 
customers that deliveries will be made only at prices 
prevailing at the time the goods are delivered. 
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NEW FILTER R QUEEN CLEANER 


IS BUILT FOR FAST TURNOVER... QUICK PROFITS! 








One demonstration . . . and you will instantly see the ; ; 
unlimited profit possibilities the mew FILTER QUEEN sea Bice Ree Ba 
holds for you. Here’s why awe free service. 2 YEAR nl 
Because FILTER QUEEN is the only machine that has a 
NO bag to empty or cloth filter to clean . . . because the 
, 7 , ‘ Extra large dust 
spacious dust collector takes a whole month's cleaning, esflecter... 7%" 
empties like a wastebasket! 1 ¥%. Tobes 
Women want these features . . . exclusive with FILTER a 4 
QUEEN. Once they see how this amazing cleaner banishes 
the most disagreeable chore in housekeeping, they are Patented, acadieg est 
willing ... yes, anxious... to buy! lulose filter for high-ve- —? 
FILTER QUEEN can be the biggest appliance money- Seip nee many. 
maker in your store. It's built for fast turnover . . . quick 
profits. For full information, write today! 


@) 


Patented floating brush. 
Easily raised, lowered. 


HILTER QUEEN | = g? — 


connections. Air tight 
— ee aaa for high suction. Eas- 
Division of Health-Mor, Inc. F MG\ ily separated. 
Paten swivel action e 
203 N. WABASH AVENUE, CHICAGO, ILL. ane Cp tnnte 


efforti -ridi 
In Canada: Walters Appliances, Limited pean catalan = Complete with Deluxe 


57 Bloor St. W., Toronto attachments 
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G-E TWINS REALLY MEAN BUSINESS (FOR YOU!) 








New G-E DISHWASHER—New G-E DISPOSALL— 








With the Greatest Future in the Appliance 








Market! Slated to Net You a Good Profit! 















G-E Dishwasher now completely automatic! 
A flick of the wrist takes care of a whole day’s 
dishes—washes and rinses them, They dry in 
their own heat. 


G-E Disposall is the wizard appliance which 
disposes of food waste, even bones, electri- 
cally! Shreds it all up, washes it down the 
kitchen drain in a few moments. 


No Fuss! No Muss! No Trade-ins! All new 
merchandise. No complicated turn-ins, fancy 
deals, etc. Just start clean with a perfectly clear 


field! And what a field! What a future! 
Customers Already “‘G-E-conditioned!” Your 








customers have been reading about the G-E 
Dishwasher and the G-E Disposall for months. 
In Life, American Home, Better Homes & 
Gardens, Parents’, Small Homes Guide. 


And they’ve been hearing about these work- 
saving twins on the hot-shot coast-to-coast 
radio show, “The G-E House Party.” G-E 
Dishwasher-Disposall promotion over the 
past year represents twelve times its prewar 
promotion! 


5-way Selling Opportunity! Five models (and 
combinations) ready to sell now: (1) G-E 
Electric Sink (Dishwasher and Disposall); 
(2) Sink with Dishwasher; (3) Free-standing 


Here is G-E engineering know-how at its best! Twenty years of 
research have produced these smooth new “twin” appliances. 





Dishwasher; (4) Disposall for installation in 
present sink; (5) Dishwasher for installation in 
present work surface. No trade-ins to fuss about! 


Get going! The earlier the better! Let the G-E 
Twins help push your profits to a new-day high! 


See your G-E distributor today for full infor- 
mation, including color catalog and display 
material. The General Electric Co., Appliance 


and Merchandise Dept., Bridgeport, Conn. 


For good listening: Don’t miss Art Linkletter, in 
“The G-E House Party,” every afternoon, Monday 
through Friday, 4 p. m., E.S.T., CBS. 





G-E DISHWASHER AND DISPOSALL’ 


PREG. U.S. PAT. OFF. 


The Complete Table-to-Shelf Dish Job Done Automatically 
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THE FAILURE OF 
“FACT-FINDING” 





authority to appoint fact-finding boards to deal 

with nationally important labor disputes. Most citi- 
zens would like to see some reasonable and objective 
solution of the industrial strife that now is disrupting 
reconversion. Unfortunately, the record of the “fact- 
finding” procedure indicates that any claim of impartial- 
ity for this process is a gross misrepresentation. 

The Administration bill would authorize the President 
to appoint such boards in cases certified to him by the 
Secretary of Labor. Each board would report to the 
President “its findings of fact and such recommendations 
concerning the dispute as the board deems appropriate.” 
Its facilities and staff would be provided by the Secre- 
tary of Labor. The bill provides for an interval of not 
more than 30 days known as a waiting or “cooling off” 
period during which it would be “unlawful” (though 
no penalties are specified) for anyone to promote or 
encourage work stoppages. 

Because the Administration did not wait for Congres- 
sional action upon its proposal, but appointed a number 
of fact-finding bodies to deal with current emergency 
cases, we have been afforded at least a partial preview 
of how the procedure may be expected to work out if 
laws establishing it are passed. 

If the reports handed down by the fact-finding panels 
in the General Motors and oil disputes may be regarded 
as representative, it can be stated conclusively that 
Government-appointed “fact-finding” boards will con- 
cern themselves to only a minor degree with the estab- 
lishing of facts. A far greater share of their effort will 
be concerned with the speculative business of forecast- 
ing future output and production efficiency and apprais- 
ing the “ability to pay” of the companies involved. But 
the predominant emphasis will be placed upon framing 
recommendations for settling the disputes in line with 
announced Government wage-price policy. 

In short, the procedure essentially will be one of reg- 
istering with the public a government opinion as to 
how far wages may be raised in the cases at issue with- 
out raising price ceilings. Both the General Motors and 
the Oil Panels stated, in quite explicit terms, that this 
was their conception of the job assigned them. 


T= PresmweNnt has asked Congress to grant him 


“Fact-Finding” in Auto and Oil Disputes 


As the General Motors Panel phrased it: “This board 
subscribes to, and has been guided by, the national 
wage-price policy” — which it summarizes as calling for 
wage increases to maintain take-home pay at wartime 
levels, to the degree possible without inflationary price 
rises. 

The Oil Panel was even more forthright in the state- 
ment of what it was supposed to do. “In the judgment 
of the panel,” it declared, “the earnings of the workers 
must be as high as is consistent with both the mainte- 


nance of the stability of the price structure and the 
provision for reasonable returns to the owners of indus- 
try.” In other words, prices and the return to investors 
are to remain fixed, with labor entitled to an ever- 
increasing return up to the limit of what the traffic 
will bear. 

Having thus outlined their respective conceptions of 
the job, each panel proceeded to carry out its mission. 

The Automobile Panel recommended that General 
Motors increase its basic hourly wage rates by 19% 
cents, which amounts to about a 17% per cent increase 
on the company’s average hourly wage of $1.12. The Oil 
Panel recommended an 18 per cent increase in basic 
hourly wage rates, or an additional 21 cents to the 
average wage rate of $1.20. 

The General Motors recommendation was based al- 
most exclusively upon the Panel's calculation that a 1942 
cent raise would keep weekly take-home pay equal to 
that earned in 1944 when the work-week averaged 45.6 
hours. The calculation turned on an estimate of what 
the effective work-week was likely to be in 1946. 

The Oil Panel’s recommendation appears to have been 
based on a more complex but no more conclusive ac- 
counting. After calculating that the maintenance of July 
1945 take-home pay after 40-hour shifts were restored 
would require a 22 per cent increase in straight-time 
hourly wages, it recommended that an 18 per cent in- 
crease be made. It accounted for 942 per cent of this 
by noting that this was needed to cover cost-of-living 
rises, and explained that the rest was justified by a 
combination of factors including loss of premium over- 
time pay, higher productivity, and settlements already 
negotiated. Since the Panel gave no indication of the 
weight given to these several factors, it may not be 
unfair to assume that the last-named was given pre- 
ponderant importance, since 18 per cent was the increase 
already granted in collective bargaining by Sinclair and 
certain other oil companies. 


Higher Pay Without Higher Prices 


Both panels stated that the pay increases recom- 
mended could be met without raising price ceilings, but 
neither documents its case on this score with very 
conclusive “facts”. 

The Oil Panel confined its observations on this ac- 
count to the statements that only one company in its 
group had pleaded “inability to pay” and that the 
industry was in a generally profitable position during 
1943 and 1944. 

The Automotive Panel stated that, under a number 
of assumptions about the 1946 operations of General 
Motors which it believed to be valid, the Company 
would have higher earnings than it had in 1941, its 
previous record year. It specifically stated that its 
findings in the case were not applicable outside the 
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automobile industry, but it recognized that the General 
Motors settlement would more or less determine the 
settlements of other automotive companies. It stated that 
it had not been able to arrive at a clear conviction as 
to the ability of other auto makers to pay similar wage 
advances, but it dismissed the issue by observing that 
they could expect to operate at full capacity in 1946, and 
that this should provide savings to offset the increased 
wage expenditures. 

From the management point of view, one of the most 
serious limitations in the panels’ procedure was their fail- 
ure to deal with any of the Company claims put forward. In 
ordinary collective bargaining the demands of both sides 
are advanced and concessions in one direction are traded 
for concessions in the other. Here, although the compa- 
nies involved had insisted upon their need for guaran- 
tees against contract violations and wild-cat strikes, and 
for other union concessions, nothing but the wage issue 
was considered by the “fact-finding” bodies. The Gen- 
eral Motors Panel specifically recommended that the 
wage increase of 1942 cents be granted, but that other- 
wise “the status quo prevailing before the strike be 
restored by the reinstatement of the 1945 contract be- 
tween the parties.” Handled thus, fact-finding becomes 
indeed a wholly one-sided exercise. 

Both panels accepted, quite uncritically, the general 
position taken by Government spokesmen that wage 
increases are inflationary only if they are directly trans- 
lated into price advances. It should be obvious that all 
wage increases add to the inflationary pressure, if made 
at a time like the present when consumer purchasing 
power far outstrips the volume of goods and services 
available to satisfy it. 


“Fact-Finding” Dodged in Steel and Rails 


It is ironic, too, that even while the Automotive and 
Oil Panel groups were holding the “government policy” 
line, the President and his Reconversion and Stabiliza- 
tion Directors were busily at work trying to dent it. In 
the steel dispute, although price rises in this industry 
have a particularly sharp inter-industry impact, hear- 
ings by the appointed fact-finding board were deferred 
while negotiations were carried forward by the Presi- 
dent and his advisors under which the industry was 
offered a price increase of approximately $4.00 a ton on 
condition that U.S. Steel and the United Steelworkers 
agree upon a mutually acceptable wage boost. It is hard 
to avoid the cynical conclusion that wage increases 
constitute the major administration policy, and that the 
principle of not translating them into increased prices 
is sacred only in those cases where there can be some 
reasonably plausible showing that wages may be raised 
without price advances. 

Much the same general conclusion — that the “facts” 
are controlling only if they support a substantial wage 
increase — is sustained by the history of the administra- 
tion of the Railway Labor Act of 1926, often cited as a 
glowing example of how “fact-finding” by so-called 
Emergency Boards of Presidential appointees has served 
to prevent strikes on the railroads. It is true that reports 





of almost all of the 31 Emergency Boards appointed to 
look into threatened railway strikes in the 20 years 
since the act was passed have provided the basis for a 
settlement of the disputes in question. The fact — a real 
fact — remains, that in 1941 and again two years later 
the wage adjustments found appropriate by Emergency 
Boards in major railway labor disputes were revised 
upwards at the White House after the unions involved 
rejected them as unsatisfactory and threatened to strike. 
The second upward revision was made after government 
seizure of the railroads to prevent a national transporta- 
tion tie-up. When the “facts” did not indicate a large 
enough wage increase to satisfy the union and the Ad- 
ministration, the “facts” went out the window. 

It would be irresponsible to deny the importance of 
finding some tenable solution of current disputes that 
threaten to completely disrupt the reconversion process. 
But upon the evidence of experience, “fact-finding” 
boards cannot be expected to operate according to the 
common conception of their function — as agencies de- 
signed to sift out for the public an objective and signifi- 
cant weighing of the facts behind conflicting claims. 


Without Principles Facts Mean Little 


Facts, if they are assembled upon a sufficiently parti- 
san basis, can be made to document almost any case 
one wishes to establish. The major difficulty in mar- 
shalling facts to resolve wage disputes is that there are 
no agreed-upon principles to determine the levels at 
which wages should be set. In the absence of such 
principles, it is inevitable that “fact-finding” boards, 
appointed by the Administration, manned largely by 
those who helped develop and administer Administration 
wage policies, and depending for technical assistance 
upon Administration Departments, will serve merely to 
implement Administration wage policy. 

If Government means to reassert its wartime authority 
to fix wages —an objective specifically disavowed by 
the President and seemingly wanted by no one — it 
should accept the responsibility directly, rather than 
operate to that end through “fact-finding” boards which 
are independent in theory, but which cannot be so 
in fact. 

The failure of the brand of “fact-finding” now urged 
upon Congress by the President is evident. Therefore, 
we must look for a solution along other lines. 

What is needed is for labor and management to agree 
upon the principles that should govern the determina- 
tion of wages under free collective bargaining. When 
such agreement is reached, then and only then, can 
fact-finding become an objective and useful instrument 
for settling wage disputes. 
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‘Offices of power company sales managers, manufacturer's agents, and wholesalers are beseiged daily 


by everybody and his wife who are thinking of going into the electrical appliance business .. . 


" 


There is a rush to get in on the ground floor for the antic- 


ipated boom in appliance selling ... Here's a timely warn- 
ing about some of the pitfalls lying in wait for the neophyte 


VERYBODY and his wife are 

thinking of going into the elec- 
4 trical business. 
is been a lot said in articles 
and in advertising about the number of 
beautiful refrigerators, home freezers 
and ranges which will be 
bought to furnish the dream kitchens 
of tomorrow—and 


Ther 


electric 
besides, everyone 
knows there is the woman downstairs 
who is desperately in need of a wash- 
ing machine, the one nextdoor who is 
geting along with an old ice box, but 
is just waiting for the day she can 


have an electric refrigerator, while 
there are dozens of war apartments 
which had nothing but two-burner 
plates for cooking equipment. ‘The 
average man who has a smattering 
of experience somewhere in the elec- 
trical field or who knows salesman- 


ship from selling real estate or Fuller 
brushes, figures he might as well cash 
in on the prospects. 

As a consequence the offices of power 
company sales managers, manufactur- 
ers’ agents and wholesalers are 
sieged daily by young who want 
advice as to how to go about opening 
an appliance store. An equal number 
do nothing so sensible as to ask for 
advice. They sign the lease on a store 
and install expensive fixtures before 
they even approach the manufacturer 
to learn what lines of appliances they 


be- 
men 


By CLOTILDE GRUNSKY 


will be allowed to buy for resale to 
the public. The sad fact which every- 
the young men them- 
selves) realizes, is that most of these 
hopeful new enterprises are going to 
fail. 


one (except 


A California Example 


In California one community of 
50,000, which, with its back country, 
before the war supported nine elec- 
trical dealers more or less precariously, 
has had 16 new stores open their doors 
between V-J day and January 1, 1946 
and there are 30 more who are clamor- 
ing to get into the business. Those 
most concerned are doing their best 
to keep these additional newcomers 
from risking their money, but some of 
them will probably join the throng 
before long. Another small community 
which formerly was served satisfactor- 
ily by one combination contractor and 
electrical dealer, now has 13 electrical 
stores on its main street. It is pre- 
posterous to suppose that they can all 
of them succeed. San Diego made a 
survey and discovered that 400 new 
dealers wanted to serve this commun- 
ity of about 200,000 population, al- 
ready adequately staffed with electrical 
stores. These are not isolated instances, 
but represent fairly the picture of 
what is happening in all parts of the 
country. 


Let us suppose that you are one of 
those who are thinking of becoming 
an electrical dealer. Have you 
sidered whether or not there is a need 
for an electrical store in the community 
you want to serve? You would recog- 
nize that it would be pretty difficult 
to enter the field as a doctor, for in- 
stance, in a town where there were 
already more doctors than the popula- 
tion warranted. How about electrical 
stores ? 
that there 


con- 


One sales manager has said 
should be 


not more than 


". . . It would be pretty difficult to enter the field as a doctor, for instance, in a town 
where there were already more doctors than the population warranted.” 
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one electrical store to serve a popula. 
tion of 50,000. In practice, before the 
war, there was one electrical store {o; 
about 25,000 population—and of thes 
only about four out of seven broke 
better than even. 
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Ihree yea 
hat is $ 
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Figures given by power companies Well, 
of the eleven western states indicate-ith an 
that as of November, 1945, there waslfor a be 
one dealer for every 600 wired homes not re 
in the territory they serve. At 33% might 
persons per home, this means 2,]0)MBysiness 
population per store. It is expecteif&s; barbe 
that the number of dealers may doubkfihere tl 


or treble within the coming year, 
which would mean one dealer for 
every 200 or 300 homes. Can you 
make a living by supplying the elec. 
trical needs of 200 homes? 
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Volume Per Dealer 







It is recognized that there will bk 
an abnormal demand for electrical ap- 
pliances during the three years which 
follow the war, due to the pent-up 
which could not be satisfied 
under war conditions. The Pacific Gas 
and Electric Co. made a survey in 
their territory of northern California 
to determine just what appliances their 
customers “hope to buy within this 
period. The results indicate wishes, 
not purchases, and, of course, there 
are a good many reasons why some 
of them will not be put into effect. On 
the other hand, there are new homes 
being established (or will be when 
the building situation makes them pos- 
sible). Some of these are included 
among the hopes, but there will be 









needs 


































others not foreseen. There will also fy thei: 
be some purchases whose need is not fh smal 
now predictable. At any rate, for deal 





what these figures are worth, they 
indicate that about $75,000 worth of 
gas and electric appliances per dealer 
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il be purchased during the next 
hree years—that is, per present dealer. 
hat is $25,000 per year. If the num- 
pr of dealers be doubled or trebled, 
his will be somewhere between $8,333 
nd $12,500 per dealer per year. 
Well, you may say, what is wrong 
ith an annual figure of about $10,000 
ra beginner? The trouble is, this 
not really a business of $10,000, as 
might be reckoned if the electrical 
usiness were a service industry such 
s barbering or an express company 
yhere there is relatively little capital 
mnvested for the amount of business 
one. As it is, however, 65 per cent 
r more of the money received must 
e written off because it has already 
een spent by the merchant to pur- 
hase the appliances he sells. Thus a 
10,000 gross business means not more 
an $3,500 from which all expenses 
f the business must be paid, including 
e salary and profit tu the owner. 
And what are these expenses? First 
fall, is the interest on the money 
vested in stock. The Leo J. Meyberg 
0, a wholesale firm serving San 
rancisco and Los Angeles, has drawn 
9a schedule to assist prospective deal- 
s, listing what they consider neces- 
hry capital. These figures are drawn 
om their experience with dealers in 
ommunities of various sizes and runs 
om $7,580 for a store serving a 
ommunity of less than 5,000 population 
$21,765 for the average dealer in 
wns of over 25,000 population. 
A typical example of the way this 
loney would be invested is indicated 
y their analysis of figures for a store 
ph small town. They figure that such 
dealer should have about $1,425 
vested in kitchen appliances, $580 
laundry equipment and $1,575 in 
kdios. The detailed figures follow: 


Investment Varies With Town 


For towns of from 5,000 to 15,000 
opulation, it is estimated that $12,400 
hpital will be required, with $2,510 
llotted to the kitchen group, $850 to 
¢ laundry group, $2,915 to the enter- 
hinment group, $900 to the utility 
oup, $300 for displays and signs, 
1850 for new operation expenses and 
5,000 minimum working capital. In a 
ty of from 15,000 to 25,000 popula- 
om, $16,230 is the sum suggested 
bt invested capital, which includes: 
itchen group—$2,730; laundry group 
$850; entertainment group—$3,885; 
tility group—$1,415; displays and 
eis — $350; minimum additional 
orking capital—$4,000. In large 
tes of over 25,000 population, it is 
timated that $21,765 will be the 
itimum requirement. Here $4,110 
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worth of stock is to be included in the 
kitchen group; $1,130 in the laundry 
group; $5,770 in the entertainment 
group, $1,805 in the utility group; 
$400 for signs and display material; 
$3,450 for new operation expenses and 
$5,000 as minimum additional working 
capital. 

Much of this investment must be 
regarded as permanently idle money. 
Even that which is invested in articles 
to be sold is continuously tied up, for 
stock must be renewed as it is sold. 
Successful firms count on about a five 
times turnover in the year. If the 
money is your own, you are likely to 
overlook the importance of charging 
interest on it, but you should be able 
to count on some return from funds 
which would bring in dividends if 
they were invested elsewhere. If it is 
borrowed from a bank or from your 
father-in-law, you know they will ex- 
pect some return. 

That sum allotted to “additional 
working capital” is not to be over- 
looked either. For there are certain 
expenses which start the minute you 
sign the lease on your store. You will 
have to pay rent, light, heat, water. 
telephone, insurance, taxes, even if you 
never sell anything at all. The hard 
part of it is that you can’t expect a 
volume business to start in the first 
day of your operation and the first 
few months are apt to be slow income 
producers. But expenses go on just 
the same. There are a number of 
dealers who opened up stores in Sep- 
tember or October of 1945, expecting 
immediate delivery of stock, who have 
not yet received any appliances they 
can sell. Some of them have already 
gone broke and are dropping out of 
the picture. A few accepted money 
for refrigerators or washing machines 
in advance and because these articles 
have not yet been received, they have 
had to use up the money in paying 
rent and similar expenses even before 
the articles have been delivered. These 
are pretty deep waters and the ground 
under foot feels remarkably like quick- 
sand. 

But to go on with those operating 
expenses. There is a certain amount 
of loss through breakage or damage 
to stock—scratches on the enamel of 
a refrigerator, a dent in the metal sur- 
face of a washer—nothing which is a 
factory defect chargeable to the manu- 
facturer, but something which will 
lessen the price which can be charged 
fer the article to the customer. 

Electrical wares are heavy and re- 
quire special delivery service. Either 
you have to have a truck of your own, 

(Continued on page 80) 
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"There are certain expenses which start the minute you sign the lease on your store. 
You will have to pay rent, heat, light, water, telephone, insurance and taxes, even if 
you never sell anything at all .. ." 








A UTILITY SALES MANAGER WRITES... 


To the Editor: 

| am worrying about the stream of nice people who have started coming into 
our office (and those who don't) who want to “get into the appliance business”. 
Seems like automobile salesmen, real estate salesmen, returned G. |.'s and a lot 
of others including some appliance salesmen who should know better have sud- 
denly come to the conclusion that the way to become fabulously wealthy is to get 
a line of appliances and watch the dough roll in. 

Being intimately interested in the sale of gas and electricity, | am expected to 
offer the most joyous congratulations, add a vivid touch here and there to their 
glowing picture of success, and otherwise offer encouragement. 

But | don't. 

Certainly we are vitally interested in good appliance dealers, and lots of them. 
We in our company are not going to merchandise appliances directly, and we 
will have to depend upon dealers to do the job for us . . with what help we can 
give. But we want dealers who are GOING TO STAY IN BUSINESS! 

First off, let me say that | do not personally know of a single successful straight 
appliance operation in towns under 100,000 population. Talking with my friends 
in banks and financing concerns, they tell me they don't either. There is a rumor 
about one dealer who is supposed to be successful in an appliance store, and | 
hope it is true. One of the distributors has told me he thought the man “could 
afford" his store. However, let's not argue about him; maybe he Is the exception. 
| wish there were more of his kind. 

Please don't misunderstand me. | know of a lot of successful appliance dealers. 
But they all have a wiring business, a plumbing business, a furniture or hardware 
business, a sheet metal business, a three story department store, or a "multiple 
unit’ company or SOMETHING behind them. They make good money out of 
appliances. They can and do hire a better class of salesmen, their displays, promo- 
tion and advertising are better. They can afford to wait for profits and send the 
chiselers to the poor little guy down the street with nothing to sell but appli- 
ances who will probably take the deal because he needs a dollar for lunch. 

Of course, the appliance business, like any other business, has a headache or 
two even for the successful dealers, but we are not worrying about them. It is 
the straight appliance dealer we are grieving over. 

So where do they fit into this picture? 

Do they know anything about business? Selling is just a part of it. Selling at 
a profit counts a lot more. 

Do they realize what their costs are going to be? What it costs to turn that 
key in their shop door every morning, for instance? 

Do they know what actual margin they have to operate on? What percent 
they should spend for advertising? And do they know a lot of other things? 

Do they realize they are lousing up the local appliance market? 

It does seem to me that because there are so many people changing from one 
business to another and because of the number of returning G.I.'s who expect to 
get into the appliance business, it might be a good idea to make a study of the 
business . . good points and bad ones .. and do a story on “So you want to go 
into the appliance business, eh?"" 

MILTON SANDERS 
General Sales Manager 
Central Arizona Light and Power Co. 
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Building Residential Load.., 


The man behind many successful promotions conducted by CHG&E, Harris E. Dexter, vice-president in charge of commercial relations, 
designed this cabinet to extend the benefits of electric service to low-income customers. 


and casserole turns this practical cabinet into an electric kitchen for the housewife in a low-income family. 
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ne throughout the regu- 
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acceptance, and be entirely sat 
factory to the company stockholders 
If you neat trick 
one which Central Hudson Gas & Elec- 
tric Corp., Poughkeepsie, N. Y., does 
extra-specially neat. The man who 
achieves this for Central Hudson is 
Harris E. Dexter, vice-president in 
charge of commercial relations. 

This utility’s lines are strung over 
an area of 2500 square miles with a 
population of approximately 300,000 
persons. The largest cities in this area 
ire Poughkeepsie, 
Kingston. 
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The company’s lines are 
connected to 70,000 residential meters. 


Newburgh 


Appliance Promotions 


Central Hudson _ promotions de- 


signed to place appliances in consumer 
hands generally sweep over-the-top in 
a big way. Typical of these is the 
ric tea kettle campaign which the 
company started last summer when 


dealers were wailing the merchandise 


elect 


suse of meager or nonexistent 
stocks. Central Hudson 


broke out 4,000 electric tea kettles, at 
about $6.95 list, with strong advertising 
backing 

The kettles moved so fast the 
pany shifted to gear on 
the advertising until another 3,000 
units could be started on the way from 
the factory. In those days it took some 
fancy expediting to wangle 7,000 elec- 
tric tea kettles out of the production 
mill. Distributors and dealers liked 
the whole idea immensely. 

The next live-wire promotion 
sparked by Central Hudson featured an 
electric equipped with a 
thermostat control, for around $10. 
Optional in the purchase, but so 
smoothly advertised that consumers 
considered it a “must have” accessory, 
was an automatic time clock. Many a 
housewife in a low-income-bracket 
family promptly tasted cooking the 
electric way. 

Central Hudson then got squarely 
behind an electric roaster, again with 
an automatic time clock optional. Place 
the tea kettle, casserole and roaster on 
an inexpensive, special, Dexter-de- 
signed kitchen cabinet, with the two 
time clocks properly mounted, with 
convenient plug outlets, plus two 
switchboard-type cords—and some of 
these housewives were immediately 
graduated to an all-electric kitchen, 
albeit a rather modest one, at extremely 
low first cost. 


com 


wisely low 


casserole, 


The addition of a roaster to the tea kettle 


Currently on the promotional scene 
is a portable range, a two-plate model 
with oven, selling in the neighborhood 
of $80. None of these appliances, range 


included, requires three-wire service 


into the home. Consumers in this area 
thus may enjoy a substantial bite of 
electric cooking at minimum first cost 


Promotions Appreciated 


Distributors and dealers like thes 
sales promotions immensely: they sell 
the appliances. Central Hudson 
entirely content: the utility increases 
its residential load. 


This same team in prewar piled y 


the best electric blanket sales record in 
the country. With thousands of auto- 


matic blankets now on order, they con-§J 


fidently expect to maintain this to 
position. Fifty-odd Central Hudson 
commercial representatives, smoothly 
actuating the company’s merchandising 
policy throughout the territory, baci 
every sales program. 

Other important promotions now 
being conducted include: a _ unique 
radio program on the air weekly over 
three city stations, a program consi¢- 
ered worthy of national network status; 
the third in a series of interesting elec- 
tric shows put across by live talent, 
entertainment highly endorsed by audi- 
ences which receive abundant instruc- 
tion; and advancement of the Central 
Hudson Valley as an ideal homeland 
and vacationland. 


Latest Central Hudson sales promotion features a Dexter-designed portable 
range listing around $80. This plug-in type range particularly appeals to 
low-income families who can't afford three-wire service—a Dexter idea. 
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By LANSDELL ANDERSON 
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To increase the utility's residential load, Harris E. 


Dexter, vice-president in charge of commercial 


d 
ke t relations for Central Hudson Gas & Electric Corp., 
the 
sdsor Poughkeepsie, N. Y., designs equipment for low- 
ncrea 
income families and plans live-wire utility pro- 
piled ul — 
ecord in motions in which distributors and dealers join, 
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| consid-@ extending the full benefits of electric for the past 15 years with the design 
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To accomplish this on a large scale we 


and application of electricity to this 
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e talent,@ require durable appliances with these ing our sales of electricity to the low- 

by audl-@ specific qualifications: income customer while also making it 

instruc- 1—Low first cost. possible for this class of customer to 

( entral] 2—Simplicity of operation. obtain all the conveniences which elec- 
1omeland 3—Inexpensive operation. (Continued on next page) 
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J. Ellis Briggs, CHG&E field representative, left, outlines plans for a new promotion to 
William H. Smith, general merchandise manager for Luckey Platt & Co., large Pough- 
keepsie department store. Smith says: “The more you fellows do, the better we like it. 
Your policy brings customers into our store.” 














Independent dealerships in the Central Hudson Valley, such as Poucher, Wood & Wallin, 
Inc., Poughkeepsie, shown here, report cooperation with the utility in the various promo- 
tions is a good paying proposition. 
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to appliance owners. 
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Distributor and Dealer Reactions 
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would be poor business to do otherwise. 
They lay the groundwork and foot the 
bills. We sell the merchandise.” 
Next, William M. Smith, a director 
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, efficiently operated along mod- 
rerchandising lines : 


keepsie 
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( offee makers 
freezers, among 
I appli ince deal- 
> Kingman of 
yrefaced his ob- 
I wasn’t here 
[ might not have 
continued: 


“We participated in the tea kettle 
While the margin was 
somewhat thin, it gave us something to 
sell when we didn’t have 
enough merchandise to sample half our 
dealers. Now we're going along on 
the portable range program. This 
range lists well below $100. Dexter 
says the program is good. It looks 
Anyway, when you have a 
utility of this caliber in your area, you 
ywe the company an obligation. When 
Central Hudson promotes, and invites 
us in, we're in!” 


campaign. 


otherwise 


good to us. 


Here are the inside details of some 
of Central Hudson’s promotions: 


ELECTRIC TEA KETTLE 


Dexter dreamed this one up as much 
for the benefit of dealers who then had 
very low appliance stocks as he did to 
build load for the company and intro- 
duce further electrical advantages into 
low-income homes. Last August, after 
he had arranged product distribution 
throughout the territory, he opened the 
campaign, leading off with spot-radio 
advertising which proved highly effec- 
tive when 


mace 


free trial were 
About 60 percent of these free 


offers of a 
trials almost immediately resulted in a 


yurse, couldn't 

se a unit directly from the util- 
ity. The way thus was paved for the 
to clear the kettles easily at little 
sales expense. Some ambitious dealers 
in Ne vburgh, however, jumped on the 


1 


electric 


consumer, of c 
lealet 


tea kettle as an ideal product 
with which to train new hands into ap- 
pliance They did a bang-up 
job. This promotion definitely helped 
many dealers bridge the gap from war- 
time through rec 


selling. 


mversion to peace 
time operation, and helped build good 
will for the utility. 

When requests for free trials tapered 
off, Dexter switched to newspapers and 
The 
ads pounded the theme, “Four quarts 
ina hurry.” If you live in cold country, 
you'll doubly appreciate the pull this 
would have in homes where the owners 
had not previously enjoyed any such 
service. 


the consumer call soared again. 








Discussing the electric tea kettle campaign, G. H. Wood, a partner in the firm, says: 
"On this product, as others in the past, the utility's promotion produced excellent results 
for participating dealers.” 


Trial Units 


The utility buys the trial stock at 
wholesale cost, in this around 
$3.75. The average unit, easily refin- 
ished if slightly worn in use, is good 
for trials in four or more homes before 
it appears too worn for further demon- 
stration purposes. It then is sold for 
about $2.00, which breaks down to a 
product cost of $.44 per trial to the 
utility. Since the worn units are later 
disposed of through farm auctions in 
small quantities at a time, the kettles 
receive additional free advertising and 
normal dealer sales are not affected, as 
they might be under a different system. 

Don’t labor under the impression 
that this electric tea kettle was sitting 
around begging for this promotion. 
the kettles, ordinary everyday notions 
adapted for electricity, came out of a 
regular production run fitted with ele- 
ments which were made prior to the 
war and supplied with cords located in 
Tennessee, were merged into an ex- 
cellent tide-over product at a stiff time 
in the merchandising world. 


case 
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ELECTRIC CASSEROLE 


Here again, Dexter wasn’t besieged 
by eager factory salesmen thrusting 
red-hot appliances down his throat 
The casseroles were pried out of the 
kettle manufacturer and the tim 
switches located in another 
1,000 miles away. The whole 
jibed pretty well. 

Right on down the line, this appli- 
ance receives the same sales treatment 
as the kettle, a sort of lend-lease ar- 
rangement so the low-income consumer 
can become acquainted with new cook- 
ing joys at virtually no expense, then 
later have them for keeps at minimun 
first cost—a painless arrangement for 
the consumer. 


factory 
thing 


Describing the casserole and detail- 
ing its operation, an attractive 20-pag 
booklet prepared by the utility contains 
10 pages of recipes. Display adver- 
tising singing the advantages of cas- 
serole cooking winds up in this fashion 
“Investigate this new way of low-cost 
time-clock cooking at local electrical 
and housewares stores.” 


MORROWS 


Fourteen thousand persons viewed utility's last show demonstrating advantages of @ 


modern kitchen. 


Props included electric scoreboard which tallied stage-housewife’s 


steps, and large model of kitchen which was torn down and rebuilt during the program. 
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Like dealers, distributors also appreciate this utility's aggressive attitude in the consumer 
field. This Kingston distributor, Canfield Supply Co., sells to 80 major appliance dealers 
in the area. 


Community Representative 


The Central Hudson set-up is built 
o order for the trial method of product 
ntroduction. The area is divided into 
some 50 sectors in each of which the 
tility’s commercial representative, in 
the eyes of the customers, is The 
Company itself. The representative 
is a part of his community. He lives 
here. He banks there, goes to church 


‘Mand service clubs and social functions 


here, sends his youngsters to school 
here. He is the customer’s sole con- 
tact with the utility, reading meters, 
changing meters, making all adjust- 
ments in bills; handling minor repairs, 
arranging for service on major repairs, 
and so on down including any discus- 
sion about moving a pole. Instead of 
dealing with six or eight different 
tarely-seen faces, the customer knows 
one face well—well enough to reveal 
where the key is hidden if no one is 
home when he calls. And how these 
commercial representatives can place 
merchandise in homes on a loan-trial 
basis—to the dealer’s profit! 


Dealers agree with the utility that 
these policies pointed at the low-income 
group, in spite of the fact that some 
five thousand roasters have been sold, 
do not cut into their normal range busi- 
ness. Rather, they agree it does the 
range business a great deal of good. 


CABINET MAKES A RANGE 


Although this is strictly 100 percent 
a Harris Dexter idea, he showers much 
of the credit for the development of this 
product on the company’s customers 
who, he insists, by their trial usage and 
consequent reactions really design all 
appliances for him. The cabinet, with 
a kettle, casserole, roaster and time 
clocks, plus a washing machine in an- 
other corner of the room, is the inex- 
pensive answer to the dream of a low- 
income housewife who pines for a mod- 
ified all-electric kitchen and laundry— 
at least enough like the beautiful maga- 
zine ads to satisfy her. On first cost, 
installation cost, and operation cost, 
Dexter backs the cabinet-range idea 
with convincing sales presentations. 


As a direct result of the utility's show, local banks and merchants sponsored the Hudson 
Valley Home Improvement Plan. This was no surprise to CHG&E, who had planned the 
; show carefully. 


. 
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W. C. Kingman, left, treasurer of Canfield Supply Co., inspects new merchandise with 
E. H. C. Angell, assistant manager. Kingman says: “Tea kettles, portable ranges, or any- 
thing else, when Central Hudson promotes, and invites us in on the deal, we're in!" 


The accompanying pictures show the 
product, except for the two electric 
cords. These are built-in on the same 
principle as telephone switchboard 
cords. The interior of the cabinet 
provides storage space for utensils and 
dishes. 


Distribution Systematized 


This cabinet can be purchased by the 
customer through the trade complete, 
or it can be purchased knocked down 
for assembly by the customer, or 
sketches are supplied together with a 
list of materials so that the farmer or 
householder who is handy with tools 
can make his own to fit his own partic- 
ular kitchen. So you see, the buyer 
can take this assembled kitchen unit by 
unit, in light bites as he can afford it. 

Dexter started the promotional ball 
rolling in 27 modest homes scattered 
through the area. These are the initial 
demonstration kitchens. The new cir- 
cuits, approved by the fire underwriters 
but without going to three-wire service, 
were hooked up last December. Once 
a month or so a home service expert 
from the company prepares a meal in 
each kitchen, the owners inviting 
friends to the affair. The pride of 
ownership, the proof of personal pro- 
gressiveness, leads the way to many 
new prospects. A start with 27 units 
soon snowballs into hundreds of users. 


PORTABLE PLUG-IN RANGE 


The present portable range little 
resembles the crude wartime test mod- 
els with which Dexter proved the merit 
of his idea. The test models contained 
far more plywood than metal. The new 
finished product, although - selling 
around $80 without the time clock, has 
distinct class. A plug-in type range, 
it has two 1500-watt hot plates mounted 
in an enameled steel top surface, along 
with the oven which is a conventional 
roaster. The oven lining is lifted out 
for washing, easing the cleaning chore. 

One 25-amp. circuit allows use of 
the two hot plates together or either 
one of the hotplates along with the 
oven, as desired. A 25-amp. S. P. cir- 
cuit breaker provides the necessary 


pair of No. 10 wire leads off a two-wire 
main service, whether type SMF or 
SFM, for hook-up to the range. The 
main fuses are replaced with 30-amp. 
fusetrons. 


“Moving the Sun" Show 


Central Hudson’s current show, 
“Moving the Sun,” lives up to the high 
standard set by former shows, such as 
the one a year ago when intensive 
kitchen planning was smoothly put 
across to a total audience exceeding 
14,000, by actual count, during the 
course of 141 stagings. Notwithstand- 
ing its usual non-commercial air, the 
effectiveness of the present show as a 
business stimulant recently was dis- 
closed by an enterprising dealer in a 
small town who, having been on hand 
for a performance in his community 
and thus knowing exactly who was 
there, reported 13 percent of the audi- 
ence turned up in his store the follow- 
ing day for products demonstrated dur- 
ing the program. 

J. Ellis Briggs, field representative 
under Dexter, is in general charge 
of these promotions which are well 
received in schools, women’s clubs, 
Granges, PTA’s, service clubs, church 
societies and other groups. Mrs. Rita 
Mataraza, home service’ director, 
pitches in hard on all such company 
promotions. 

Dealers didn’t quibble about the ef- 
fectiveness of last winter’s show when 
2,690 scaled, three-dimensional model 
kitchens answered the call in a kitchen 
planning contest. These models signi- 
fied 2,690 sales leads directly from 
people discussing new homes or kitchen 
modernization. The model slant was 
developed this way: 


Automatic Scoreboard 


One feature of the show was an @lec- 
tric automatic scoreboard worked out 
by Briggs, a clever device across the 
face of which lights blinked in tempo 
as a stage-housewife—company talent, 
but good !—baked a cake in a poorly- 
planned old kitchen, giving the step 
total at the end. On a replay of the 
scene in the kitchen after it was re 

(Continued on page 78) 
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New Merchandise Largely Limited to Models 
Only; Manufacturers Appear to be Holding 
Back New Ideas until Going Gets Tough 


Ralph DePalma, famous automobile driver, greets visiting 
dealers with a power-driven lawn mower. Engine experts 
like Briggs & Stratton say as many motors are sold for 
lawn mowers today as for gasoline-engine washers. 


Admiral, which has been taking a deep interest in dealer 
store arrangements, sets example with its own displays. 
Here is Ross Siragusa, president, and Seymour Mintz, 
advertising manager, facing the camera. The company 
recently opened new showrooms in the Furniture Mart. 
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LeRoy Williams, of the J. A. Withers Co., Pittsburgh, 
left, and W. H. Van Riper of the Wieboldt Stores, Chi- 
cago, are just learning from H. C. Bonfig of Zenith that 
Zenith has a mighty cute record player this year. 


Dell Rizor of Dexter is over topped by Fred Flato of 
the Flato Co., Houston, who has just snapped up 6,000 
Haag twin washers. With Fred Flato, left, is John Ward 
of Dexter, Dell Rizor, M. A. Compton, sales manager of 
Flato, and Guy Howard, Dexter. 


FEBRUARY 
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Mrs. Jean Donay, who is a housewife in Chicago when she 


isn't an usher at the Merchandise Mart, shows her femini 


curiosity as to what goes inside of a Deepfreeze. Plenty, 


the way it looks, we'd say. 


The Nutone Chime crowd caught with one flash bulb. Left 
to right are F. M. Maichle, vice president, of Chicago, 
F. B. Marple, western sales manager, Los Angeles, J. Ralph 


Corbett, president and L. B. Dreifus, eastern sales ma" 
ager, New York. P 
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ts "Pip, pip, carry on,” to W. R. Gabney, general sales 
manager, when he gets tired. Mrs. Cleo Foley, home serv- 
ce director, is doing the chin uplifting. 
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Wack Werth, who heads sales of dryers for Bendix, gently 
wats R. C. Williams of the May Company, Cleveland, 


C. E. Haller, of Graybar, Cincinnati, came up for a 
Proctor party and to listen to Harry Payor of Landers 
Frary & Clark. 


+ ai ay . 4 
Wire . 2. 


C. C. Langworth of New Orleans is finding out that the 


1900 automatic really wrings them dry. W.S. Hammersly, 


The boys of Sunlite do a conventional pose with their 
product. Left is Robert Custer, center is Bill Levis, sales 
manager, and right is Fred Lestoe, Los Angeles. 


It's hard to get them together, but here we have H. A. 
Halvorsen and A. L. Lindemann together to promote the 


and tells him the whole story. sales manager for 1900, looks on. Super 5000 oven in the L&H range. 


Afan that cools in summer and warms in winter. Demon- 


trating is general sales manager, A. G. Bradt of G. M. 
laboratories. 


Two men who do the heavy thinking for Bendix radio. 
Paul Reed, asst. advertising and sales promotion manager, 
and Earl L. Hadley, advertising manager. 


W. Q. Smith, appliance distributors, Jackson, Miss., is 
shown getting his hand on some of the first real merchan- 
dise since the war. To right is Jack Downs of Clements. 





ae 
- 


Harry M. Parsons, ranges, Landers, Frary & Clark (left), 
Harry Hahn, Electrical Merchandising, listening, and Lee 
Moss, vacuum cleaners, Landers, Frary & Clark. 


5. T. Ritter, sales manager of Noblitt-Sparks, assures the 
toys from the M. Seller Co., San Francisco, that the 
Avvin line is going to be “hot.” 


Two Filter Queen executives. Albert E. Kramer and 
Frank C. Callahan, who is an encyclopedia on the subject 
of vacuum cleaners. 
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CHICAGO CROWDS JAM APPLIANCE EXHIBIT 


eo 
Electrical Merchandising's little girl reporter, Anna Noone, Chas. A. Morrow, vice-president of Youngstown Presse 


sees in person the model who posed for the cover of the Steel, R. C. Hager of Arnold Wholesale, Cleveland, and 
Silex catalog. George W. Duge of YPS. 


Weary from all the walking about are Meyer Grossfield, 
Vanity Vacuum Cleaner Co., West New York, N. J., and 
David Slobodien, Apollo Distributing Co., Newark. 


At the Merchandise Mart, Kamel Hassam, the only Turk Close up of the Apex machine reveals fins which do not 
in captivity selling washing machines, gives visitors a peek revolve. Nevertheless, due to a vibrating action the 
clothes inside of the washer keep going around. 


H. L. Thompson of the P. W. Crawford Co., Atlanta, Ga., 
looks over a new idea in fans. Demonstrating them to him 


is J. W. Kisling, president of the Kisco Co., St. Louis. at the new Apex automatic. 


Oscar Lenna and John M. Wicht, new vice president for George Faurie, advertising manager of radio for Westing- 
house, learns from Steve Brodies of the W. T. Grant chain 


that the Grant Company will have four major appliance 
stores. Already they are in Atlanta, Erie and Los Angeles. 


It's hard to discover just how low a big buyer will stoop 
to get merchandise. Bill Egan, L. Fish Furniture Stores, Blackstone, demonstrate the lack of vibration in the 


demonstrates to John Hurley of Thor, fresh out of the Blackstone automatic washer, and call attention to its 
army. Leo Shea watches. mechanical controls. 


oe 








Harry G. Knuth of Lyon Metal Products, Inc., slips some Jon Zitz, asst. gen. sales mgr., Hill Shaw Co., as he looked W. A. Friedrich has the Ironrite crowd on their knees 


info to young Theo Eberg of Riverside, Ill. when the 6-day hectic market was over. getting a peek at the Hamilton dryer. 
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A Letter From Europe 
EDITOR'S NOTE. 
; The following is a letter from Mr. A. Van 
ich do "O' Daalen, Velperplein 8, Arnhem, Holland, a 
action the 





dramatic account of what has happened to 
one electrical appliance operation on the 
Dutch battleline was received by ELECTRI- 
CAL MERCHANDISING as a response to 
a notification from our circulation depart- 
ment and it is of so much interest that we 
want to share it with our readers. 





id. 
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The safe in the private office of the electri- 
“ takradio store was forced and emptied. 
Hast caused damage to wall and ceilings. 






heir knees 


DISING 
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and Radio Shop in 
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The ransacked and damaged showroom of Van Daalon Bros., Arnham, Holland, after the Germans got through with it. 
All articles of value were taken, the rest smashed beyond repair. 


T was a pleasure to us to receive 

your above-mentioned letter, of 

which we herewith acknowledge the 
receipt, and from which we learn that 
you are anxious to resume the mailing 
to us of your monthly “ELectricaL 
MERCHANDISING”. 

After an interruption of five eventful 
but difficult years, we shall be glad to re- 
new the acquaintance with ELECTRICAL 
MERCHANDISING, of which we formerly 
always have been attentive readers and 
whose interesting articles in several 
directions often have been of value to 
us. 

These last years the electrical and 
radio business in Holland came prac- 
tically to a stand still—there were no 
radio’s (listening prohibition), no 
washing machines, no cleaners, no elec- 
trical appliances of whatever kind only 
some articles of inferior quality, so you 
can understand how anxious we are to 
learn from you monthly what progress 
our American friends meanwhile have 
made in the electrical appliances field. 

We now shall give you the informa- 
tion asked for in your letter. 

Our mailing address is still the same, 
as our premises have been spared in 
spite of the fact that just in our neigh- 
bourhood several buildings have been 
destroyed. As you ask for our official 
business title we must inform you that 
“N. V. Radio-Technisch Handels- 
bureau van Daalen Bros” means “Ra- 
dio Technical-Commercial Company, 
van Daalen Bros. Ltd.” 

The nature of our business is: 
Dealing in and installation and repair- 
ing of radio and electrical appliances, 
electric light, gramophones and other 
home equipment as ranges, stoves, 
sewing machines. 

As we think it will interest you, we 
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herewith send you 3 photos which will 

give you an impression how we found 

back our shop after returning from 

evacuation in May 1945, 

1, view in our showroom, ransacked and 
damaged by the Germans. 

2, corner of private office with the forced 
and emptied safe. 

3, a barricaded room on the first floor where 
a Canadian soldier was killed in the battle 
for the liberation of Arnhem. 


Our shop has been rather damaged 
and practically every thing has been 
stolen, inventory, measuring-apparatus, 
todfs, writing and adding machines, 
service-parts, stocks and supplies all 
had gone, stores were empty, even the 
switches and electric outlets had been 
taken from the walls, and doors were 
used to make trenches outside. Only 
glass-fragments and rubbish were left. 
Our managing director, A. G. van 
Daalen, who was in the interior un- 
derground forces, was taken a prisoner 
in January by the German Field Se- 
curity and was sent with a convoy of 
200 prisoners to a starvation camp in 
Germany, where he had a terrible 
time. When he was liberated by the 
Americans in the beginning of Mav 
he was nearly dead from hardship and 
starvation. From his convoy of 200 
men there were still 11 alive at that 
time. 

In contempt of the fact that unfor- 
tunately we had among our personnel 
3 N. S. B. members (the Dutch 
Nazi’s), our shop was a meeting place 
of numerous workers in the illegal 
movement. Often there was no want 
for emotions caused by the German 
Security Service. There was always 
much to do, to thwart the German 
to sell “no” to the Germans 
for articles and services they wanted, 


decrees, 


to help Jews and other people who had 
to hide-away, to collect money for 
helping the families of emprisoned and 
killed illegal workers, to help hide- 
aways with ration-cards and false 
identity-cards to distribute the illegal 
papers a.s.o.; it culminated in the 
activities during the week before the 
landing of the airborne troops with 
the blowing up of all railway-lines 
round Arnhem, for which purpose ex- 
plosives, railcontacts, weapons were 
dropped by the R. A. F. on dropping 
fields on the Veluwe, north of Arnhem. 
When the landings came life in Arn- 
hem became disorganized, there was 
no electricity, no telephone, no gas, 
during several days no water, no pa- 
pers. Nevertheless illegal workers 
had organized a number of secret tele- 
phone-connections. Our shop had got 
a secret telephone-connection with the 
Allies in Oosterbeck and during Mon- 
day and Tuesday it was possible to 
give reports of observed German move- 
ments to our friends in Oosterbeck. 
Tuesday afternoon the connection was 
broken off. Though there was no elec- 
tricity, we could receive the radio- 
messages of Radio Oranje with the aid 
of batteries and a generator. 

As there was a great want of re- 
liable news, we had just organized the 
distribution of an illegal newspaper, 
when the German commander ordered 
the total evacuation of Arnhem. In a 
few days a whole town with a popula- 
tion of 100,000 people had to be evac- 
uated. People fled in all directions. 
Our staff dispersed, some were caught 
by the Germans and forced to work for 
them; some others could continue their 
work in the resistance group by spy- 
ing the positions of German batteries 

(Continued on page 70) 
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CONTINUING A SERIES OF VISITS WITHE ue 





A Talk With J. B. Kirby 


OR n 

B. Kirby was a marine engineer on 
Lake Erie, making $18 a week. That 
didn’t like very big potatoes to 
m Jim. In fact, Jim casting 
about for various types of careers from 
earliest childhood. He Plain 
Dealers upon porches, and had a lamp 
in which he walked five miles to 
turn the gas on and off mornings and 
evenings, for which he received $16.50 


ny years the father of James 


seem 


was 
tossed 


route 


a month. 
got a job in a ma- 
that built a lot of switch- 
and electrical appliances that 
shake off 
the mechanical ability he had inherited 
the old man 4 customer in 
Cleveland wanted a device that would 


It was when he 


boards 
Jim discovered he couldn't 
1 


irom 


bought a 
it or not, had 


Jim 


answer a telephone 


1 
} 


mm an 1, 
such a gadget operating ; that was ages 
It used an Edison cylinder phono- 


rraph, was operated by automatic elec- 


phonogray believe 


y 
ago 


trical controls, and when completed 
Doctor Hoosis is out, this 
is a phonograph,talking. Please speak 
your message and it will be repeated to 
the doctor It oper 


ated so well the doctor had it patented 


would say, 


when he returns.” 


Starts Motor Repair Shop 


and he started a 
12th Street in 

It was a simple little place 
i lathe and a drill press. A 
Knockes came in and 


me went on 
motor repair shop on 
Cleveland 
and had 


man named 














JIM KIRBY 


pioneer inventor in the vacuum cleaner field. 


wanted him to build a massage machine. 
Jim did, with a Universal motor which 
was new, and produced one that sold 
for $16.50. Knockes used it for premi- 
Eventually this was sold out to 
P. A. Geier Co., who manufactured it 
under the name Royal. 


A Bright Idea 


ums. 


One day a strange looking wagon 
backed up to the house next door to the 
Kirby mansion, a hose was run inside 
and the place was given a going-over 
with a giant vacuum cleaner. 

“Shucks,” said Jim, “I can make a 
to do that witfout all that 
apparatus.” 

His cleaner employed two buckets of 
water, the water being employed to 
take the dirt out of the air. It worked, 
but it was a backbreaking job to carry 
around two pails of water, and it had to 
be changed pretty often. One party 
would have to pump the handle while 
the other cleaned the rugs. The Do- 
mestic Vacuum Cleaner Company put 
this water vacuum cleaner on the 
market, selling it for $25 without a 
motor and $85 with one. 


machine 


Broomstick Model Cleaner 


Jim sold his machine 
It was time, because he felt he 
had the idea for a broomstick médel 
cleaner which was better. A Bill Orr 
of the Fort Wayne Electric Co., who 
himself later did a little inventing, sup- 
plied motors for this cleaner. 

There were living in Cleveland then 
the three Frantz boys. Ed L. Frantz 
was the oldest and, with C. G. Frantz, 
was in the building material business. 
Walter Jim Kirby 
followed his broomstick cleaner with 
another invention. It was a cutoff for 
this cleaner which permitted the coup!- 
ing on of attachments. It was a rather 
important invention because it widened 
the The Frantz 
boys felt they could produce it and in 
1910, model B, the first model of the 
Frantz-Premier cleaner, appeared. It 


had no brush 


Eventually 
shop. 


was a mechanic. 


field of the cleaner. 


nozzle. 
reasons for the narrow noz- 
zle was the fact that early motors didn’t 
develop the suction that later ones did. 
This makeshift was fol- 
lowed by a Model C which had a wide 
nozzle and a brush, and later by Model 
D which had an air-driven brush. 

The first motors were purchased by 
Premier from Fort Wayne Electric, but 
difficulty in obtaining sufficient quanti- 
ties caused Premier to bring in several 


and a narrow 


One of the 


comparative 


engineers (Milton Spielman, Walter 
Posse), to make their own motors. 
The Frantz boys were self-made men 
in every respect. Starting business 
they had to scrape the bottom of the 
barrel to get money. There is a story 
to the effect that one of them borrowed 
$500 from his tailor, Jim Kirby relates. 
During 1912 Clarence and Walter 
Frantz withdrew from Premier and 
with associates formed their own com- 
pany, The Apex Electric Mfg. Co., 
making vacuum cleaners. During 1916 
Milton Spielman and Walter Posse 


with other associates withdrew from 
Premier to make small motors and 
formed the Domestic Electric Co. (viz, 
Black & Decker and Lamb Electric), 

While helping the Army Ordnance in 
the First World War Jim Kirby came 
in contact with the Scott & Fetzer Co, 
and when the war was over they started 
manufacturing later and improved 
models of “Kirby Cleaners.” Today 
Jim Kirby works for Scott & Fetzer 
Co., exclusively on cleaners and for 
Apex Electrical Mfg. Co., exclusively 
on washers. 


Universal’s Story 

























Lee Moss, sales manager of the Vacuum Cleaner Division, Landers, Frary and 
Clark, is an Illinois boy who got into cleaner selling by accident, was taken to 
New Britain by accident, and has gone places the hard way. His booklet on 
cleaner selling, "Joe Goes to Town," is one of the classics of the business. 


ETAL-WORKING families for 

generations have lived in Con- 
necticut. The first U. S. mass-produced 
article, the rifle, was turned out here. 
Here, founded many years ago, is a 
firm called Landers, Frary and Clark. 
It makes so many articles it can almost 
be compared to that answer to the 
politician’s prayer: “All things to all 
people.” 


The “Universal” Trademark 


The uncle of a family of New Brit- 
ain who. brought back a present from 
Ireland is an example. He purchased 
a carving set. As you may suspect, it 
turned out to be a “Universal” and 
was made by Landers, Frary and Clark, 
right there in the old home town. Be- 
cause Landers, Frary and Clark pro- 
duce Stanley vacuum bottles, cutlery, 
bathroom scales, food choppers and 
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ermitt: 
ne sur’ 


s frict 
as the 
Mr. Me 
carpet sweepers, as well as appliances, Rood j, 
this writer thought it well to launch fhey ca 


into a little of their history before 
taking up their vacuum cleaner experi- HFord w 
ence. At New Britain the firm has fh ri 
three foundries, going constantly on §Rstomo 
brass, iron and aluminum. Its work- BRrs sui 
men have had a lot of experience 

fabricating metal and the firm is one 


xed, 


of the first users of stainless steel Floo: 

Although Landers, Frary and Clark ffoming 
first produced electrical goods in 1912, HRs ne 
they didn’t get around to. vacuum Mere b 
cleaners until 1920. At that time there Hjander 
were three schools of thought in vac- #Rotor- 
uum cleaner manufacture—the friction MBy 19; 


driven brush, the motor-driven brush HiMea o 
and the straight suction type of ma- 
chine. The first model produced undef 
the Universal name had a friction- 
driven brush. It was the day of thin 
rugs. They found, relates Lee \oss, 
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hile Landers Frary and Clark began mak- 
ng electrical appliances in 1912, it wasn't 
nil 1920 that they produced their first 
zcuum cleaner. It was the bag type, 
aight suction model and had a pistol grip 
ndle, a protecting furniture bumper. 


ules manager of the vacuum cleaner 


livision, that modified straight suction 
lidn’t brighten up the rug it passed 
ver. Straight suction—scaled to the 
u—didn’t get the surface dirt. 

As an outcome of this knowledge 
ie firm developed a nozzle with fingers 
n it which broke the vacuum seal and 
emitted the inrush of air to pick up 
he surface dirt. Part of the air acted 
‘friction on the rug. “The early 20’s 
as the period of cheap rugs,” declares 
ir. Moss. “Those early models did a 
od job on the surfaces on which 
ney came in contact. Just as the high 
xled, puddle-jumper, old Model T 
td was a better car for getting over 
al roads than modern low-slung 
utomobiles, so did these early clean- 
"s suit their times.” 


Bring Out Tank Cleaner 


Floor coverings changed with the 
ming of the 30’s, and a beating action 
$s needed on deep-nap rugs, which 
tte becoming popular. As a result, 
anders, Frary & Clark developed a 
tor-driven brush cleaner in 1928. 
y 1938 the public was sold on the 
lta of a home cleaning system as 
‘ll as a rug and floor cleaner. Con- 
tntional type cleaners with leaky hose 
mnections were not too efficient. 

As a result, Landers, Frary & Clark 
mought out a tank cleaner. Right 
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By 1929 there was demand for above-the-floor cleaning and auto cleaner model 


E-115, the first hand type, appeared. 


It was adapted for garage and car owner 


and doing the jobs which are awkward for standard sized cleaners. 











Milestone model was the Universal cleaner 
with the thread-picking -nozle, a device 
which broke the vacuum sealed between the 
nozzle and the rug and permitted the in- 
rushing air to act to create a friction which 
carried off surface dirt. 


away Universal went back to using 
the thread-picker nozzle which had 
been such a success on their earlier 
device. In studying the tank cleaner, 
however, the firm found it to be in- 
efficient if the bag had too much dirt 
in it. Obviously the tank did not have 
the bag capacity, and clogging was 
serious. Housewives could see whether 
or not a vacuum cleaner bag was full, 
but this was impossible with a tank. 

As a result, Mr. Moss relates, Lan- 
ders, Frary & Clark developed a 
tattletale device which would reveal 
to the housewife when the tank cleaner 
was full of dirt and needed cleaning 
if it were to continue operating effi- 
ciently. 

The idea was simple. The dust bag 
rested on a scale with a plunger at- 
tached to it. When the plunger was 
thrust down, it activated a switch 
which turned on a red light and told 
the owner that the bag needed clean- 
ing. This was in 1939 and it is con- 
sidered a Landers, Frary & Clark 
milestone. 

Although the bag of the vacuum 
cleaner acts as a one piece filter, never- 
theless microscopic dirt gets back into 
the air. Landers, Frary & Clark engi- 
neers hit on the device of using a 
rubber seal around the edges of the 
filter which would force all air through 
the filter and thus cleanse it. 
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The year 1931 saw a motor-driven brush in- 
corporated in the Universal cleaner, which 
gave a beating action as well as suction. 


The motor, heart of the vacuum 
cleaner, has had attention at Universal. 
Much experimenting has gone on to- 
ward the dynamic balancing of motors. 
It is impossible to balance high speed 
motors correctly when they are not 
revolving. By rotating them at high 
speed and making corrections at this 
time, a smoothness of operations has 
been achieved that would have been 
considered impossible a few years 
earlier. 

Another simplification of the motor 
was the introduction of beryllium cop- 
per in the brush springs. This simple 
change eliminates shunts in the motor 
and has been responsible for increasing 























The demand for above-the-floor cleaning led 
Landers Frary and Clark to bring out their 
first tank cleaner in 1938, 


running time up to 500 hours or better 
without trouble. 

A dozen years ago motor windings 
were impregnated by dipping. Today 
a vacuum is used to draw the sealing 
fluid into the windings, a simple device 
which increases the life 300 
percent. 

3efore the war the average speed 
of Universal motors did not run over 
12,000 rpm. In 1920 fixed speeds were 
between 6,000 and 7,000 rpm. Post-war 
possibilities are expected to be as high 
as 18,000 rpm, all of which increases 
the efficiency of the cleaner withouf 
adding anything to its weight. 
(Continued on page 48) 
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At left, A. F. Norris, president of the 


‘~ 
R e in a S f a r ' f d = Regina Corp., Rahway, N. J. and, below 
the latest model of Regina's vacuum 

Music Boxe 


cleaner, the “Electrikbroom”". 











It was a logical development to Ja 
notorize the suction unit. The first 
Regina electrical models empl ved Os- lot 
cillating diaphragms to create the suc- , H clu 
tion While large vacuum could be a 
reated by this type of power unit, the } P co 
unufas volume of the flow of air was quite wi' 
instru limited; as a result, it wasn’t long be- 
fore this type of unit was succeeded by -* ae ; tee 
the sirocco blower type, the kind now a m 
generally employed in all types f ee ; lib 
uum cleaners. sel 
First Model in 1914 se! no 
Start Work on Cleaner In 1914 Regin 
lant cleaner, one that could 
the floor, the tank unit 
lin the rear by a wheel 
nozzle replacing the 
» handle was 
riage—the bag, 
encased in the 
ir first being drawn , Cente 
bag before entering the - tee : plianc 
ion chamber ; a con 
was not until 1917 that Regina = oe a Stron 
brought out its first conventional type with 
oO peopl cleaner with a bag mounted outside ; tailin 
p the long ‘leaner and suspended from the 
would handle. It was from this basic design 
ahandle that subsequent developments and im Th 
unlike the provements generated the { 
type cleaner ttachments for above-floor cleaning self-si 
| I ‘ialized cleaning jobs laund 
plianc 
wm § 
have been added to vacuum cleaners “SCT 
from year to year and these develop-j§ “°s 
ments have been practically universal will s 
in their adaptation to all makes andj Pectn 
models. it) 
Ves 
Electrikbroom Coming SSE 


Recognizing the general trend t 
wards housekeeping equipment that 
less complicated to use and easier for 
the housewife to operate and transport 
over the entire house area, the Regina 
Corporation has spent the last severa 
years in cooperative research and de- 
velopment of a cleaning unit that would 
meet the new demands. The Electrik- 
broom, soon to be offered to the public 
is the result. 








SUCCEEDING ARTICLES ON 
“THE EVOLUTION OF THE 
VACUUM CLEANER" WILL AP- 
PEAR IN EARLY ISSUES. THE 
FIRST INSTALMENT WAS PUB- 
LISHED IN THE DECEMBER, 1945 
ISSUE. Bic 


From music boxes in 1892 through the years with the different models of Regina vacuum cleaners. The 1909 job was manually for 
operated, the I91! a stationary and the 1914 the first ambulant cleaner. 
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Bigelow's open up in 
Jamestown, N. Y., with a 
lot of modern ideas in- 
cluding self-service, air 
conditioning, a house- 
wive's advisory commit- 
tee, circulating record 
library, girl home repre- 
sentatives and other in- 
novations 


IGELOW’S, of Jamestown, 
N. Y., recently opened their 
Appliance-Records Retailing 

Handling virtually every ap- 
pliance, in addition, this firm carrie$ 
a complete line of radios (Magnavox- 
Stromberg Carlson-Scott) together 
with an up-to-the-minute record re- 
tailing center. 


Center. 


Self-Service Feature 


The entire Bigelow retail floor to 
the front of the Model Kitchen is 
self-service. Washers, radios, home 
laundry units, ironers and small ap- 
pliances are openly displayed and by 
the side of each group are posters 
lescribing the features of the appli- 
ances. A push button at each counter 
will summon a salesman after the pros- 
customer had an 
ity to browse about. Bigelow be- 
that customers become embar- 
ssed when surrounded by salesmen 








pective has oppor- 








“ves 


























for the customer. 
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APPLIANCE - RECORD 


RETAILING CENTER 











The Bigelow sales floor is air-conditioned and the policy of the store is to let the customer browse around without interference. 
Note the model electric kitchen installed in the rear of store. 


—hence a “hands off” or “let patron 
sell himself” policy. 

The Bigelow sales floor and Model 
Kitchen is air conditioned. Both radio 
and record demonstration booths are 
equipped with easy chairs, smoking 
stand—all the comforts of home. Booth 
occupants are urged to abide by a 
voluntary 15-minute trial period when 
utilizing the booth. Six “record” and 
“radio” try-out booths line either 
the store for the convenience 
of patrons. 


Six 


side of 





Bigelow's record department employs a combination of self-service and trained help 


Travelling record library and phone call selling are part of the 
. merchandising policy. 
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The record retailing unit is located 
adjacent to the Model Kitchen on the 
mezzanine at the rear. The record 
department is streamlined—all albums 
being handled behind the counter and 
all records grouped in space-saving 
array. 

The Bigelow promotions for popu- 


larizing the establishment deserve 
especial mention. Bigelow has ap- 
pointed a committee consisting of 


housewives from every residential sec- 
tion of the community. Any housewife 
who desires may serve on the advisory 
committee for a full month. Advisory 
committee members meet once weekly 
at the Bigelow store. They discuss new 
merchandise with the store heads— 
suggest new services Bigelow may 
offer the public, and help map out 
store policies as they affect the com- 
munity. 


Training WACS as Representatives 


Bigelow is also training a number of 
returning WACS, WAVES, SWACS 
and SPARS to act as “Bigelow Appli- 
ance Representatives.” They canvass 
each home, talking with the housewife, 
ascertaining which appliances she is 
in need of most, what her homemaking 
plans for the future are, and, if at all 
possible, obtaining an order for one 
major and one minor appliance deliv- 
ery to be made as soon as manufactur- 
ing conditions permit. 

These representatives will accept 
reservations for electrical merchandise. 





Each housewife lists not than 
two major and two minor appliances 
(radio, refrigerator, ranges, toasters, 
percolaters, mixers) which she desires 
and places a $5 deposit on each. When 
the appliances arrive she is notified and, 
if she accepts them pays the remainder. 
In addition, the representative fills out 
a card for each housewife interviewed, 
listing present appliances she possesses, 
their condition, make of radio or 
radios, their age—so that in the future 
these the 
and canvassing 


more 


cards may be utilized as 
for direct mail 


activities. 


basis 


Welcoming Returning G.I.'s 


Bigelow’s does not overlook the re- 
turning war veteran. Each returning 
G. I. receives a welcome home letter 
from Bigelow’s and an invitation to 
attend a weekly Open House. Open 
Houses are held for servicemen, serv- 
icewomen and their guests only. Local 
radio stage a floorshow 
Cook’s tour 


entertainers 
and veterans are given a 


of the store. Veterans are awarded 
“door certificates’”—vouchers worth 
10% on any and all purchases ordered 


on the premises. It’s true that appli- 
are chiefly 
placing 
House 
cal news- 


ances as vet, at Bigelow’s, 
demonstrators, but vete 


advanced orders during 


rane 
Open 
receive the 10% savings. L 
onsulted for 
names and addresses of retut 


papers are constantly 


ning 


War- 
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In this family the passion is for cake making. In her newly arranged kitchen to be, there 
is going to be a cake mixing center right next to the range. 











The Johnson kitchen. 


Note the easy reaching cabinet for spices that she has improvised 


for the housewife's convenience 


Not Until They are Bound by the Ties of Frequent Use do Women 
Really "Go" for Them, says Myrna Johnston, Home Economist. 


Says Myrna Morn 
nston, it looks as if 


» industry can 


ag 
nistresses 


28. $36.657 
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nachine 
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last, once 
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he tuture 
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By TOMF. BLACKBURN 


and (3) a specialist in kitchen and 
home equipment. 

“What has startled me about appli- 
ances is the fact that so many women 
fail to get full use out of those appli- 
ances they now own,” she says. “It is 
like having a car and never knowing it 
will run faster than 10 miles an hour. 
In the run this back 
against the manufacturer’s or dealer’s 
interests, as 
not ask for 
testimonials.” 

In short, Mrs. Johnston feels that 
has to be “married” to 
her appliance before she really appre- 
Not until she 
ties of 


long bounces 


customers do 
hand out red-hot 


lukewarm 


more, or 


a housewife 
ciates it. is bound to it 


by the frequent use does she 
really appreciate it 
“Frankly, 


most of the women I! 


neet are not informed on the c ymplete 
The 
a lot, but 


more needs to be done. 


service 
a great deal 
How | would 
situation in which the 
a housewife, ‘You can’t 
have this electric range until you un 
derstand it, and to that 


have got to 


use ol appliances. home 


girl has done 
like to see a 
salesman tells 


prove 
test.’ 


you 
pass al 

“Any manufacturer understands that 
the more his appliance is used the more 
ndispensable it becomes in the life of 
customer, which is 
him 


‘d like to see 


a good thing 


the salesman carry 
and 


} ' 


around with him demon 
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strate to the housewife every job she 
can do with the appliance she is buy- 
ing. Possibly that might help educate 
her to get the most out of it and to 
use it frequently.” 


The Trends Ahead 


We are coming into a period, Mrs. 
Johnston thinks, with two features: 

1. Speed cookery. 

2. A trend toward gourmet type of 
cookery. 


For example, after each war there 
is always a larger army of women 
than before continue to work; 
and they won't all go back to their 
homes. Of the 18 million who were 
employed a lot are going to stay on 
jobs. The working wife is one who 
does not have a lot of time to accom- 
plish the same ends that her mother 
did. As a result, she is interested in 
anything that will speed up the prep- 
her meals. The mixes of 
pancake flour, ginger-bread, cake and 
various other items that are coming 
on the market appeal to this woman. 
In the appliance line, anything that 
does the job automatically and sets 
her free for other jobs has sales ap- 
peal To the 
handling 


who 


aration of 


who have been 
factories, this 


women 
machines in 
is doubly important. 
Makers of waffle bakers, 
roasters and any type of self-operating 


toasters, 
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and self-regulating appliance can cash 
in by stressing how much less time 
their device takes than the ordinary 
model. 


Accessibility Important 


Accessibility too, plays a part in the 
life of a busy and for this 
reason kitchen design is going to be 
given more prominence. Mrs. Johns- 
ton, in a model kitchen which she 
helped design, wished to have a tier 
of shelves on each side of the break- 
fast nook table which would hold ap- 
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plances that could be instantly plugged 
in, ready for use. In this kitchen, 
recently on display at Altman’s depart- 
ment store in New York City, she 
touched on something that most home 
economists recognize but few manu- 
facturers appreciate. It is a kitchen 
full of “ideas,” rather than a set model. 
Mrs. Johnston realized that it is vir- 
tually impossible to change family 
habits. It may be that your is a salad 
eating family. Well and good—provide 
a place in the kitchen where salad 
making is easier. If your folks don’t 
like salads it’s silly to allow for this, 
as the setup will not be used. Again, 
it may be that the women of one house- 
hold like to bake. Mrs. Johnston does, 
and one of the things that she is put- 
ting in her future kitchen is a cake 
baking center with flour and sugar 
close at one side, mixer on the other 
side out of the way, laminated maple 
work top—all arranged to make baking 
easy. If the Johnstons didn’t like to 
make cake, this would be a waste. 


Follow Mother's Habits 


“You have no idea of how women 
follow in the footsteps of their mothers 
in family habits,” Mrs. Johnston said. 
“For example, when my home econom- 
ics school girls used to bake pies I let 


them mark the top crust in any way 


they pleased. You would be amazed 


at how these students copied the mark- 
ings and designs they had seen their 
mothers make before them. Family 
tastes reach back into history a long 
way and cannot be changed lightly. 
Appliances and kitchens both will 
have to be fitted to the existing taste 
rather than to expect habits to do a 
somersault in their direction.” 

Mrs. Johnston’s thesis is that if ap- 
pliances are not used, they will not 
be sold. There are big hazards that 
face their use. One is storage space 
and accessibility. Another is lack of 
information on operation. All too many 
mixers today are being used simply for 
egg beating, Mrs. Johnston declares. 
Electric roasters are being employed 
as auxiliaries. 

The big market for appliances today 
is that group of middle class people 
which has known what it is to be 
poor, and which realizes the advantages 
that appliances give it. Often second 
generation foreigners buy the best 
there is in equipment. 


Kitchen Investment Wasted 


It is in selling the upper class, both 
socially and financially, that we have 
a problem, Mrs. Johnston thinks. Ar- 
chitects all too frequently push women 
into modern kitchens in their new 
homes. We have the sight of the house- 

(Continued on page 60) 


ABOVE . . . Surroundings can be made to 
attract women to their own homes, Mrs. 
Johnston believes. She practices what she 
preaches as this music room of hers proves. 


LEFT .. . The Johnston home is on a white- 
fenced five-acre plot. With a nine-year-old 
daughter and a husband in the appliance 
business, Mrs. Johnston runs up against every 
trouble that besets a housewife. 


RIGHT . . . The collection of spice cabinets 
is a Johnston hobby. It ties in with her 
theory of luring women to the kitchen 
through other means than cooking alone. 
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Servicing ESTATE RANGES 





Replacing 
Defective Switch 





With socket wrench or pliers, remove two nuts holding 
unit wire shield to switch bar. 


1 Tools required for servicing Estate Heatrola electric 
range: | small screwdriver, | pair wire pliers, | socket 
wrench for 3/16 in. square nuts. 


Separate wire shield and switch bar by pushing back 
on shield and pulling out on bar as far as possible. 


To remove unit switch or thermostat, proceed as fol- 
lows: Remove switch knobs. No tools are necessary é ; 5 og . To 
as they pull off of split shafts. Remove switch panel. It is not necessary to discon- 1 For additional space between these two parts, r¢ ie 
nect the convenience outlet leads. move the wire leading from the switch to fuse plug utlin 
mounted on wire shield. 


Remove thermostat dial and calibrating ring. These 7 Remove sheet metal screws from each corner of switch Remove the three screws on the bottom of the 13 


also can be pulled off, bar. switch from the bus bars. 
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Previous Service Articles 


HIS is one of a series of “how to" service articles on specific 

makes of electrical appliances. These step-by-step operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, !941); ranges (August, | 943); 
Maytag washers (April and September, 1942); Knapp-Monarch 
toasters (November, !942); Premier vacuum cleaners (November, 
942); Simplex ironers (March, |943); Speed Queen washers (March, 
943); wringers (June, !943); lronrite ironers (April, |943); General 
Electric and Hotpoint irons (April, 1943); General Electric washers 
May, 1943); refrigerators, Type CA (October, 1943); Blackstone 
ironer (May, | 943); wringers (September, | 943); Universal irons (May, 
943); washers (July, |943); percolators (October, !943); toasters 


ranges (June, |943); Apex washers and ironers (July, 1943); Easy 
washers and ironers (August, |943); Chromalox electric range units 
(September, 1943); Thor washers (September, 1943): Norge refrigera- 
tors (November, |943); Bendix washers (November, 1943); Gibson 
refrigerators (December, |943); Telechron clocks (February, !944); 
Dexter washers (March and April, 1944]; Motorola radios (March 
1944); ABC washers (April, |944); 1900 washers (May, !944); Crosley 
refrigerators (June, 1944); Automatic Laundry Queen washers (July 
1944); Frigidaire refrigerators; Frigidaire ranges (September, 1944); 
Horton ironers, washers (October, !944): Electromaster ranges (No- 
vember, 1944); Kelvinator refrigerators (February, 1945); Wilcox-Gay 
record changers (March, !945); Hamilton-Beach mixers (April, | 945): 
Sunbeam Mixmaster (June, 1945]; Emerson Electric fans (July, |945): 
Voss washers (August, | 945): Wilcox-Gay changers (September, 1945): 


November, |943); cleaners (April, 1944); ranges (August, |944); 
waffle irons (December, |944); Lovell wringers (June, 1943); Hotpoint 


Admiral changers (October, 1945); Tuttle & Kift range elements 
(November, 1945). 











; holding 


; 


A Pocket Full of Tools Takes Care of Any Operation 


Pull range away from wall and remove the screws 
holding back panel to range. 


ing back 
>ssible. 


12 Remove defective switch with top or lead wires at- 14 The spacer has, in addition to the holes through 

tached. Transfer these lead wires, one at a time which the attachment bolts are inserted, two tapped 
to the new switch. The lead terminals are numbered holes for holding the therm bezel bolts. 
|,2,3 and 4. Loosen #1 from old switch and attach to 
#1 terminal on new switch. Repeat with numbers 2, 3 
and 4. : 
R | 

emoving Thermostat “29 . eee | 
; f terminals or terminal blocks. Remove capillary tube 


Remove any accumulation of dust or lint found on 


; from oven by pulling through grommet on back of range. 
To remove the thermostat, loosen switch bar as 


utlined in steps A to A-9 for switch removal. 


parts, re- 
fuse plug 


—- —-- — 


Push thermostat back far enough to permit turning 

so that access may be had to the terminal screws. 
Remove the wires from the two line terminals on bottom 
of thermostat, leaving the screws in the loops. This makes 
far easier attachment of the new thermostat. Transfer 
the four top load wires one at a time to the new thermo- 
stat, remove and discard the screws in the two lower 
terminals. The old thermostat is now free except for the 


13 Remove two screws holding thermostat body and 
spacer to switch bar. 


capillary tube running through the wire guard on left 
side of unit compartment, out the back of the range 
and into the oven. At this point, the four top load wires 
are connected to the new thermostat and the two bottom 
lines wires are free. 
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Pull out thermostat from front of range; straighten 

carefully the tube of new thermostat and feed 
through the inside of wire guard into opening provided 
on rear of range, and into grommet at the rear of the 
oven. (Continued on Page 55) 
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Back soon—the famous NEVER-LIFT 
with exclusive features—proven 
popularity— national promotion. 








Now in production, the famous Proctor Never- STANDS ON ITS OWN LEGS 20 ' 
Lift will soon be on the way to you. It’s the 


now pr 
the sha 
replace 


iron with the most exclusive features —‘‘ Push 
Button Ironing”—‘Even Heat” p/us these 
other Proctor Firsts... Fabric Dial, Speed Selec- 


tor and all-around Dreadnaught Heating Unit. 


The Never-Lift is outstandingly distinctive 
on your shelves — easily recognized —a top 
quality, top profit iron. It’s coming soon with 
a powerful coordinated program of national \\ \\ T0] 


advertising and promotion. 


It's new... itis exclusive... its 


PROCTOR 


AUTOMATIC ELECTRIC APPLIANCES 





of the 


PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PENNSYLVANIA 
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Servicing 


ESTATE RANGES 


Replacing Ring-Type 
Element in Electricooker 





22 With the plate removed, the burned out bulb can 
be removed and the new one installed. Replace 
nameplate by pushing back into position. 


“dl 


7 


Remove aluminum cooker pot and lid, raise well and 





= 


19 The bulb of the capillary tube is held in place along- 
side the left hanger of the upper oven unit. It ‘ : 
should be pulled through far enough so that the tip of the 1 to remove from epesing, Remove teed ond 


_— about | inch beyond the front end of the Replacing Limit Switch ground wires. 
® 
on Bar-B-Kewer or Grid-All 


Limit switches are provided on the Bar-B-Kewer 
and Grid-All compartments and are attached to 
the rear of the range. They automatically open the 
circuit if the units are left on, thus preventing over- 
heating caused from failure to turn off switch 
when cooking operation is finished. After exces- 
sive heat has been dissipated, the bi-metallic switch 
automatically closes the circuit and the unit resumes 
normal operation, no re-setting being necessary. 





















Invert cooker well and remove three sheet metal 
screws holding bottom in place. Remove bottom 
Next, replace the two lower line wires in which you and rock wool insulation. 

previously left the screws. The new thermostat is 
now properly connected. Slip the cast iron spacer over 
the shaft of the thermostat, place in proper position and 
replace the two screws. 








° ° 23 If examination proves the limit switch is defective, 
CD acing 00 Ing i. e., does not close the circuit, remove the range 


back for access to the switch. Remove the wires attached 





a 
s s to the terminals of the switch and then remove the two ; 
lop Pilot Light sheet metal screws which hold the switch frame to the 27 Remove the three hexagonal nuts which attach ter- 


rear of the range. minal bars to unit. 


— —E- - 





21 Remove nameplate in center of mantel back section 
of main top by slipping screwdriver behind a corner 24 Install the new switch and reconnect wires to proper 4 Remove terminal block and mica insulator. 


of the plate, which is held in place by spring clips. terminals. Continued on page 62 
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EVERHOT 


@Completely redesigned, 
mproved and refined, the 
new Everhot Roaster 
brings a wider range of 
performance and a 
greater measure of 
convenience to long 
established and well- 
known Everhot 
dependability. 


@ Everhot Rangette 
provides really 
complete cooking 
facilities. Use the 
Roasterette for both 
cooking and serve 
ing. 


@ The Kook-R-Jug 
cooks the meal and 
also keeps it hot for 
hours without 
electrical 
connection 


@ Room heating for 
all is provided by 
Everhot Rayvector, 
readily convertible 
for circulating or 
radiant heat, and 
the smaller, com- 
pact Everhot fan- 
type heater 





@ Everhot gives you a fully 
complete line of equipment 
for the millions who will be 
living in temporary homes 
for an indefinite time. Ever- 
hot gives these purchasers 
much more than temporary 
value. The Everhot appli- 
ance will remain to serve 
for years after the perma- 
nent home is established. 


He A), revghe te 


SALES MANAGER 





| Servicing ESTATE RANGES 


Continued from page 55 


29 Unit is held in place by four split rivets spread over 
flat washers. Pinch these and the unit will be dis- 

engaged. Support the unit inside the inverted well with 

one hand while pinching the rivets with a pair of pliers. 


Remove defective unit and install new one. Before 

installing, compare part numbers and wattage mark- 
ings on under side of units to be sure of proper replace- 
mont. 





Replacing Top Unit 


31 Remove unit from opening and invert, on top of 

another unit or pad—not on the porcelain top. 
Loosen terminal screws, withdraw lead wires and remove 
unit. Lay new unit on top unit or pad in same place that 
old unit occupied. 


THE SWARTZBAUGH MFG. COMPANY...TOLEDO 6, OHIO | 


PRODUCTS 


ROASTERS... HEATERS.. APPLIANCES 





3 Attach lead wires to terminals of new unit so that 

designating straps on wires correspond to embos- 
sings on terminal block. The ground (green) wire is to 
attach to the unit frame. 
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Undisputed leadershi ore than a quarter of a century.. 


Pe 


Canton has always excelled in quality 
ironing features—and is the ‘quality — The Slide Glide Shoe is an exclusive patented feature with 


standard” for today’s ironers. Only on Cuntere—no other ironer bas it. While ironing the shoe glides to the right 
Conlon \roners will you find all of these and left at the same time the roll revolves. This irons the garment twice 
features: in one operation, and produces a more perfect ironing job, smoothes out 
wrinkles and dries out garments quickly. Gives hand ironing finish. 
And—every (9,,/,,-Ironer is backed by an exclusive 15-year Rebuild 
Policy and Guarantee— protecting both dealer and customer. 
* Non-Sag Roll * Double Open Ends Easy to sell—priced right—and—a satisfactory profit for you. 
«Deal Control * Two End Shelves Made by the makers of the famous (2,7, Washer by the same 
«Lap Shelf +39” Oversion Be skilled workers in the same modern plant. 
It will pay you to feature this Ironer in your store. Write or wire today 
i?“ for full information on the profit possibilities in your neighborhood. 
\ 


* Slide Glide Shoe * Double Thermostats 
* Two-Speed * Table Top Cabinet 
Controls * Scratch-Proof Shoe 


ime 
wy e 
! U° Conlon Corporation - 1824 So. 52nd Ave. + Chicago 50, Ill. ~ 


ELECTRICAL MERCHANDISING—FEBRUARY !, 1946 PAGE 57 





ss os 
Here it is! 
Model E-514—AC and DC 


In limited, but continuous produc- 
tion for the past two months, our 
stock of this fine new Temple table 
set assures a “flying start’ in sales 
and profits for Temple Distributors 


and Dealers every where. 


Yes, Templetone is saying it with merchandise — not words. 
Merchandise produced despite uncertain conditions, merchan- 
dise produced despite extra manufacturing expense — so that 
once the skies cleared, Temple Distributors and Temple Deal- 
ers would be in position to do business pronto! Another reason 


why it pays to “team up with Temple’”’. 


TEMPLETONE 
RADIO MFG. CORP. 


NEW LONDON, CONN. , 


EXECUTIVE OFFICES — 220 East 42nd Street, New York, N. Y. 


“WHERE FM ALSO MEANS FINEST MADE” 


PAGE 58 
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HE Paine Furniture Co., Bos- 
ton, has revitalized its music 
department through the an- 

nouncement of a new, advanced 

service for radio repairs. 

“We fully realize the problems that 
faced us with the opening of our new 
service,” said Louis V. Lennon, Paine 
buyer of radios, home appliances and 
pianos, “But we did it with several 
specific aims in mind. Our first con- 
sideration is that of service to the 
public. 

“Our second thought was to coordi- 
nate it with our regular radio section 
to provide a complete service for any 
type of customer. We carry the very 
finest lines, and these many times re- 
quire special installation and excep- 
tionally qualified sales attention. There 
will be customers who will want radios 
in unusual settings for game rooms, 
lor libraries, or to fit next to unusu- 
lly expensive furniture. Such matters 
re for the expert. 

“And another important factor in 
ur decision,” emphasized Mr. Len- 
non, “is that we believe this advanced 
radio repair service can be maintained 
na sound, profit-making basis. Our 
tadio service is in charge of a highly 

mpetent radio engineer, a man who 

ss a record of fifteen years of out- 

‘tanding service in the engineering 
iboratory of Stromberg-Carlson and, 
nore recently, four years in radar re- 
search at Massachusetts Institute of 
‘echnology. 


"Quality" Repair Jobs 


“We expect,” continued Mr. Len- 
ton, “that much of our repair business 
vill be in the expensive types. The 
‘ype of customer that buys a radio in 
the range from several hundred dol- 
ats up is usually pretty well posted 
n matters of quality, tone and con- 
‘ttuction. Invariably he is very proud 
if his possession and, under these cir- 
tumstances, doesn’t care to have an 
















Mr. James Stoddard, radio engineer in charge of the Paine Furniture Company's ad- 
vanced radio service department, is shown working in his repair laboratory. Paine has 
established this service because it feels that repairs on modern, expensive radios are 
beyond the realm of the ordinary repair man. 
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amateur tamper with arrangement. 
Such a customer will be our specialty, 
although, of course, we will do our 
best in the repair of any set that is 
brought in to us, regardless of its 
original value. 

“One of the things that we will con- 
tinuously dwell upon as a must in our 
radio service and repair policy,” 
pointed out Mr. Lennon, “is an hon- 
est analysis and a reasonable service 
charge. If the job is completely out 
of proportion to the value of the set, 
the customer will be ‘advised along that 
line. And work that is done will be 
charged for on the basis of the skilled 
workmanship involved and new parts 
that are supplied.” 

The new Paine radio service section 
is located adjacent to the store’s fifth 
floor music department. The radio en- 
gineer in charge is James Stoddard, 
an established authority on the com- 
plex problems of radio electronics, 
frequency modulation and television. 
The Paine testing laboratory contains 
complete television testing equipment 
in addition to many exclusive pieces of 
apparatus designed and constructed by 
Mr. Stoddard for special tests of his 
own. 

Currently Mr. Stoddard is spear- 
heading groundwork plans-for two 
more comprehensive radio services for 
the store’s discriminating patrons. 
Starting January 1, 1946, Paine offered 
to build radios and radio-phonographs 
to order. Customers outline their par- 
ticular requirements to Mr. Stoddard 
along with suggestions on design and 
manufacturer preference. Also com- 
mencing on that date was the store’s 
offer to design and install radio and 
sound systems for institutions and 
business organizations. 

Since shortages and labor problems 
still hamper promotion in the radio 
field, the store hasn’t publicized its new 
radio service to the fullest. A small 
four-inch by six-inch advertisement 
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Advanced” 


Radio Service 


Paine Furniture Co., Boston, which stresses the 






quality angle in merchandise, decided that radio 


repair business could be run on the same basis 
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Small, dignified ads announced open- 


ing of Paine's new radio 


served to give the original announce- 
ment. That very first day after the 
ad was run three custom-built radios 
were brought in for repair. 

The new, advanced radio service by 
Paine will also serve the store in an- 
other capacity. Already in its over-all 
merchandising and buying policy, the 
store checks resources closely to pro- 
tect itself and its customers. This in- 
cludes inspection of manufacturer’s 


service 


classification, system of pricing, adver- 
tising programs and claims, distribu- 
tion, etc. Likewise, each set that is 
sold by Paine also receives a thorough 
testing before it is shipped, to check 
upon the possibility of an assembly 
error that might have slipped through 
factory inspection. This far-sighted 
service largely eliminates expense and 
irritations caused by returns and ad- 
justments after sale and delivery. 
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Make Them “Marry” 


"To get out of the kitchen sooner-| °°" “P= 
ll have an early date with YOU 


2% 





wife having beautiful equipment and 
appliances yet dashing out to the bak- 
ery to buy bread, rolls, coffee cake 
and pastries. The investment in such 
a kitchen and its equipment is largely 
wasted, Mrs. Johnston feels, for a 
number of reasons. 

For one thing, as she so often re. 
iterates, the housewife has not been 
sold on or taught to understand 
what her equipment will do for her, nor 
how to use it. 

Second, the society or moneyed 
group of American women have been 
extremely calorie conscious and often 
shun food as a means of keeping 
slender. Whether this “stay thin” 
trend is a fad inspired by the figures 
of current actresses and will swing 
away when the Lillian Russell type 
comes in again, is a moot question. 
But it must not be forgotten that think- 
ing of this sort makes women sheer 


om : away from kitchen work. The answer 
We still do almost all of our own house- > : — 5 
to this point of view may, Mrs. Johns- 


work. Many, while holding down an out- ton feels, be found in gourmet cooking 
side-the-home job. That takes time, too... Fine foods, decorated food, original 
foods, all are things that seize the 
attention of women. Foods for occa- 
sions, parties, are important. By mak- 
ing foods play a part in the social life 
of the housewife, we attract her to the 
kitchen where otherwise her interest 
might be nil. Women are extremely 
sensitive to form, color and design, 
and can be appealed to by these fac- 
tors where cookery alone would fail. 
Mrs. Johnston feels that it is a good 
thing to bring the children into the 
kitchen and let them try their hand 
at recipes while quite young as a means 
of cementing interest. As the twig is 
inclined, so the trees will grow, she 
maintains. 





The world is changing and we women are 
changing with it. New interests, new re- 
sponsibilities take time... 


. - lll Myrna Johnston's Philosophy 


Myrna Johnston is more interested 
e im getting i mente Views onl 
Most of us look younger for our ages than = oe on mo womens lives an 
, making them wan se their kitchens 

our mothers did because we take care of our g them want to use their Kitch 
looks—AND IT ALL TAKES TIME!” than she is in passing on specific (e- 


tails about various appliances. The 
range, refrigerator and the mixer are 
doing a very good job mechanically, 
she feels. That belief also goes for the 
home lanudry. 

The job that remains is to fit these 
appliances into family life and enable 
them to do better those tasks which 
they habitually perform now. Myrna 
Johnston feels her work is to awaken 
women’s appreciation of the possibili- 
ties of their home equipment, have it 


‘We realize that it’s not enough to love our 
children—we must understand them, be 
with them more. And that takes TIME... 


All women want to get out of the kitchen 
earlier and oftener. All of them want to 
simplify and speed up food preparation. 
Now, as never before, they are prime 
prospects for the food mixers that Ham- 
ilton Beach dealers will be selling again, 
soon. This established need plus consist- 


ent brand advertising will help to steer 
many a minute-conscious modern to the 
door of the man who handles the only 
mixer with both one-hand portability 
and finger-tip bowl control! Hamilton 
Beach Company, Division of Scovill Manu- 
facturing Co., Racine, Wis. 


HAMILTON BEACH 


PAGE 60 





well styled, pleasant and time saving 
to use. 

It may not be possible to win all 
women over, she says. But women re- 
spond very readily to fashion and 
praise. If it is fashionable to own 
household equipment and have fine 
kitchens, they will do so. If they can 
find praise and kudos in turning out 
products that please their families they 
will work their fingers to the bone. The 
job ahead of us is to keep the spotlight 
on the kitchen and make Mrs. America 
realize that a perfect cake is far more 
appreciated than any bridge prize ever 
won. 
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SON NO. 1: Millions of women have their hearts set on Majlag 


leader of them all! And the handsome new 
lytag Master—the finest Maytag ever built—is 
sun rolling off the production line in ever-increas- 
"§ volume. The new Maytag line includes the 


aytag Master, the Maytag Commander and the 


lytag Chieftain, electric and gasoline powered, 
ther with or without pumps, providing a wide 
“ce range —a Maytag for every woman who wants 
Ne, at a price within her budget. 
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REASON NO. 2: Maytag Parts Service 


Not only is it Maytag’s business to provide the 
finest, most efficient and long-lived washer —bwt 
also to provide prompt spare parts service, (as 
demonstrated throughout the war when there were 
no washers to sell)—to keep every Maytag oper- 
ating at top performance and keep your customers 


ha Ppy- 


1946 





REASON NO. 3: Maytag National Advertising 


Year after year, in the great National Magazines 
and Farm Publications, Maytag advertising does a 
consistent job in reaching out after more customers 
for you, and adding lustre to the Maytag name. In 
addition, a full and complete selection of dealer 
helps is available at no cost. 

If you are not already a Maytag dealer, it is 
possible that one of those profitable Maytag fran- 
chises may be available in your territory. Write the 
Maytag Company, Newton, Iowa. 


\ A\ Jown your Maytag 


Canchise Now, / 
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When Bett. Chocken talks about |~ 
RESSURE COOKING, 


millions of women will listen! 








Before long, millions of homemakers will be getting from 
Betty Crocker the latest, most authoritative information about 
a better, faster meal-making method— pressure cooking. 


Betty Crocker tested pressure cooking recipes will be the 
most exciting cooking news in years...and naturally they’ll 
help you sell the new General Mills Pressurequick Saucepan. 


It’s a new kind of pressure cooking device. It has two truly 
amazing features which eliminate much of the “pot 
watching” and guesswork that can complicate pressure 
cooking . . . the Automatic Magic Metal Cover that vents 
and seals the saucepan at the proper moment without 
attention and the exclusive Cooking Control that gives 
homemakers simpler, surer control over the entire pressure 
cooking operation. 


And when women hear the wonderful news about the new 
General Mills Pressurequick Saucepan—there’ll be action 
. buying action . . . because American women know 
and trust Betty Crocker as the world’s most helpful home 

service authority. They’ll want the pressure saucepan 
she sponsors . . . just as they now want—and buy — 
hundreds of millions of packages of other General Mills 
products recommended by Betty Crocker. 


How the Magic Metal Cover works 


When the cover is placed on the General Mills Pressure- 
quick Saucepan, it still remains unsealed until all the air 


has been forced out of the cooking chamber. Then the 








heated steam inside causes a flexing action in the Magic 
Metal Cover which clamps it tightly against the rim of the 


vessel and creates a pressure-tight seal—automatically. 


BETTY CROCKER IS A REGISTERED TRADE MARK OF GENERAL MILLS, INC. 


GENERAL MILLS, INC., HOME APPLIANCE DEPARTMENT +« MINNEAPOLIS 13, MINNESOTA 
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“Dream Farm Kitchen” 


TO LURE 


RURAL WOMEN 




















1] ! Wg 
_* 
tl 
—- a 
_ Pod 
— —— on ad E 
—_ —s 
7 
j 
, ii! 
“WAlty, SMOKE PIPE. PIPE ENCLOSURE 
CAB. CAB. 


-—---— —_---+- — 














RANGE 











PLAN 








A combination coal-and-electric range has been popular in 
rural regions. Recently, Malleable Iron Range Co., worked 
out a design whereby kitchen modernization could proceed 













HE farm income of the United 
States for 1944 was $20,940,- 
082,000. In the half dozen years 
kiore that rural income was tremen- 
ious. Farmers, because they haven’t 
umped into high living costs as fac- 
bry workers have, own the largest 
wllection of unspent money in the 


And just as the couturiers of Paris 
ure Out ways and means of helping 
ich Americans spend their money, a 
milar trend is rising here that caters 
farm women. 

The “dream farm kitchen” is one of 
iese promotions. It is natural that 
Rdepartment store such as Younkers’ 
Des Moines, in the heart of Ameri- 
a's farming country, should be one 
i the first to promote it. Younkers’ 
ls and delivers all over the state of 
bowa, and expects to draw trade from 
try hamlet and whistle stop. The 
tream farm kitchen” will be some- 
ming that country women will want 
» see when they come to town. 

For the benefit of those who live 
found 42nd St. and Park Ave., it 
ty be well to launch into some 
ription as to where the farm 
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kitchen differs from any other kind of 
kitchen. It does. 


Farm Kitchen Differences 


When Successful Farming magazine 
questionnaired 1,018 farmers about 
what they would like to have in a 
farm kitchen, three distinct differences 
cropped up. 

1. An entrance on the driveway leading in 
from the highway is needed. City homes 
normally have their doors facing the street, 
which, in the case of the farmer, corre- 
sponds to a graveled or paved highway 
carrying a good deal of heavy-load traffic 
at high speed. It is obvious that cars can- 
not be parked there with any safety and, 
because of dust and noise, it is usual to set 
the farm home back at least 150 ft. from 
the highway. The farmer uses a driveway 
leading from highway to the farm service 
yard, and this usually makes a side entrance 
a more logical arrangement than the tradi- 
tional city “front door.” 

2. An adjoining work or utility room is 
necessary in the country where men can 
wash and hang their dirty clothes, without 
getting underfoot in the kitchen. This is the 
room where muddy boots go, where baby 
chicks are kept, where laundry is done and 
pigs are butchered. It should have a con- 
crete floor and drain. 
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without the stovepipe showing. 


3. A central rear hall is required so traffic 
can bypass the kitchen. Telephone is kept 
here. 


Perhaps it would be well to give an 
idea of what goes on in farm kitchens 
that makes them different from their 
town neighbors. In the first place, 
there is a great deal of cooking done 
—much more than in town. A farm is 
the only manufacturing establishment 
in the country that feeds its own help. 
That means a lot of people eating 
three big meals a day. The army dis- 
covered how boys in the open air 
eat—something that farmers have 
known for a long time. In addition 
to three meals, lunch is often taken 
out to the fields to the men at 3 in 
the afternoon. Besides the hired help, 
farm homes have more kids than 
families do in town although the 
census shows the number of youngsters 
per farm family has fallen from 4.1 
in 1930 to 3.8 in 1940. 

Cooking is a very serious occupa- 
tion. A survey made recently by the 
Midwest Farm Paper units shows that 
80 farm families averaged around $1 
per family for flour against 18¢ for a 
similar group of 80 city families. The 





Younkers’ Department 
Store, Des Moines, 
Takes Steps That Will 
be Widely Copied. 


farmers spend a lot more money— 
three times as much—for molasses and 
sorghum, more for baking powder and 
more for those other things that indi- 
cate a lot of cooking is going on. 


Three Experts Testify 


Perhaps a good idea about how 
country women behave in their kitch- 
ens can be obtained from Miss Mar- 
garet Hegerfeld, Miss Toni DeLay 
and Miss Evelyn Cardamon, who help 
edit the mazagine Successful Farming. 

“For one thing,” said Miss Heger- 
feld, “with a lot of people to serve, 
farm wives need larger equpiment. A 
stove with six burners would be wel- 
comed by many, preferably arranged 
to accommodate large cooking utensils, 
and a large oven is a necessity. 

The Successful Farming survey 
showed that the farm wife wanted a 
kitchen about 10 ft. 6 in. x 14 ft. 6 in., 
and wanted no door between kitchen 
and dining room, so that the small 
fry could help in the serving without 
dropping dishes. These women par- 
ticularly wanted a place where the 
men could wash up and not get in the 
kitchen sink with their scrubbing. 
Oddly enough, farm women want 
no eating—beyond breakfast—in the 
kitchen, considering it a production 
center. 

The women voting in the Success- 
ful Farming survey were open-minded 
on the stove, which could be either 
electric, bottle gas or oil. They like 
the fan-powered vent to carry cooking 
odors out to the porch. 

The work room or utility room, as 
the case may be, could also serve as 
a laundry, a place for cutting up meat, 
or a spot where litter could be hosed 
out on the concrete floor, which inci- 
dentally would have a drain. 


Selling Farmers 


Successful Farming girls think that 
personal calls on prospects who have 
previously manifested their interest 
will form the best way to get appli- 
ance business. They point out that 
farmers and farm women can be in- 
duced to visit stores as automobiles 
permit them to go to town daily if 
desired. It must be remembered that 
the general farmer gets his money 
regularly over the year and not in 
small pay checks, and is more used to 


(Continued on page 64) 
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CLIMAX ELECTRIC JET PUMP 
(190 to 1650 gallons per hour) 


1 Delivers more water from same 
power. 


2 Adaptable to deep or shallow wells. 
3 Only one moving part. 


4 No belts, no couplings, no springs, 
etc. 


5 Less maintenance. 


© Unusually quiet, practically noise- 
less in operation. 


Capacitor type motor, with overload 
protection, shielded against radio inter- 
ference. Motor and impeller mounted on 
one shaft. Easily installable over or away 
from wells with 2” to 5” casings. Send 
coupon for complete details of pumps 
and tanks. 


CLIMAX 








WATER 
EMS 


MORE WATER FROM LESS POWER 


free . 


Trouble- 


Sih, oe i -s aele a Be 


CLIMAX 650 GALLONS PER 
HOUR SHALLOW WELL PUMP 
Also available in 500 gallons 
per hour size. 


CLIMAX 250 GALLONS PER 
HOUR SHALLOW WELL PUMP 
Also available in 360 gallons 

per hour size. 


AMAZINGLY EFFICIENT, IMPROVED PUMPS AND EJECTORS 


Curmax precisionized pumps 
and ejectors lift more water per 
horsepower. (More water from 
same size motor.) They supply 
the abundant water that stock 
and poultry need to flourish— 
plentiful running water for 
kitchen, laundry and barnyard 


Agricultural Division » CLIMAX ENGINEERING COMPANY « Clinton 16, lowa | 


—for modern health-protecting 
bathroom facilities. Send cou- 
pon for complete information. 


Dealers: Important dealer- | 


ships are still open. Send today 
for descriptive booklet and com- 
plete information. 


Makers of Till-Master, The Remarkable New Farm Implement 


AcrICULTURAL DIVISION 
Cirmmax ENGINEERING COMPANY 
Curnton 16, Iowa 


Systems 
A ntnerneiom 
PO 


ted | 


eR atencimiteninesming 


Gentlemen: Please send me complete information on alersnips open—and | 
free bulletin descriptive of complete line of new Cl Electric Water 


STaTEe~ 





Dream Farm Kitchen 
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budgeting himself than his city cousin 

These S. F. home economists, al] 
farm and smalltown girls themselves. 
believe that country wives will be at- 
tracted to stores that put on displays 
pointing in their interest. Many a 
small town merchant makes no attempt 
tu cultivate farm women, and they 
resent it. 

While farm women will respond to 
shows and displays in a dealer’s store, 
they all have one question which arises 
from their experience in living in the 
country. 

“Who is going to repair it, and 
where can we get parts?” 

The dealer who hasn’t an answer 
ready for that question had better not 
attempt to go after farm trade. 


Appliance Preferences 


In the home freezer field, it was 
felt that quite an educational job was 
necessary and today most farmers in 
the most thickly settled areas have the 
habit of patronizing locker plants. 
Some 75 percent of all locker patrons 
are in towns of 5,000 population. 
Since 1939, locker plants have in- 
creased from 1,250 to almost 6,500 
and are now serving 3 million homes, 
mostly rural. 

The home freezer will make its 
imprint on a farm market with those 
families who are willing to pay for 
the convenience of having their frozen 
food products close at hand. Aiding 
and abetting this move will be the 
custom butcher who calls at the home 
and butchers for the family. The trend 
in electrical refrigerators is to larger 
sizes, Successful Farming home econ- 
omists feel, believing that a 14 cu. 
ft. refrigerator will be the ultimate, 
with a sharp freeze shelf for keeping 
products brought from home freezer 
or from locker plant. 

Farm women are already sold on the 
agitator type washer and will like 
ironers when they are educated in 
their use. Large families mean large 
laundries, and the farm woman is 
as eager for labor saving devices in 
this field as her city sister. With the 
spread of water systems, a more abun- 
dant supply of hot water also promises 
to come into the field. 


Kitchen Modernization 


Kitchen modernization runs into one 
snag which has been encountered 
frequently in the past by electric range 
manufacturers. In many rural regions 
the combination electric range and coal 
stove has been a best seller simply 
because in bitter winter weather the 
heat of the coal was a welcome addi- 
tion in keeping the kitchen warm. 
Until recently the stove pipe has been 
a tough obstacle to overcome when 
prettying up a kitchen. As this is 
written one manufacturer of the com- 
bination, Malleable Iron Range Com- 
pany, has created an arrangement 
whereby the stove pipe from the coal 
side of the range may be hidden in a 
wall cabinet. 
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MRS. TALLMAN SAYS HER 


AUTOMATIC WASHER HAS DONE 
FINE WORK FOR 26 YEARS 








2101 Se 
jemi, 
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very truly TMF! 
(AB asia 
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Tins new Automatic DUO-DISC Washers have 
even more of those lasting qualities which insure effi- 
clent, satisfactory service for your customers. The 
“Stokes” Patented BSall-bearing Transmission, backed 
by our broad gucrantee, means a minimum of service 
calls for you and “more profit thet you can keep.” 

WRITE FOR NAME OF NEAREST DISTRIBUTOR 


Made in Newton, 


AUTOMATIC 


lowa Since 1908 by 


WASHER COMPANY 


Everybod 
—Only W. 
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Knows the ‘‘AUTOMATIC’’! 
HER with the DUO-DISC Feature 














Hi, Men! HERE'S SOMETHING FOR YOU! 


Look. gang. do you have trouble starting the car during cold weather—get out 
there in the morning. kick the thing around and nothing happens? Most likely 
you run the battery down and. at the same time, run out of language. This 


shouldn't happen to a dog' 


Here's the dope on a heater you can build yourself in an hour or two that 


will make the old heap think summer is just around the bend. Get 


yourself some 


infra-red heat,lamps, @ piece of lumber. some wire and sockets and stick ‘em to- 


gether like this 


«+ ot 


Place this on the floor of the under the 
crankcase of the car With the swivel sockets powe 
the lamps so that the heat rays hu che sides and 
bottom of the crankcase. A quarter-hour of uhis 
treatment before huting the starter will have chat 
congealed od mopping its brow Instead of com 
mencing the day on & sour note your day will be 
beautiful’ 


f majority of popular cars Any outfit built for # 
quciodee our aaa be built to fit chat particular car 

if you need further help well. you know 
where ve come’ 





HERE'S THE STUFF YOU NEED-— 





as 


iZ 





iit, iF 


4 





get it of any electrical equipment store . . cept 
the hamber, of course 


4— R40 256-watt Heat Lamps 


car to the nearest outlet 
\—Standard Connection Plug 
1 10 foot piece 2 « 4 lumber 











Crankcase ''De-lIcer' 
Good Utility Promotion 


P Poughkeepsie, N. Y., way, Cen- 

tral Hudson Gas & Electric Corp. 
is promoting a new campaign to keep 
Old Man Winter out of the garage. 
Any commuter who is willing to spend 
$7 and a little time can take that cold 
February morning profanity and re- 
serve it for a worthier occasion. Cen- 
tral Hudson’s worked out a device— 
one you can build for yourself—that 
will have your motor sweating by the 
time you’re done with breakfast. If 
you have a Stanley Steamer or a Dues- 
enberg you may have to change the 
dimensions slightly, but the size given 
here will do for the majority of popu- 
lar cars. Here’s how: 

Get a piece of 2” x 4” lumber 10 feet 
long and saw it into four pieces, two of 
them 36” long and the other two 24” 
long. Nail them together to make a 
rectangular frame, 9 x 2’. On the 
inside of each of the 2’ ends, mount two 
R40 250-watt heat lamps a foot apart 
on swivel sockets, as shown in the ac- 
companying Central Hudson ad. The 
swivel sockets are in turn mounted on 
34” box cover plates, which are 
screwed onto the frame. Use enough 
No. 14 2-conductor rubber covered 
extension cord to reach from under the 
car to the nearest outlet. Incidentally, 
a cavity about 2” wide and }” deep will 
have to be mortised out behind each of 
the sockets to allow space for the cord. 

Once these directions are followed, 
you're all set. Place the “de-icer” on 
the floor of the garage so that it will 
lie directly under the crankcase when 


| the car is parked. A word of caution, 
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Central Hudson Capitalizes 
On Retail Dealer Tie-Up 


however: the lamps themselves should 
be mounted to the side of the crankcase, 
since an inferior lamp can be broken 
by cold oil or water dripping on it. The 
lamps recommended are resistant to 
this kind of shock, though. Another 
point: the modern car is sometimes 
built so close to the ground that, unless 
the bulbs are aimed carefully, the hous- 
ing may strike them when you drive in 
or out. Also, it is well to measure 
your crankcase to see if any modifica- 
tions in dimensions are necessary. If 
you observe all these warnings, Harris 
E. Dexter of Central Hudson guaran- 
tees to chase away your cold weather 
blues. 

Of course, it’s no secret that Mr. 
Dexter has an ulterior motive in pro- 
moting this brain-child. Everything 
except the lumber can very conven- 
iently be bought at your nearest elec- 
trical equipment store, he says—and, 
naturally, the use of the contrivance is 
going to increase the lighting load. 
Here’s the list of supplies all in one 
place: (1) 4—R40 250-watt heat lamps 
@ $1.75 each: (2) 4—swivel sockets 
on 34” box cover plates; (3) No. 14 
2-conductor rubber covered extension 
cord, 8¢ to 12¢ per foot; (4) |l— 
standard connection plug; and (5) !— 
10 foot piece 2” x 4” lumber. The whole 
idea is a sweet promotion scheme that 
should make everybody happy and keep 
the dollars rolling. 
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THESE 0 
FAMOUS TRADE NAMES 


are helping you sell top-flight gas ranges 
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Here's the Soundest Idea in Major Appliance History 


Here is the field-tested sales plan developed by the manufac- 
turers of 20 leading, nationally known ranges and 1,200 gas 
utilities to help you sell high-grade automatic gas ranges in 
volume. 


Here is the only major appliance program that gives your cus- 
tomers a nationally accepted, industry-wide, unbiased buying 
guide PLUS a host of new sales features developed by these indi- 
vidual manufacturers. 


Right now, today, 2 out of 3 women in 12,540,000 homes are 
being pre-sold automatic gas ranges as built to ‘CP’ standards 
by a multi-million dollar gas industry advertising and sales 
campaign. 

Clip the coupon for the big new ‘CP’ Sales Kit. - 
Learn how to cash in on the greatest merchan- 
dising opportunity in major appliance history. 


GAS THE WONDER FLAME FOR AUTOMATIC COOKING 
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KNAPP-MONARCH 


Our new ~KM~ Vaporizer is just another ex- 
ample of the engineering skill and ingenuity 
that have made ~%M~ the leader of the industry. 


No other vaporizer can match its customer 
advantages and sales features. An exclusive 
patented ~K%M~ medication cup assures com- 
plete circulation and medication of the vapor. 
Water level markings indicate operating time. 
A limiting thermostat guards against over- 
heating. Neat, compact, convenient, like other 
“KM~ appliances it is an outstanding value 
.. . easy to sell .. .a real profit-maker and 
prestige builder. Order now for earliest pos- 
sible delivery. 





President 


ONLY ~KeM~ BACKED BY 20 YEARS EXPERIENCE CAN OFFER YOU 


The most complete Exclusive items with Profit-proven, time- 
line in the industry. exclusive features that tested, trouble-free 
Saves overhead by reduc- get customers and hold appliances. Over 25 
ing inventory costs. them for you. million in use. 


KNAPP-MONARCH COMPANY 


ST. LOUIS, MO. 








ONLY KNAPP-MONARCH OFFERS YOU A COMPLETE LINE! 
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~“KM~ Ads Are Building Future Business For You 


Month after month attention-getting ~KeMKX national ad- 
vertising is winning customers—building a backlog of future 
business for you. Watch for ~M~ advertising in LIFE, 
SaTURDAY EVENING Post, BETTER HOMES AND GARDENS, 
FarM JOURNAL, LADIES HomME JOURNAL, and other leading 
magazines and newspapers. 


...PROFIT PROVED! BACKED BY 20 YEARS’ EXPERIENCE! 
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Appliance Shop 


Here’s The Way To Step Up In the Battle Line 
Flashlight Battery Sales es 


and reporting this to the allies in the 
Betuwe, by helping Allied paratroop- 
ers behind the German lines a.s.9, 
Everyone could write a book of all 
his adventures, of German razzia’s and 
robberies, of a winter of cold and 
hunger, a nightmare never to forget, 

But now we have returned to our 
emptied and damaged homes anid shops, 
and though we have become poor, we 
are glad to have regained our free- 
dom, that at last we have been liberated 
from the Nazi-yoke and we are thank- 
ful for all the Allies have done for us, 
in which America with her gigantic 
war-production, financial aid and man- 
power has played such a supreme part. 

Arnhem is at work again, removing 
ruins, building and repairing, but there 
is a shortness of everything required. 
We have succeeded in repairing our 
shop, we have borrowed tools and in- 
struments from business friends, we 
travel throughout our country in search 
of scarce goods and so gradually things 
are set in motion again. 

We hope it will not be long that we 
can sell again in our showroom Cros- 
ley and Kelvinator refrigerators, Easy 
washers, Remington and Sunbeam 
shavers, to put it shortly, that we 
shall soon return to perfect, “ELEectri- 
CAL MERCHANDISING.” 

Meanwhile we are looking forward 


y . to the first copy of your E.M. 
: : / m A. VAN DAALEN 
For the first time in battery 2II> NV. Radio Technisch Handelsbureau 


Velperplein, Arnhem, Holland 
history, you can make this suggestion. And for the first time, your 


customers can have spare batteries on hand 
without fear of them going dead 


waiting to be used. 


Ray-O-Vac 
LEAKPROOFS 
are now being 
packed in counter 
display cartons as 
shown here. 





SEALED IN STEEL 
TOP, BOTTOM & SIDES 


- 


View of the front room on the first floor of 
Van Daarlen Bros. Radio cabinets formed « 
barricade behind which Canadian soldiers 
fired on the Germans during the battle of 
Arnhem, last April. 
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ONE COAT COVERS 


NU-ENAMEL 


NO BRUSH MARKS 


| 


THE AMAZING GROWTH OF NU-ENAMEL sauts 
IS THE TALK OF THE PAINT| INDUSTRY. - A PORTION 
OF THIS GROWTH, ITS TRUE| COMES FROM INCREASED 
DISTRIBUTION. - THE BIG PART OF TIS. REPRESENTED 
BY INCREASED SALES ENJOYED BY INDIVIDUAL DEALERS! 


















































YOU Can Profit with NU-ENAMEL-GET STARTED NOW—> 
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# AND WE MEAN IT! 


Dayton Water Softeners are now 
available for immediate shipment. 
Zs They are typically Dayton through- 
out—easy to install and regenerate, 
economical in actual household use 
and galvanized inside and out for 
extra long life. As always, DAYTON 
Water Softeners are again a highly 
marketable and profitable product. 
Ask.your DAYTON representative or 
s write for catalog. 
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DAYTON PUMP & MFG. CO. * 














DAYTON, OHIO 
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Utility Promotion 
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Those tea kettles when worn after use in trials in homes are cleared thru a farm 


auction, a few at a time, so as not to upset dealer markets, and they get good adver- 


tising in these auctions. 


vamped the modern way, the board 
again gave the step score, following 
through with the figure showing the 
saving. To even the most critical ob- 
servers in the audience, the scoreboard 
looked like the real business. 

Another highlight on the program 
was an ingenious scale model of an 
unattractive and inconvenient kitchen 
which was torn down and rebuilt on the 
stage into a step-saving appliance 
kitchen. At the close of the show the 
girls announced a kitchen planning 
contest, offering free to all present a 
large book, “Plan Your Kitchen 
NOW,” conspicuously carrying a $1.00 
price on the two-color cover. The only 
condition was that the book had to be 
returned if for some reason it later was 
found impossible to compete in the 
contest. The loss of books was less 
than 1 percent. 

The 10-page book, 12 x 18 inches, is 
well illustrated with drawings and 
crammed with comparative photo- 
graphs of various types of kitchens. An 
eight-card model kit of cut-outs is en- 
closed in the back cover. 

Some of the models entered in the 
contest had simulated linoleum on the 
floor, were indirectly lighted by minia- 
ture lamps, had fruit and vegetables on 
tables and curtains at windows. Many 
builders finished off their models with 
color schemes desired in their kitchens. 

Dealers displayed winning models 
and photographs of builders. CHG&E 
discreetly ducked. It was grand pro- 
motion. Local banks and merchants 
put a new cooperative plan into effect 
—the Hudson Valley Home Improve- 
ment Plan. The Advertising Federa- 
tion of America awarded CHG&E top 
honors for the best advertising by any 
public utility during the year. V. E. 
Shepherd is the company’s advertising 
manager. 

\ preview of this year’s “Moving 
the Sun” show brought out 300 dealers 
They like to 
keep posted on what’s going on at 
CHG&E. 


and dealer personnel. 


"Soap Opera” Aired 


Going on the air weekly over three 
stations in the area with “Meet the 
a dramatic radio presenta- 


Morgans,” 


FEBRUARY 1, 





tion which follows the experiences of 
the Morgan family through the hazards 
of building their new home, Central 
Hudson now has blossomed out into 
the soap opera field. The program 
packs such a solid punch that several 
concerns are considering buying it with 
the idea of elevating the Morgans to 
national chain airing. 

Within a month after the Morgans 
were introduced to Valley listeners, 
more than 1,000 persons called for a 
Home Planner’s Guide which contains 
a check list of all important home build- 
ing points raised in each weekly epi- 
sode. 

Aside from some insidious hard-to- 
recognize selling which is beautifully 
handled, the program seemingly is en- 
tirely non-commercial but, as usual 
with CHG&E promotions, the slight 
matter of increased load will be a book- 
keeping operation when the final epi- 
sode reveals the happiness of the Mor- 
gans in their new home. The amount 
of good will generated will run t 
tremendous proportions. Also as usual 
the electrical supply and appliance dis- 
tribution forces, along with builders 
and bankers, throughout the area will 
benefit greatly. Dealers now tie in 
with window cards, ballyhooing the 
program. Sure as shooting, they can 
see things coming their way soon. 

The material for the scripts is pre- 
pared by Briggs and Mrs. Mataraza, 
with the final draft written by a New 
York advertising agency, then re- 
corded on discs by professionals who 
sustain high interest throughout the 
Morgan family’s exciting ventures 
building their new home. The 
nouncer, an experienced coast-to-coast 
broadcaster, adds zing to the introduc- 
tion of each new chapter and smoothly 
solicits the call for the plan guide and 
check list at the conclusion. 1 
Morgans are scheduled to broadcast 2 
times. 

Harris Dexter is the type of li 
wire who might even put some pep 
the cold figures of a stockholders’ 
port by shuffling a few cartoons in | 
tween the totals. And if he did, t! 
cartoons would be so good that 
staidest stockholder would get a laug 
out of them. 
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Merchandise Available Now! 
No Labor Problems! 


Nu-Enamel’s individualized ‘Paint-it-Yourself” 
Departments have exceptional consumer appeal. 
Unlike ordinary paint departments, they intrigue 
interest and increase store traffic with unique mer- 
chandising methods. Painted displays demon- 
strate results that customers can obtain with Nu- 
Enamel products. Cost per job selling is another 
unusual feature. Beautiful color cards and color 
styling booklets offer suggestions and advice. 

The composite result is the irresistible invitation— 


Nu-Enamel's merchandising program is one of the 
greatest assets a store can have. Itis the stimulant 
that is providing store traffic and profits for thou- 
sands of Nu-Enamel Dealers. Franchises are avail- 
able to responsible retailers in many locations. 
Write for complete information today. 


Nu-Enamel “Paint-it-Yourself”’ Departments are 
Designed to Serve Every Painting Need and to 
Conform to Your Own Store Layout 


NU-ENAMEL CORPORATION 
8 So. Michigan Ave., Chicago 3, Illinois 


Please send me New FREE Business Planning Book 
and complete details on how to make more money with 


Nu-Enamel. 


Name 


Street Address 
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5 e's 


Better : ‘ 


Success under your thumb . - - contentment and happiness within 
your grasp -~- fond dreams coming true, little ones and big ones 
— all these can be yours. 

For you've got @ HOME! 

What the pioneer struggled for - - - what the soldier fought 
for . . - What they sing Songs about — all can be yours. 

For you've go @ HOME! 

“HOME!” There's 4 word that packs more dynamite, more 
wallop, more emotional appeal than anything else in the world, 
And it’s your word — exclusively yours: 

HOME is bigger than friendship because it means having 4 
place for your friends, @ place they warm up to and you re proud 
of, a place with welcome spread all over — home js your world. 

HOME is bigeet than money — bigger than getting 4 raise 
or a new job, because it’s the true reason, the right reason you 
want a few dollars more ~ home is your dream. 


. HOME is bigee™ than just having @ baby --- 


~awant 


it’s raising @ 


beller you!” 


family and seeing your children raise families — home is your 
whole life. 
OR IS IT? 
Can you afford anything that makes home take a back seat? 
Can you afford to think of it as just a house, or anything that 
doesn't recognize its bigger-than-anything-el*¢ value? 
And don’t fool yourself about that value. When your home 
comes first, your family comes first. You must guard that value- 
So do this. Go into a store — any good store — and look at 
the rooms on display. OF pick up 4 home magazine and study 
io . . 
its pages- Then start layne plans, figuring out budgets. 
The point is — do something. Do something every 5° often 
for your home a® long as you live — even if it’s only to give t'@ 
reassuring pat with an end table or a new lamp. Do that instea 
of frittering away cold cash on unessentials. 

Make your home count — and you'll always be able ¢ 
count on it! 


DOA TILA 


1, 1946 
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Deller your cpyoroach. 7 


ra blr your Business 


/ 
/ 


This advertisement laynches a crusade — a crusade to make the home come first. 












House Beautiful is Sponsoring the crusade. 


/ 
_ the theme, “Better your home, better your Living,” 1000-line newspaper 
v 


ertisements like this, will be run regularly in 16 major cities from coast to coast 


/ (total circulation over 5,500,000). 


The theme, “Better your home, better your Living” is supported by the full editorial 
force of House Beautiful. Each month page after page of our magazine will give vitality 
and weight to it. 


So whether you’re a manufacturer, a retailer or an advertising agent, we 


urge you to join this crusade — to use our basic idea, our slogan, or any 








our 


variation that appeals to you — to put warmth and emotion and weight 
behind your own concept of the importance of the home. 


M BEAUTIEL 


MAGAZINE 572 Madison Avenue, NEW YORK 22, N.Y. 
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The publicity value of “delivered 
by Air Express" is tremendous, 
nearly always greatly over- 
shadowing the slight added cost of 
delivery by slower methods. More- 
over, the speed of Air Express may 
make it possible for you to be the 
first in town to display the new 
appliances—the first to get the 
waiting orders. 


SAVE TIME 


MAKE MONEY 
SUP ty HUREPR 


NOTE: 


Effective January Ist, 1946, Air 
Express slashed rates 13% —ato- 
tal reduction of 22% since 1943. 


When time means money—when 
an order is at stake, when delivery 
of materials keeps a plant going, 
when customers are better served 
— Air Express is by far the cheap- 
est and most profitable way to ship. 





Specity Air Express-a Good Business Buy 


Shipments travel at a speed of three miles a minute between principal 
U. S. towns and cities, with cost including special pick-up and delivery. 
Same-day delivery between many airport [ 
towns and cities. Rapid air-rail service to 

and from 23,000 off-airline points in the sinus | 2 | 5 tbs. | 25 the. 40 the. | Over “0 Me 
United States. Service direct by air to and 149 | $1.00 | $1.00) $1.00 3.07 
from scores of foreign countries in planes 349 | 102) 1.18) 230 921 
made in America, operated by American afi e__ — 

oe 


personnel and flying the U. S. flag. a BAR ated 
2349 lL 145 3.53) 1745 7061 
Over 
2350 





HERE'S HOW LITTLE IT COSTS (U.S.A) 


























147 | 3468) 1642 7308 























GETS THERE FIRST 

Write Today for new Time and 
Rate Schedule on Air Express. It 
contains illuminating facts to 
help you solve many a shipping 
problem. Air Express Division, 
Railway Express Agency, 230 
Park Avenue, New York 17. Or 
ask for it at any Airline or Rail- 





In addition to the regular members of the Round Table, the meeting was attended by 
home economists from colleges, high schools, department stores and utilities in and 


around New York City. 


Reviewing TheirA.B.C.'s 


Electrical Women's Round Table 
Starts "Basic Training in Electrical Living" Course 


es REPARING the Home for 

Modern Electrical Living,” first 
in a series of five refresher sessions 
on modern applications of electricity 
in the home, planned for 1946 by The 
Electrical Woman’s Round Table, Inc., 
New York, was held at the Herald 
Tribune Institute auditorium January 
8th. Alice McMullen, associate editor 
of Electrical Contracting was chair- 
man. 

Eighty-three home economists in and 
around New York registered for the 
course, representing a wide cross-sec- 
tion of the appliance industry. Women 
from consumer magazines, news- 
papers, advertising agencies, depart- 
ment stores, utilities, high schools, 
colleges, manufacturers home econom- 
ics staffs located in and round New 


York, and members of associations 
such as the Board of Education of 
New York City, the American Gas 
Association, NEMA and NEWA, 
attended. 

The program opened with a West- 
inghouse sound film entitled “What 
is Electricity,” which explained pic- 
torially how electricity is generated, 
and how alternating current is pro- 
duced. 


How Electricity is Generated 


Mrs. Eulalie N. Scott, home service 
director, Staten Island Edison Corp., 
in her talk “The Source, Generation 
and Distribution ot Electrical Energy,” 
reviewed the fundamentals of how 
electricity is generated in a power 
plant, and explained in simple layman 


With the aid of a meter and fuse board, Mrs. Eulalie N. Scott, Staten Island Edison 
Corp., points out “The Loop" or “House Service Entrance" of electricity—the end 
of the line so far as the utility is concerned. 


way Express office. 
Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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iets 7. NOW FAMOUS HYDRACTOR, created by Blackstone, colgbines 
i effective cleansing with gentle action. Scientifically design to 
yw 


prevent clothes tangling, the Hydractor performs the three distfwct 





and essential cleansing operations illustrated. It utilizes the sante 
principle which particular women use in laundering their most deli- 
cate lingerie. The Blackstone Hydractor effectively handles heavier 
loads than ordinary agitators. Only Blackstone offers Hydractor action. 


And only Blackstone offers a host of other profit-producing essentials 





for the dealer who wants to sell quality in a 





complete home laundry line. Investigate 
the Blackstone franchise now. 


etree BLACKSTONE Simo 


of J n Metal Equipment Co., Inc. PRODUCT OF 
AMERICA'S OLDEST WASHER MANUFACTURER 
























ison Geol BLACKSTONES Euer INCLUDE: WRINGER WASHERS * PORTABLE 
end s : 
IRONERS * CABINET IRONERS * AUTOMATIC WASHERS * AUTOMATIC DRYERS * AND THE BLACKSTONE Combination LAUNDRY 
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WHEN YOU NEED 
EVERY POSSIBLE 
SALES ADVANTAGE 
TO CLOSE A DEAL 


That's when 
You fully appreciate 
BURKS LIFE-LOK 
Feature ...and also 
the other advan- 
tages only 
BURKS 
Water 
Systems 
provide 


Be sure to get full details on the BURKS 
Dealer proposition and the complete line 
of BURKS Water Systems for deep or 


shallow wells. 


DECATUR PUMP CO. 


51 Elk St. Decatur 70, Ill. 


BURKS Condensation 
Return Units — both 


BURKS Heavy Duty Super single and duplex types 


Turbine — Large Capacity 
Pressures up to 150 pounds 
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of the New York Residence Lighting Forum. 


4 


Chairman of this first meeting was Alice McMullen, associate editor, Electrical 


Contracting. 


language such terms as voltages, elec- 
tric circuit, alternating and direct cur- 
rent, watts, meters, amperes, cycles, 
frequency, volts, and kilowatts, bring- 
ing the generation and supply of elec- 
trical energy right up to the service 
entrance loop of the home. 

From there Frances Armin, director 
of consumer education, National Ade- 
quate Wiring Bureau, took up the dis- 
cussion, outlining the A. B. C.’s of 
adequate wiring within the home with 
the aid of a slide film. 

“A home that is not adequately 
equipped for electric service will soon 
become obsolete,” Miss Armin pointed 
out, in outlining what the prospective 
home buyer should be told about ade- 
quate wiring for his home. The ca- 
pacity for electrical service must be 
adequate for the size of the home, and 
enough circuits should be planned to 
take care of lighting and appliances 
without overloading. In addition, out- 
lets and switches should be numerous. 

Four kinds of circuits were sug- 
gested by Miss Armin: 

(1) A general purpose circuit for 
lighting, radio and small appliances 
of floor space for every 500 sq. ft. 


(No. 14 gauge wire, unless the 
must travel more than 35 ft. in 
case the wire should be No. 12 gauge 

(2) Circuits for kitchen, ' 
and dining table appliances—circuits 
which are not used for lights 
12 gauge wire.) 

(3) Circuits for built-in and ind 
vidual equipment such as an aut 
washer, water heater, built-in 
heater or a home freezer. 

(4) Circuits for additions to t 
home equipment in the future 
vision, for instance. 

The next session, which will be held 
February 5th covers Home Launder 
ing, and has as its chairman Katharine 
Fisher, director Good Housekeeping 
Institute. Subsequent sessions are 
March 12, Homemaking, Hospitality, 
Health and Comfort, chairman, Ada 
Bessie Swann, Woman’s Home Com- 
panion; April 9, Food Preparation, 
chairman, Elizabeth Sweeney, equip- 
ment editor, McCall's Magazine 
and May 14, Illumination, for Beauty 
and Duty—to be sponsored and con- 
ducted by the Lighting Education Com- 
mittee of the New York Residence 
Lighting Forum. 


CE REE 


Frances Armin lists as the A.B.C.'s of adequate wiring—(a) an adequate entrance for 
electric service; (b) an adequate number of circuits of large enough wire; and (c) ade- 
quate provision for use and control of electric service. 
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will find the new Norge Ro-ta-tor 


ller, because it is de 
hings in less time, 


Norge dealers 
Sasher a best-se 
handle big family was 
effort, and at less cost. 
ced styling, wealth of practical features 
£ the new Norge Ro-ta-tor 
tisfaction and max- 


signed to 
with less 


The advan 
and sturdy construction 0 


assure maximum owner sa 


imum dealer profits. 


Four different models give dealers complete cov- 


vast washer market—a profit oppor- 
h the amazing triple washing action 
tor. That's why we Say the 
be the greatest value 


erage of the 
tunity to matc 


of the Norge Ro-ta- 
tor is “built to 


Norge Ro-ta- 
in its field.” 
A BORG-WARNER INDUSTRY 
Detroit 26, Michigan 


Borg-Warner Corporation, 


Norge Division, 
Led., Toronto, Ontario 


In Canada: Addison Industries, 


THE WASHER WITH 
MORE SALAB 


lis with Equalized P 
Damp Drying. v- 
ver with Rubber Steam-Seal. 
lock Control. 6, One-Piece, 
h Tub. 7+ Handy Cover Hanger: 
9. Feather-Weight Plastic R 


|, Cushion Ro ressure. 
Selector for Safety Relea 
A, Steel Co 
Safety Inter 
Porcelain-Finis 
Rim Tub Design. 
10. Self-Draining Tub Bottom. 
12. Heavy-Duty. Vva-h.p- Motor. 
Motor Mountings. 14. Simplified, 
mission. 15. Handy Cord Helder. 
Cap. 17. Easy-Rolling Composition Casters. 
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LE FEATURES 


2. Pressure 
se Bar. 
5. Double- 
Extra-Size, 
8. Roll- 
o-ta-tor. 


Hl. Quick Drain Control. 
13. Rubber “Cradle” 
Oil-Sealed Trans- 
16. Ro-ta-tor Lock- 


OMATIC CYCLE WASHER 


ed secret, this sensa- 
oduct will open up 4° entirely new 
Norge dealer. 
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PACKARD SUNLIGHT MOTORS 


In the long run, the success of your product may depend 
to a considerable extent on its motor. If the motor is 
right, your product will perform better . . . help keep cus- 
tomers satisfied, reduce complaints and corrective service, 
and help increase the number of new sales and repeat 
orders. 


It is easy to insure that your product’s motor is the proper 
one for the job. Packard Electric engineers can design the 
right motor for you .. . the right size, with correct running 
characteristics and proper construction for long, trouble- 
free service . .. the motor that fits your product’s needs 
accurately. And you can have it volume-built at low cost 
in the same Packard plants that produce motors for many 
other nationally known appliance manufacturers. 


Your motor will have the basic quality features charac- 
terizing all Packard Sunlight motors: adequate torque for 
starting and operating loads; self-oiling, cast bronze journals 
to reduce friction and minimize servicing needs; copper 
wire of proper gauge for motor capacity; extra-heavy 
insulation to guard against short-circuits. 


If you have a motor problem, let Packard Electric design 
the motor that can do the job best. 





Packard Electric Division, General Motors Corporation, Warren, Ohio 


PACKARD SUNLIGHT MOTORS for: compressors * washing 
machines * power-driven bench tools « ironers * milk separa- 
tors * milking machines « furnace blowers « stokers ¢ oil burners 
water pumps * ventilators « and many other applications. 


So You’re Going to Start 


An Electrical Business, Eh? 





with at least two men to handle such 
articles as refrigerators and ranges, 
or you will have to pay for ‘delivery 
through some other service. 


Time Payment Business 


A large percentage of your business 
will be time payment. In the past, about 
40 per cent of all business done in 
the electrical field was made up of 
credit sales. This will mean that as 
time goes on you will have more and 
more money tied up in stock. If you 
have capital enough to handle your 
own paper, a very profitable business 
can be made of a sound credit business 

in” fact some so-called “credit firms” 
make their money solely from these 
loans and use the sale of merchandise 
simply as a come-on to persuade people 
to borrow money from them. Most 
newcomers, however, turn their paper 
over to a finance company or a bank. 
These concerns must,-of course, pro- 
tect themselves and usually hold back 
ten per cent to cover risks. If you are 
unfortunate enough to find a customer 
who is a bad credit risk, or who is 
dishonest enough to skip the country 
with an unpaid-for appliance, you will 
find that you are the one who has to 
take the loss. 

Then there is advertising and pro- 
motional expense. You will be a new 
business in the community and will 
need to become known and to estab- 
lish good will. The usual amount set 
aside for advertising by an established 
concern is from 1.2 to 2.5 per cent of 
the volume of business done. As you 
are unknown and may not have one 
of the standard lines of appliances 
(the older manufacturers are confining 
themselves largely to the firms they 
have dealt with in the past and are 
not likely to risk their line with a 
man just starting out) the cost of 
making yourself known may amount 
to more than usual. You will be asked 
to contribute to the Community Chest, 
to advertise in the high school paper, 
to make a contribution to a lodge 


CONTINUED FROM PAGE 37 





benefit or a church fair. These things 
mount up. Practically they bring little 
or no return, buteif you don’t show 
yourself a good citizen and a generoys 
one, the ill will which piles up can be 
a serious handicap. “This is “beside 
the legitimate advertising expense of 
newspaper or radio. spots, dikéct by 
mail or handbills, display signs and 
window display. 

The chief trouble is that you may 
find yourself in need of customers and 
begin to take poor credit risks. The 
dealer who has been in business for 
some time has a sufficiently established 
‘lientele so.that he can afford to be 
choosy; he does not sell to people who 
are likely not to pay their bills. Nor 
does he make undue allowance for old 
equipment which customers want t 
trade in. The new dealer with money 
tied up and very little coming in js 
far too apt to sell at a discount or to 
allow too much for a trade-in or to 
sell to a poor credit risk, just because 
he needs the immediate money to pay 
his rent, or even to carry on at home, 
Once started on this path, he lasts 
only until his bank or his wholesaler 
closes in on him. 


Appliance Business Profits 


And that will not be long, because 


you are going to have to be a mighty 
good merchant in order to survive in 
the electrical business under present 
conditions. In the prewar days, it was 
figured that 47 per cent of all new 
business failed in their first year. The 
average life of all retail stores was not 
more than 24 years. Of a group of 
319 electrical firms studied, not more 
than 4 out of every 7 made any money 
at all—and these averaged a profit of 
2 per cent. A man who did a $26,576 
annual business allowed $2,019 for 
total administrative expense (includ- 
ing salary to himself), and made a 
profit of $563. He would have had 
a better income as a day laborer. 
The average administrative allowance, 
(Continued on page 82) 

















"Don't forget that appliances are durable goods and offer no prospect of an immedi- 
ate repeat sale...” 





DEPENDABLE APPLIANCE MOTORS FOR TWENTY-NINE YEARS 
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I“ what field can you find one class publication 
read by Dad and Mother, Big Sis and Little Brother 
—and interesting all of them? Are there any? Yes,indeed! 


In FkeGolden Crescent—the rich agricultural states of 

Michigan, Ohio and Pennsylvania—there’s a maga- 

zine that does an all-family job in almost every 
rural household. 


Entire farm families in Ohio read THE OHIO 

’ FARMER ...in Michigan, THE MICHIGAN 
FARMER ... in Pennsylvania, THE 
PENNSYLVANIA FARMER. Not only 


The Golden Crescent 


RURALLY RICH—POLITICALLY POWERFUL 


















do they read them—they trust in and rely on them. 


Here, then, is a concentrated market of three million 
farm folks. Each family in this market lives and 
works in its own food and fiber factory .. . vitally 
concerned with all news and ideas bearing upon their 
daily activities ... vitally interested in these three local 
farm papers which help them earn their livelihood. 


Smart manufacturers are reaching this rich potential 
market— We Golden Crescent—through the pages of 
these well-established family farm papers .. . easily 
... thoroughly . . . economically. 


OHIO FARMER e MICHIGAN FARMER e PENNSYLVANIA FARMER 


CLEVELAND DETROIT 
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HARRISBURG 


Starting An 
Electrical Business 


es CONTINUED FROM PAGE 80 —mmmy 
| 

| which covers salaries to owner anj 
office workers, (both man and his wife 
usually come within this heading 
came to 7.5 per cent of the tota! sales 


Overhead—that is, the expenses oj 
selling (rent, utilities, salaries, deliy. 
ery, servicing, etc.) averaged 33.1 per 
= | cent. Margin (the difference between 
what you have to pay for the article 
= wholesale and what you can sell it for 
Bare AL 








to the customer) was 35.1 per cent 
which left a profit of 2 per cent. One 
eee @ cla: em at Bale wales, | , very prosperous dealer, who was ablet 
. ~_ obtain a slightly better wholesale price 
"7 because of the volume of busines; 

Ger set to supply the big waiting market : i “ep 


i which he did, was able to work on 4 
for ventilating and accessory equipment in stores, ey — margin of from 38 to 40 per cent. His 
barber and beauty shops, theaters, hotels, laundries, Ss i } overhead was 34 per cent (and he 

taverns, office buildings, restaurants, and | PANEL a\\h . iy Se — 
money wnhicn ie In ice proht 

homes. Only FAN-PAC offers a complete line : Now the OPA has figured that realh 
first class merchants ought to be able 


al to sell at less than a 34 per cent sales 
te = \ cost, so they have fixed retail prices 
a) | 








& 


of sizes with all these advantages and features: ) ¥ 


1 Non-Overloading Power Characteristic. at a figure which would make ever 

this margin impossible. It is generall; 

; — accepted that the margin even for large 

° ene . : purchasers cannot possibly be greater 

2 Certified Wind Tunnel Capacities. ; h than 33 to 33} per cent. That is les 

than the cost of operating this formerly 

r : successful store and so the owner is 

3 Square Panel Mounted for Easy Installation. ™ | now engaged in figuring out ways and 

means for cutting down his costs 

He figures that by increasing his vol- 
4 Scientifically Correct Air Inlet. ume (which formerly was well over & 

y : . the $100,000 yearly mark) he may be 

able to pay his salesmen slightly less 

e . 2 percentage and still not lower their 

5 Cushioned Motor Mountings. Quiet. monthly income. He will also main- 

tain his advertising at about the same 

level, but by increasing volume, he can 

6G Enclosed Motors of Recognized Make. lower the percentage allotted to this 

~ department. In such ways he hopes t 




















L~ ~ bring his overhead down to 30 or 31 

. . P per cent. It is going to take good 

7 Nationally Advertised. Dealer Sales Helps. | business judgment and careful figuring 

to do this. He has the advantage of 

: a big established clientele, a standing 

8 Sold Through Regular Trade Channels. ‘ in his district among his customers and 

with the wholesalers and manufactur- 

He ers, and a knowledge of all the pitfalls 
FAN-PAC ...PRODUCT OF FAMOUS FAN FAMILY [J : —and yet he may not make it. 








FAN-PAC's “big brothers” cool huge engines : Faces Higher Costs 
in U.S. Army tanks and Diesel streamliners. 
DeBothezat Industrial Fans have been well known 
for 20 years. Choice of ventilating “engineers 
on numerous jobs where efficiency and 
economy count most. 


The newcomer faces higher rents 
and higher costs for labor and materials 
than ever existed before and at the 
same time has a lower margin to play 
with. The electrical business has never 
been an easy one. It looks as though 
3 a man ought to be able to get on, sell- 
—— , ing such items as washers, refrigera- 
DeBothezat Fans Division, Dept. E-3. tors and electric ranges, priced from 
American Machine and Metals, Inc., East Moline, Illinois $125 to $350. But remember that 

Yea! 1 want more details about the FAN-PAC line of larger items take considerable selling. 


ventilating fens. D B T T The customer thinks several times and 

E Oo H | > yA A tries out all the competitive lines be- 
FANS DIVISION fore laying that much money on the 
Address line. If a woman buys a hat or a new 
City kettle for the kitchen, she doesn’t ex- 
as tn pect to get an allowance for the old 
one she happens to have on hand. But 
she expects to trade-in her old range 
and her ice box and to get good 
value for them. The electrical industry 
found this a real problem before the 
war—so much so that in many districts 
the merchants got together and fixed 

(Continued on page 84) 
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MORE 


Welbilt Gas Ranges 


WILL BE DELIVERED SOONER! 


PAGE 84 


other... 
in a rose on me...” 


r 

le every man comes the opportunity to 
overcome a seemingly, unsurmountable 
problem that baffles all others. Here in 
Maspeth, we have achieved just that... 
the Prudence Burner Grate* . . . lighter, 
unbreakable, easier cleaning, smarter 
design ...an improvement because it is 
pressed steel; of vital significance because 
it is produced faster. 

Its importance is that we have overcome 
another major obstacle in turning out more 
Welbilt Equi-Thermal Gas Ranges for our 
dealers for this first year of peace. 
Welbilt’s new burner grate marks another 
first in our history of firsts... MORE 
FEATURES—MORE VALUE—FOR 
MORE CUSTOMERS! That is why Wel- 
bilt will again retain its position as ““Amer- 
ica’s biggest selling popular priced gas 
range. 


W elbilt Stove Co., Inc., Maspeth, L.1., N.Y. 


*Reg. U.S. Pat. Pending. 


Another Welbilt-First....The perfect burner 
grate...lighter, unbreakable and easier 
cleaning ...an improvement because it is 
pressed steel. 


So You’re Going to Start 





a schedule of prices for old equipment, 
refusing to take at all ice boxes or 
articles that had only junk value. 
When they did take old appliances they 
| reconditioned them in their own serv- 
| ice departments and sold them again, 
which was the only way they could 
get their money out. 





| That brings us to service as another 
| headache. The beginner in the elec- 
trical field is apt to figure that because 
ihe is selling new equipment, he need 
not bother about services—the manu- 
facturer’s guarantee will take care of 
that. But this covers only defects 
which are factory faults. The customer 
expects more help than that—and if 
the dealer is not prepared to take care 
of the equipment he sells, he soon finds 
the customers going somewhere else. 
A limited period of free service is ex- 
pected, followed by paid attention 
whenever in the future an appliance 
goes wrong. This is quite aside from 
the importance of the service depart- 
ment to the dealer himself in recon- 
ditioning and making salable trade-ins. 
So count on a service department of 
some sort, with materials, parts and 
an expert service man in charge. 


Appliances Are Durable 


Electrical appliances count as dur- 
able goods, which means that they 
last for some time after being sold 
and do not offer much repeat business. 
This is always a more difficult and 
more expensive type of merchandising 
than groceries or stationery which 
must be renewed at frequent intervals. 

By now you may be wondering how 
it comes that anybody ever went into 
the electrical business and if they did, 
how they came to make a success of it. 
With high overhead, low margins, 
fixed retail prices, slow repeats, high 
delivery costs and additional expense 
of servicing in the after-sale stage— 
why was it that anyone tried the game? 
The answer seems to be that some 
| people just were made that way. It 
doesn’t seem possible that anyone 
would deliberately select a career of 
| playing the tuba in a band, but some 
people do and that is all that can be 
said about it. 





Kitchen Group . 


sample kitchen—$200 
Laundry Group . 


Entertainment Group 


Utility Group 


Displays and Signs 
New Operation Expenses 


Minimum additional working capital.... 





This does not include store remodeling or r 
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An Electrical Business, Eh? 





One electrical man looked about at 
a convention audience of what are 
known as_ successful electrical mer. 
chants the other day and remarked 
that practically every one of them had 
failed in business at least once. One 
man tried opening branch stores and 
that broke him; another had a book. 
keeper abscond; another got caught 
with extended credits at the time of 
the depression. But they all had uti- 
lized their experience to build more 
soundly a second time. In the second 
place, practically every one of the 
merchants present sold something else 
besides electrical appliances. Some of 
this is a war development, but even 
before the war they had branched out 
by adding records, or gift wares, or 
housewares, or furniture of one sort 
or another to their originally exelu- 
sively electrical stock. Thirdly, and 
most important, every one of them 
was a remarkably good merchant—the 
kind of go-getter you would trust to 
get along in any business under any 
conditions—just let him know what he 
had to face, and he’d adapt himself t 
the situation and make money from it. 

There are those who believe that 
the day of the exclusive electrical dealer 
is past, that with the low margins now 
possible, only department stores, fur- 
niture stores, hardware stores and 
other . combination businesses, where 
lines which offer more generous prof- 
its can carry the overhead, can man- 
age to make the grade. 

Without exception those now en- 
gaged in any branch of the electrical 
industry—manufacturers, wholesalers 
utility men and old time dealers—are 
concerned about the numbers of eager 
young men who are trying to get int 
the appliance selling business. Typical 
is the case of one manufacturer’s agent 
who was approached by a young man 
who had rented a store in the center of 
town and had pledged himself to run- 
ning expenses which would total about 
$1,000 a month. This ex-service man 
wanted to handle the established line 
of appliances the manufacturer’s rep- 
resentative carried. He had to be told 
that the manufacturer in question al- 

(Continued on page 86) 


ESTIMATED DEALER FINANCIAL REQUIREMENTS FOR AVERAGE 
DEALER IN TOWNS OF LESS THAN 5,000 POPULATION 


3 refrigerators—$340; 3 gas ranges—$250; 2 electric anaeeaittiile | dish- 
washer—$90; | garbage disposal—$110; 2 home freezers—$120; cabinets and 
3 washers—$155; 2 automatics—$220; | dryer—$80; 2 ironers—$125 


5 table radios—$110; | console—$30; | table phonograph, 2 consoles—$175; 
| television—$140; records and accessories—$!,000; tables and parts—$!00 


3 vacuum cleaners—$120; | room n cooler—$80; 2 space heaters—$80; | gas 


space heater—$40; 2 sewing machines—$110; table appliances—$200 


tools and shop equipment—$300; ‘truck—$600; office equipment and ‘supplies 
—$100; appliance parts—$100; miscellaneous—$100 


$7,580 





FEBRUARY |, 1946—ELECTRICAL MERCHANDISING 


ating. 


EI 




















































mer- 

arked 
iem had 

One 
res and 

book- 

iught 
time of 

| uti- 
id more 
» second 
of the 
ing else 
Some of 
ut ever 
hed out 
ares, or 
ye sort 
y exclu- 
lly, and 
f then 
int—the 
trust te 
der any 
what he 
mself t 
from it 
-ve that 


rins now : ee -_ : 
res. fur Time Subscriber 6-35-AGH-452-856, Herbert De Staebler, owns this strikingly-designed one- iz eee 

ot story brick home in Kirkwood, Missouri—selected by the editors of Architectural Forum as a 
res and one of the recently constructed U. S. homes most likely to influence new trends. : 
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*<| . THE THINGS YOU MAKE should be Displayed 
“=1\ IN THE SHOW-ROOM HOMES 9 the Nation 
oe aspects 


QUESTION: Where are your postwar electrical appliances _ lies in the looked-into homes of almost every U. S. community, 
AGE likely to sell first? you will find a very large percentage of people whose favorite 


magazine is TIME. 
ANSWER: To the owners of homes like this one—the homes 





$1,425 “J: . , ages For nearly 750,000 TIME-reading families own their own homes, 
of families with more income and more initiative nearly 300,000 own additional property. And they entertain more than 
than most— families like the million-and-a- 4,400,000 guests a week at home. 
quarter who read TIME. TIME families are not only a top equipment market in themselves 
580 . : oe —but by recommendation and example they start millions of others 
Of course not all Time-reading families own “‘show-room” throughout the nation on their way to the stores for the appliances 
1,575 homes like Mr. De Staebler’s. But among the looked-up-to fami- —_you advertise. 
650 
200 
1,200 
ADVERTISING OFFICES * NEW YORK . H A 
2,000 BOSTON . HILA ELPHIA ° Cc sTeen @ 
$7,580 DETR . SAN FRANCIS C 
DISING 
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ready had a complete coverage in that 
city and that he was committed to 
supporting his franchise dealers and 
could not, even if he would, offer them 
competition from a new comer. The 
agent was sick at heart to see that 
young man lose his stake, as inevit- 
ably he will, for he cannot under any 
circumstances hope to build a business 
which will carry that $12,000 a year 
overhead. 


Tough on Others 


Not only was he concerned about the 
tragedy of the individual failure, but 
he realized that in the process of fail- 
ing this young man would probably 
make it difficult for every merchant 
in town. For suppose he does get one 
of the new lines of appliances (there 
are quite a few manufacturers entering 
the competitive field and some of them 
will have to look to new stores as their 
outlets). The town in question already 
has more than enough electrical stores 
to meet the needs of its inhabitants and 
with the overhead this young man 
must carry, he cannot hope to keep his 
expenses within the margins available. 
This means his income will never 
quite meet his outgo. While he is 
going broke, he will go through the 
stage of needing money and needing 
sales so desperately that he will try 
to buy them by offering large discounts 
and disproportionate trade-in allow- 
ances. This will mean that established 
merchants will temporarily have to 
face “cut-throat” competition. The 
fact that that man is on his way out, 
does not make it easier. 


if You Still insist... 


But suppose you are bound that you 
are going to enter the electrical field. 
You are sure that you are one of those 
born merchants who combine the as- 
tuteness of a banker with the mechan- 
ical ability of a technician, plus the 
persistence and ability to handle people 
of a salesman and that you are the 
one who will make a success. 

In that case, the thing to do is to 
look the field over carefully. If you 
are going into business, find a place 
where your business is needed. If there 
is still a town in the country where 
there are not enough electrical stores, 
that would be the place to start. You 
may find that it is not an electrical 
store which is needed, but a men’s 





clothing shop or a restaurant. You 
have a better chance of success if you 
do find a service which your chosen 
community needs. 


»/* Takes Money... 


You'll have to have capital, but 
| even so it is advisable to start in 
cautiously, keeping expenses down— 
remember that you have only about 33 
per cent of the sales price to play 
with and that most experienced mer- 
chants find it difficult to keep their 
selling costs within this figure. Most 
of the young men now starting have 
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So You’re Going to Start 
An Electrical Business, Eh? 
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some funds—perhaps the ones most 
liable to succeed are those who start 
in a small way and build up, sweeping 
out their own store and keeping their 
own books, not risking too much until 
they built a foundation for it. 

Best of all, would be to get a job 
as a salesman. Good salesmen are 
needed and there are plenty of jobs 
to be had with good up-and-coming 
firms. This leaves the troublesome 
matter of overhead and margins to be 
worried over by someone else and 
gives you a chance to make money by 
earning commissions on all those sale: 
of appliances which are unquestionably 
about to be made. Several 
merchants report that salesmen in their 
companies average well over $500 per 
month. One electrical firm in Fresno, 
California pays a salary of $200 a 
month, with 8 per cent commissions. 
At least three of its salesmen have had 
a consistent income of better than 
$1000 per month for several years 
running. 


reliable 





And Luck... 


Of course, a certain number of you 
are going into the electrical business 
anyhow, no matter what anyone says— 
and a certain number of these (though 
a very small number) are going to 
pull through and will be the good 
merchants of the future. To them 
we wish good luck. For advice we 
would say, know all you can about the 
electrical business before you go into 
it. If you enter it with some technical 
knowledge which will enable you to 
handle servicing as well as selling at 
the start, that will help keep expenses 
down. Select good merchandise to 
sell and deal with a manufacturer and 
a wholesaler who will stand back of 
their wares and incidentally, will not 
themselves go out of business, leaving 
you with “orphan appliances” on your 
hands. Maintain your expenses at 4 
minimum and work like the dickens 
yourself, especially for the first year 
or two. Look out for the time when 
you branch out from a one-man busi- 
ness, operated from your home or 4 
back street with your wife and your- 
self doing all the work at no salaries, 
to a larger store in the center of town 
with a paid bookkeeper, a salesman 
(or two or three), a service man and 
a handy man around the store. That 
is the time you'll need to put 
money into stock—a lot more money 
because you'll need a larger volume 
of business, and at the same time will 
have tremendously increased expenses. 
If you’re not careful at this point, 
you'll last only about four months 
You'll probably fail at least once any- 
how. Even though you do, if you 
really know why and can see 
your mistakes can be avoided i 
future, you may find someone wh« 
help you start again. And ten years 
from now you may be attending clec- 
trical conventions as an established 
and successful electrical dealer. We 
wish you luck. 
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ARIGGS & STRATTON ENGINES 
RIGHT” POWER». 
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Manufacturers, dealers and users 
of gasoline powered appliances, 
farm machinery and industrial 
equipment know from experi- 
ence that it pays to power with 
Briggs & Stratton 4-cycle, air- 
cooled engines. 


Over two and one quarter million 
of these engines have demon- 
strated their ability to deliver 
dependable power under all op- 
erating conditions. 


Specify Briggs & Stratton engines 
and you are assured of the 
“right power” for your equipment. 


BRIGGS & STRATTON CORP. 
MILWAUKEE 1, WISCONSIN, U.S.A 


WN 


mT 


‘te? 


far EN. 


_4 








PAGE 88 


Appliance—Record Retailing Center 





riors so that “Welcome” letters can 
be dispatched. 


Radio-Appliance Service 


Bigelow has expanded its appliance- 
radio servicing department, adding 
several veterans—and one disabled war 
veteran at the radio-service bench. 
Secause of this expansion, the Bigelow 
repair department now calls a selected 
list of residents daily, offering to pick 
up radios and appliances needing re- 
pair. All repaired items are returned 
with an invoice showing exact nature 
of repairs made and also quoting a 
trade-in valuation offer for the re- 
paired appliance—effective if said ap- 
pliance or radio is brought in within 
30 days after the repair job—and 
offered as a trade-in towards a new 
post-war appliance of the same species. 


List Home Vacancies 


Finally, Bigelow has a bulletin board 
on its premises which lists all apart- 
ments or homes for rent or sale. This 
bulletin board carries new bulletins 
from city landlords, landladies, local 
real estate agencies—all of whom may 
contribute weekly news notes to be 
posted without charge. In _ return, 
Bigelow now offers complete “Appli- 
ance Packages” for apartments and 
homes. 

A Bigelow representative will visit 
the house, inspect the premises and 
prepare a complete list of recommended 
appliances, and a lighting arrangement 
—everything for the kitchen, dining 
room, parlor, bedroom, including sev- 


CONTINUED FROM PAGE 49 





eral small radios for the children’s 
bedrooms and guest rooms, electric 
clocks and lamps for every room—in 
complete package form. The purchas. 
ing family pays 4 of the total package 
cost down and receives whatever ap- 
pliances are now available and the 
remainder as they come into the store’s 
possession from month to month. By 
purchasing a complete household elec- 
trical package, the family save them- 
selves the worry of chosing appliances 
separately. They are also guaranteed 
service on all appliances at no charge 
for the initial 30 days after purchase 
and at reasonable service rates there- 
after. 


Record Retailing 


Bigelow’s Record Retailing Depart- 
ment offers a variety of new and very 
desirable innovations. The store has 
a special method of handling incoming 
record patrons. Each arrival is handed 
a pencil and a pad and asked to indi- 
cate from 3 to 6 numbers he or she 
is particularly interested in having. 
Che clerk then retires to the stock room 
in the rear, chooses the platters and 
assigns the would-be purchaser to a 
booth. The individual’s name and ad- 
dress are required on the slip in case 
of breakage. Slips are saved and 
analyzed to ascertain the type of 
recordings most frequently in demand. 
In handling customers in this fashion 
sale clerks become acquainted with 
patrons and are in a position to make 
suggestions as to albums or discs 

(Continued on page 90) 
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sont INVITES vour/ CUSTOMERS TO 





@ Into your customers’ lives will come lasting 
/ 


richness, deep warm satisfaction with possession 





of RECORDIO ...a priceless instrument which 

ma brings the finest music of ‘the world into their 
homes and sends greetings from their hearths to 
eager friends around the world...all at the 

Pye simple touch of a button. 

1a very 4 : 

re has j 

coming With RECORDIO you have much more to sell 

ha m4 than a radio and phonograph. When you sell 

or she a RECORDIO, time can no longer erase from 

having ; 

rapt - memory the bubbling laughter of your customers’ 

“rs and 


r to a 


en oe 


children happy at play... the joyous lilt of their 
und ad- songs at eventide...the surprising confidence 
of their voices during their first recorded 
speeches. Thousands upon thousands of other 
precious hours stolen by time the RECORDIO 


you sell will preserve forever and a day. 





RECORDIO captures the pattern of life in 





sound ... with vivid responsiveness to the full 
brilliant bass-to-treble range of tones and over- 
tones ... with equally vivid responsiveness to the 
full natural resonance of speaking or singing 
voices. Truly, RECORDIO brings richer, fuller 


living into the homes.of your customers. 


/ 
RECORDIO cabinets come in elegant con- 


soles, in table models of modern or traditional 





influence, in attractive luggage-styled portables. 





—. OR ATION | 
WILCOX-GAY CORPORATION S  WiLCOX-GAY CORPOR! 
CHARLOTTE, MICHIGAN 1 Charlotte, Michigan about the coming RE- 
_ Manufacturers of 1 Gentlemen: Tell me ee open in my territory: 4 
RECORDING INSTRUMENTS FOR HOME, CORDIO opportunity t 


COMMERCIAL AND PROFESSIONAL USE 


Recordio Discs 


and 
pe" Recordiopoint 
CUTTING AND PLAYBACK NEEDLES 
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Made by a Detroit manufacturer, this 

water heater for homes without central 

water heating units, uses CHROMEL. 

The manufacturer insisted upon a heat- 

ing element with nine lives. Chromel 
was specified. 


| HOSKINS 
CHROMEL 


ECTR@ICAL HEATING 


CHROMEL is the nickel-chromium alloy 

first made by Hoskins almost 40 years 

ago. CHROMEL has long since been 

famous as the heating element that 

never knows when to quit. So, most 

good heating devices have CHROMEL 
elements. 





Appliance—Record 
Retailing Center 


CONTINUED FROM PAGE 86 ems, 


approximating the type required on 
the list. Two clerks are constantly on 
duty—one a local music instructor 
who works on a part-time basis and 
knows her classic waxings—the other 
a young high school graduate who js 
familiar with “jam” favorites. From 
4-6 P. M. the high school furnishes 
two high school seniors who act as 
replacement clerks so that regular 
record department employees can leave 
at an early hour and handle their own 
shopping chores. These high schoolers 
are particularly appropriate because 
high school record traffic is at its 
maximum intensity from 4-6 P. M. 
Incidentally, Bigelow’s has not pro- 
vided any special facilities for students 
insofar as record purchases are con- 
cerned. However, Bigelow has put 
into effect many unusual promotions 
beamed at the juvenile traffic. Every 
Saturday morning local grade school, 
high school and junior high school 
music instructors gather at the Bige- 
low record unit and after listening to 
the latest releases with juvenile ap- 
peal, prepare a list which they read 
to their pupils. In addition, the high 
school newspaper carries a column of 
news concerning recording activities 
of the “swing variety’—a column 
written by students themselves. 


Circulating Record Library 


Bigelow also maintains a “Cross 
Country Circulating Record Library.” 
High schools, district schools and cen- 
tralized schools within a 40-mile radius 
subscribe to a special service whereby 
Bigelow’s furnish a school library 
weekly containing graded selections 
for all classes from kindergarten to 
fourth year high to the schools who 
use the records for a full week and 
then ship’them on to the next school 
on the list. Each school pays a pro- 
portionate sum weekly for the use of 
the records involved and Bigelow bene- 
fits since it secures from rentals ap- 
proximately the amount to be realized 
from outright sales. 


RCA VICTOR TAKES TO THE AIR— 
Arrival of the first post-war RCA Victrola 
via American Air Lines found an eage’ 
recipient in L. F. Starkweather, vice- 
president and general manager of Leo J. 
Meyberg Co., Los Angeles. Gerry Ros- 
ers, American Airlines stewardess, did 


HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN 
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the honors. 
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Get Your Share of 1946 Profits with 


HOWARD 


* 
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Quality—Style—Value... 
You Get them All in the 


New Howard Line! 


Year after year, for well over two decades, Howard has 
consistently produced radios of superior design and 
performance. Because Howard fabricates major quan- 
tities of basic receiver components in its own modern 
factory, quality control standards and the availability 
of the right part for every performance requirement are 
readily assured. That’s why Howard Radios,and Pho- 
nograph Combinations are noted for tone, famed for 
performance and acclaimed for value. 


The Howard Franchise Means Security 


Many of America’s most prominent radio dealers re- 
flect with pleasure on their sales successes with Howard. 
Because Howard Radios have given so many years of 
honest, trouble-free satisfaction, dealers everywhere 
stand to profit by this tremendous good-will factor. 
Powerful national consumer advertising is telling the 
Howard story in your town and neighborhood—right 
now! Phone your Howard jobber today. 


CHICAGO 13, ILLINOIS 
PIONEERS IN FM RADIO 
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40 PAGES OF STORE MODERNIZATION IDE 


How to Improve Your Store Front How to Display Radios and Records 
How to Build Better Display Windows How to Display Lamps and Wiring Devic 
How to Light Your Windows and Interior How to Lay Out a Service Departmen! 
How to Use Color in your Store How to Improve Store Layouts 

How to Spotlight Appliances How to Get Better Identification on Tru 


PO @: 
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No matter what phase of store moderniza- 
tion you’re concerned with, you'll find helpful 
ideas in the “Look Book”. 

Lurelle Guild, famous designer and product 
stylist, spent a full year preparing this material. 
As a result, it represents the most complete 
working manual ever offered on store modern- 
ization and product display. 

Starting with the store front, and continuing 


WESTINGHOUSE ELECTRIC CORPORATION 


BOOK 


I$ NOW READY. 


APPLIARCE DIVISION + MAN@REELO. OHIO 





right through to the delivery trucks, every one 
of the 40 color pages contains practical, up- 
to-the-minute suggestions for the improve- 
ment Ta retail appliance store. 

Every Westinghouse retailer who wants to 
get off roma start should study carefully 
the material in this book. Your Westinghouse 
Appliance Distributor will gladly make it 


available to you-on his next visit. Ask to see it. 


+ Plants in 25 Cities Offices Everywhere 


AE BELO TOS OTOL LEAL LE EE 


Guewy house jttilld 


Westinghouse 


MAKER OF 30 MILLION ELECTRIC HOME APPLIANCES 
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Tune in John Charles Thomas, Sunday 2:30 EST.,N.B.C : Hear Ted Malone, Mon. through Fri., 11:45 A. M. EST., American Broadcasting Co., Network. 





ALL OVER THE MAP- 


We Help You Get in the 
Money with RED JACKET 
Hand and Windmill Pumps 


@ Don’t overlook this profitable part of the 
pump business. It’s not a “dead duck” by any 
means. Right today over 4,812,280* farms still 
depend on Hand and Windmill Pumps... and 
so do 3,515,250* rural non-farm homes. That’s 
why a quarter of our total normal production 
is devoted to Hand and Windmill Pumps—and 
will continue to be. 


Remarkable Performance Record—The 
67 years’ service record of Red Jacket Hand 
and Windmill Pumps proves that they have 
day-in and day-out dependability. 


Complete Line —With Red Jacket Hand and 
Windmill Pumps, Cylinders and Well Accesso- 
ries, you have a complete Red Jacket line that 
enables you to fill every water pumping need at 
a profit. Send for full information on the Red 
Jacket line, including the latest catalog, on 
Hand and Windmill Pumps. Address Dept, 33. 








THESE SUPERIOR MECHANICAL 

FEATURES MEAN GREATER CUS- 

TOMER SATISFACTION —GREATER 
PROFITS TO YOU... 


1. Strong, uniform, “close grain” castings 
makes smooth, attractive pumps. 
2. Careful foundry control and super- 
vision maintains uniform quality. 
3. Close attention to casting cleaning 
leaves no burned sand on pumps 
to mar finish. 
4. Red Jacket’s exclusive “So 
Easy To Fix” feature of the 
3-Way Underground type of 
pump makes leather replace- 
ments an easy one-man job 
from ground level. 
5. Special 3-Way Brass Diverter Valve on 
underground type pumps provides con- 
stant water tight seal between specially 
ground seat and renewable leather disc. 
6. All Red Jacket Pitcher pumps and iron 
cylinders are wet honed to providea harder, 
smoother wearing surface for leathers. 





LEAGUE DOINGS 





ee 


New Orleans Association 
Elects Officers for 1946 


Carl O. Brown of the General Elec. 
tric Supply Co. was elected president 
of the Electrical Association of New 
Orleans at a December meeting in the 
St. Charles Hotel. Elected executive 
vice-president was Wayne B. Wands. 
Other vice-presidents included G. J, 
Putnam, Carl D. Taylor, E. P. Philips, 
N. J. Helwick and Morris Warnick 
New director of publicity is W. E 
Clement. J. R. Guidroz was elected 
secretary and I. W. Tufts became the 
association’s new treasurer. 


Poole Heads Wilmington 
Electric Association 


Harvey H. Poole, president of the 
Poole Electric Co., Inc., became presi- 
dent of the Wilmington Electric 
Trades Association at elections held at 
the Coffee Shop in Wilmington. He 
succeeds George W. Powell. Other 
officers elected are: Byron Atwood, 
vice-president; William Frederick, 
treasurer; L. E. Fetter, secretary. The 
association was formed in 1929 and has 
38 members. 


Milwaukee League tlects 
at Annual Stag Party 


Four new officers and directors were 
elected for 1946 at the annual dinner 
meeting and stag party held January 
17 by the Electrical League of Mil- 
waukee. The program featured a re- 
view of 1945, a floor show, community 
singing, and refreshments. Orville 
Nichols was chairman of the commit- 
tee in charge. 


Wisconsin Associatton 
Plans Revival of Activities 


A dinner meeting will mark _ the 
official revival of the Wisconsin Radio, 
Refrigeration and Appliance Associa- 
tion which had suspended operations 
during the war. H. L. Ashworth, sec- 
retary-manager, said a definite date 
has not yet been set. He pointed out 
that when an abundance of goods again 
becomes available controls will be 
necessary. “We are pledged to use our 
best efforts to keep competition just 
as clean as possible just as long as 
possible,” he declared. 


Cleveland League Discussed 
in Speech by S. G. Dennis 


Stanley G. Dennis of the — 
Ohio Electri . dis- 

RED JACKET MANUFACTURING CO, iisscitite Eecirics: League of Clee 
DAVENPORT, IOWA land at the January 4 meeting of the 


Columbus, Ohio, Electrical Dealers 
Association. Robert Boyland, Good 


é ater ae ¢ Housekeeping Co., is president of the 
et 
t 


AVAILABLE NOW? Yes, through Red Jacket jobbers— 
in the limited quantities material restrictions permit. 
We'll make more as soon as we can get material and 
manpower. 


*Figures from U. S. Department of Commerce. 





rvice ey pie PS Columbus group. 
ducts | . é 

pes, Bd 5 Strong Returns to Manage 
— : fos z Intermountain Association 





Featuring a full line of PUMPS for shallow and deep wells, and WATER SOFTENERS 





Elias J. Strong, for the past four 
years secretary to Governor Maw 0 
Utah, has returned to his position as 
manager of the Intermountain Elec- 
trical Association, formerly called the 
Electrical League of Utah. Mr. 
Strong joined the league initially from 
the sales department of the Utah 
Power and Light Co. 
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Cwicketr, Exsier, Hilung... FEWER TRIPS TO BASEMENT 


WITH THE 


== 
Five exclusive SMITHway Stoker features simplify coal filling, increase 
hopper strength, and decrease number of times the stoker must be refueled. 
Check these five sales-making advantages. They are typical of the 24 


exclusive features that make the SMITHway Stoker easy to sell, simple to 
service, convenient to own. 


Exclusive hopper 
features are just 
a small part of 
the SMITHway 
Stoker story. 
From the exclusive Packaged Unit-Drive to the 
new streamlined functional lines, the SMITH- 
way Stoker combines exclusive engineering ad- 
vances that make it the stoker to feature for 


maximum profits, minimum service costs. 


CASH IN ON YOUR SHARE OF THE 9,000,000 POTENTIAL STOKER SALES BY SELLING 


~ , SZ ‘uf 
« ; Owitalandldeg lorece 
{I A Product of the World-Famous A. 0. Smith Corporation [ 5 Ss a oe | 
: I 


I am interested in more information on the SMITHway Stoker. 
\ No obligation, of course. 


/ 


Name or Firm 
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voss 
is back?! 


{ 1 MAKE THE VOSS WASHER - 
AND | KNOW THAT ONLY 

THE BEST OF MATERIALS 

AND WORKMANSHIP GO 

INTO IT! 























or A VOSS DISTRIBUTOR a 


AND KNOW THAT, SINCE 
1876, VOSS HAS FOLLOWED 
THE SAME HIGH QUALITY 
POLICY AND FAIR PRACTICES! 

















( --AND I SELL THE Voss TO | 
CONSUMERS. NO OTHER MA- 
CHINE HAS THE FINE SALES 
FEATURES ONE FINDS IN VOSS 
ELECTRO-SAFE WRINGER, (THE 
WORLD'S SAFEST) AND IN VOSS 
AUTO TYPE TRANSMISSION 
| AND FLOATING AGITATOR! 























I'M A HOUSEWIFE, WHATI | 
LIKE ABOUT THE VOSS IS 
THAT ONLY VOSS GETS MY 
CLOTHES CLEAN AND SPARK- 
| Line WaiTe! 











VOSS BROS. MFG. CO. 
DAVENPORT, IOWA 


Wholesale Distributors in All Principal Cities 


| 


This interesting shot shows what happens before a television show goes on. The 
production men at Gimbels seem to be getting the breaks. 


Television Shows Promise 
In Intra-Store Trial 


Gimbels-RCA-Victor Promotion Plan 
Indicates Value of Video in Merchandising 


HA may prove to be a dand- 

mark in the commercial use of 
television, has been carried out by RCA 
Victor jm conjunction with Gimbel 
Brothers’ Philadelphia store. The recent 
‘xperiment, tagged “Shopping by Tele- 
vision,” ran for about three weeks in 
the Quaker City department store and 
had something like a quarter of a mil- 
spectators. The results would 
seem to justify the assumption that the 
video method 
effective medium for successful promo 
tion 


| 7 
the less< 


lion 


can be an extremely 
of merchandise, if use is made of 


ms Gimbels and others have 
learned 

small tele- 
vision theaters, were installed through- 
out Gimbels’ 


ing 


T wenty ~ lelesites,” or 


seven floors, some in sell- 
and which 


already 


display 
part ot the st 
Ten-minute 


rooms were 


re’s setup. 
shows were given every 
half-hour during the busy part of the 
day—twelve viewings daily, consisting 
demonstration® twice a 
day. An attempt was made to combine 
dramatic skits with 
straight presentation of merchandise, 
and_ professional 


Ot SI1x basic 


and comedy 


actors were used. 


Definite Results 


The results of the program, discov- 
ered through use of a questionnaire, 
were both definite and instructive. In 
the first place, the press and trade pre- 
view reaction was emphatically nega- 
tive—justifiably so, since the project 
had been with disadvantages 
from the beginning. Inadequate equip- 
ment and lack of time and experience 
had to cope with comparison with the 
best that had been done in television 
heretofore, and with smooth movie 
technique. A major fault—one which 
Gimbels lost no time in correcting— 


faced 


FEBRUARY I, 


was the dramatic form of presentation. 
«The public prefers straight demonstra- 
tions with theatrical 
tactics kept to a minimum. Also, a ten- 


of merchandise, 


minute show will probably not become 
tedious as long as television is still a 
novelty, Gimbels thinks; but later on, 
two to five minutes should be the rule. 

The medium can be used effectively 
only as long as it shows what the mer- 
chandise will do for the customer. No 
specially enclosed area is necessary, but 
if the screen is exposed, it should not 
with selling 
Color would be an advance. As it is, 
only bold used effec- 
tively. 


be allowed to interfere 


objects can be 


Self-Supporting System 


Gimbels believes that intra-store 
television should be effective anywhere 

r at least a year, an | perhaps longer, 
lepending on whether or not the indi- 
vidual community gets too much of it 
irom too many sources. In most cases 
the system should be self-liquidating, 
because there will be enough national 
advertisers willing to provide either 
film to be used on tele- 
vision receivers to reduce production 
costs, and, in many cases, they would 
pay for time used on a television sys- 
tem as they pay for newspaper space 
over the name of a store. 

The question of whether television 
actually had a hand in increasing Gim- 
bels’ sales figures will have to wait for 
the appearance of statistics, but, by 
their own admission, a considerable 
number of people found themselves at- 
tracted to departments which they had 
had no intention of visiting when they 
entered the store. Retailers cannot 
afford to ignore television in planning 
their promotion future. 


scripts or 
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Beats Fasterbecause the most efficient 1000-war element (T-K “é 
Type) 1s molded in an aluminum sole plate which conducts heat three 
mes faster than cast iron. Lets you iron as fast as you wish —saves time 


Automatic Heat Controbmaintains right temperature for sroning any 


fabric—a safe, even heat that protects against scorching —saves clothes. 


A Big Advant f this iron is what technicians call “fast 
a6 


recovery” when ironing damp material. This means that it masatains 
the heat more evenly at any selected setting. 





Aluminum Constructions'ves ght weight with 26 square inches of 


ironing surface. Saves energy—enables you to iron with less strain 08 
wrist and arm. 


Comfortable Easy-Grip Handles shaped and placed for perfect balance. 
Heel stand makes it easy to ult iron back on board without lifting. 


Saves Current-because automatic heat control turns current off and 
on as you iron—takes only the electricity actually needed for ironing 
at mght temperature. © A Product of NOBLITT. SPARKS 


Coleen 








Beautifully lithographed in three colors 


iS dis 





complete program to help dealers sell the Arvin Automatic Electric Iron. 
Other features included are—consumer advertising in leading national 


magazines; helpful dealer counter sales folders; double-duty sales- 


price tag attached to iron; and good-will building instruction folder, 


packed with each iron. 


Your Arvin distributor has full information 
« get in touch with him! 


t 
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Portrait of Louis C. Upton, president of 
Nineteen Hundred Corporation, who suc- 
ceeded himself as head of the Associa- 
tion. 


On a brown-carpeted dais, generally 
frequented by full bosomed singers, 
a scant hundred feet away from the 
booming waves of Lake Michigan, 
members of the American Washer 
and Ironer Manufacturers Association 
reported January 9 at the Edgewater 
Beach Hotel on the facts of life as 
they saw them for 1946. In many 
cases the details turned upside down 
what you read in the newspapers. 

It was the biggest meeting ever 
with 180 registered, and mem- 
learned that some 750 people had 

alled on the association for informa- 
tion during the previous year. 


OPA Shortcomings 


B. J. Hank of Conlon gave an in- 
teresting report on the King Canute 
behavior of the OPA and its unreal- 
istic attitude toward washer manu- 
facturer troubles. He pointed out the 
necessity of the industry making 
money now, while the gravy train 
vas going through, because from a 
long range view there certainly is 
trouble ahead when the field later 
ecomes highly competitive. Manufac- 
turers and retailers with profits taken 
now can face tough times. If they have 
no fat on their ribs when the going 
gets tough many of them will fall by 
the wayside. The 7.7 percent increase 
llowed ignores facts that would cause 
any accountant to get fired if he over- 
ooked them. All salary and wage 
ncreases in the selling cost were ig- 
nored. Things like workingman’s 
mpensation and increased cost of 
lying new supplies were tossed out. 
The cost of training and rebuilding 
personnel is out, and the fact that 12 


Washer Association Men Report 
on Realities Faced for 1946 


OPA Attitude, Labor, 
Realty Mortgages, Laun- 
dry Outlook Discussed 


companies already had given wage 
increases to their people was ignored. 
In spite of the fact that the industry 
made 10.4 percent on profit on sales 
in 1941, the OPA allowed 4.9 profit 
on sales, based on the average of 
1936-1939.. In addition to tizzy-wink 
thinking from the OPA, that organiza- 
tion travels at a snail’s pace in making 
decisions. However, Mr. Hank pointed 
out, it is unwise to base plans on the 
possibility of discontinuance of the 
OPA. Inasmuch as price control in- 
cludes profit control, the future of the 
industry is in the lap of the gods. 
The safe way to guide the industry 
is to assume the projection of the 
OPA beyond its June expiration date. 


Production Needed 


Only a large production in this 
country will stave off inflation and a 
black market, it was felt, and if there 
is no chance to turn out a volume of 
business at a profit how can this 
huge production be achieved? 

Labor wants the OPA, politicians 
want jobs, and it is up to the washer 
manufacturers to tell their story to 
the Congress and the public. Rising 
costs and OPA rulings are hitting all 
without exception. 

On labor, E. C. Buchanan, of Apex, 
says that the committee is getting 
data on hospitalization plans, retire- 
ment plans, plant safety. Information 
on wage rates would be valuable. 

I. N. Merritt of Conlon, speaking 
of the ironer and dryer situation said 
that there were 15,000,000 homes with 
washers and no ironers. There were 
5,000,000 homes that were receiving 
damp-dry laundry service from local 
laundries and could use ironers even 
though they had no washers. The 
dryer, he pointed out, has a bright 
future as it saves the housewife the 
necessity of carrying wet clothes 
about, hanging up and taking down 
laundry. The market lay in crowded 
cities, the cold North and the humid 
South. A survey showed that 23.6 
percent of 7,000 families interrogated 
wanted a dryer. P. E. Geldhof of 
Nineteen Hundred talked on progress 
in the development of a means of test- 
ing washer performance. It is done 
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by using a comparator washer, a spe- 
cial model which will serve as a base 
line for all tests. It includes an agi- 
tator of special design, supplied by 
the Permold Company, Medina, Ohio. 
Out of this is coming a_ standard in 
washing machine efficiency tests which 
will be useful to the industry and to 
manufacturers. 


Laundering Manual 


W. Neal Gallagher of Automatic, 
reporting on advertising and market 
research, discussed publishing a laun- 
dering manual for free distribution to 
high schools, colleges and all other 
institutions conducting classes in home 
economics. The manual was prepared 
by William Shaw, who is again serv- 
ing the Association in the public rela- 
tions and publicity field. 

“Each manufacturer should equip 
schools and colleges with laundry 
equipment through its regular distri- 
bution channels,” suggested Mr. Gal- 
lagher, “at a discount of 50 percent 
on list prices, when purchased for 
educational purposes.” That 200 ‘sta- 
tions are using radio scripts prepared 
by the Association was revealed by 
William Shaw. 


John M. Wicht of Blackstone dis- 
cussed realty mortgages, pointing out 
that 9.2 percent of the wired homes 
owned washers in 1920 against 63.1 
percent in 1941. As an 80 percent 
saturation is approached it is inter- 
esting to study possibilties of supply- 
ing apartment houses and low income 
families with washing machine facili- 
ties. With 400,000 units each year 
being sold as replacements since 1935, 
it can readily be seen that the washing 
machine field is developing to a re- 
placement market, he said. 


50 Million New Homes 


President Truman has stated that 
there is a market for 50 million new 
homes. There will undoubtedly be 
built from 500,000 to 1,000,000 homes 
per year. According to Architectural 
Forum some 11 percent want a home 
laundry room and there is anywhere 
from $400 to $660 worth of business 
in installing these rooms for the laun- 
dry equipment industry. 

The industry should study the pos- 
sibilities of selling these new home 
builders equipment to be paid for with 
the mortgage, Mr. Wicht observed. 

(Continued on page 100) 


Wheel horses who have headed committees during the year are A. C. Buchanan, 
Apex; W. H. Reeve, vice president in charge of sales, Easy; B. J. Hank, president, 
Conlon; |. N. Merritt, sales manager, Conlon; W. Neal Gallagher, Automatic; P. D. 
Geldhof, chief engineer, Nineteen Hundred Corporation; and John M. Wicht, sales 
manager, Blackstone. Other committee heads not present. 
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IN KITCHEN SINK SALES 
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@ <tetime Stainless 


STEEL TOPS 


w KANT-RUST 
we KANT-TARNISH 
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te KANT-WARP 
we KANT-DISCOLOR 


FIRST TIME 

ON THE MARKET 

AS AN ALL-IN-ONE ; La 
PACKAGED UNIT DUCHESS 660 


NATIONAL 


PLACE YOUR ORDER eaten ~— ais m S ice 
NOW FOR EARLY DELIVERY se 

Call, Write on Wire 

Paragon Utilities Corp. so van oam stacer, srooxiyw 22, w. ¥. 
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Some 38 states already permit laundry 
equipment to be included in the’ mort. 
gage and the trend is toward all states 
doing this, allowing all types of laun- 
dry equipment to be included. One 
insurance company in Vermont is al- 
ready allowing financing with a pack. 
age mortgage of this type 


Sane Policy 


It is a sane policy, observed Mr 
Wicht, since laundry equipment per- 
mits the family to enjoy more saving 
than anything else they have in their 
house. It is possible to save up to 
$2,000 in 20 years with the laundry 
equipment, which is the life of the 
mortgage. The cost of carrying the 
equipment on the mortgage runs as 
little as 60¢ per hundred dollars, 
While the equipment wears out before 
the mortgage matures, so does the 
paint on the house. 

Manufacturers and dealers must 
study the possibilities of this field 
of distribution—dealers especially, be- 
cause they will be the ones called on 
to install and service these installa- 
tions. 

Homer Reeve of Easy Washing 
Machine Corp. spoke on foreign trade, 
declaring that it amounted to approxi- 
mately 10 percent of the U. S. market. 
Several ways of reaching this business 
exist: by manufacturing abroad, by 
distribution and by selling direct. Mr. 
Reeve advocates some foreign pro- 
moting in all markets on the part of 
manufacturers. 


Washer Outlets 


The session closed with a discussion 
of the eventuality of three-wire out- 
lets for washers, now required by the 
City of Los Angeles. Vacuum breakers 
for use as automatic washers was 
another topic of discussion and it was 
revealed that few manufacturers were 
posted on the subject. 

The idea of changing the name of 
the American Washer and _ Ironer 
Manufacturers Association to the sim- 
pler title “Home Laundry Associa- 
tion” so as to include dryers and 
other types of laundry equipment was 
discussed. 


Officers Elected 


Louis C. Upton, head of the Nine- 
teen Hundred Corporation, St. Joseph, 
Mich., was reelected president of the 
association. Walter K. Voss of Voss 
Brothers Manufacturing Co., Daven- 
port, Iowa, was elected vice president; 
so was H. A. Bumby, Barlow & 
Seelig Mfg. Co., Ripon, Wis., and 
Richard J. Simmons, Birtman Electric 
Co., Chicago; B. J. Hank of Conlon 
Corporation, Chicago, was reelected 
treasurer. On the executive committee 
was elected Oscar A. Lenna, Black- 
stone Corporation, Jamestown, N. Y.; 
J. C. Nelson, Easy Washing Machine 
Corporation, Syracuse, N. Y.; H. H 
Sperlich, Ironrite Ironer Co., Detroit; 
Roy A. Bradt, Maytag Company, 
Newton, Iowa; George Kastner, Beam 
Mfg. Co., Webster City, Iowa; Jud- 
son S. Sayre, Bendix Home Appli- 
ances, Inc., South Bend, Ind. 


New Members 


New members elected were the F 
L. Jacobs Co., the National Electri 
Mfg. Co., Detroit, the Excel Foundr 
& Machine Co., New York, and t! 
Armstrong Products Corp., Hunting 
ton, W. Va. 
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Personalities at Washer Meeting 





Portrait of Charles Coughlin, president of Briggs & Stratton, gas engine manu- 
facturers. In background are Walter Hunt of Dexter, and Earl Bridge of Norge 


GLASS-FUSED-1O-Sietet 


bs 4 = if Touch of merriment to meeting was given by |. N. Merritt of Conlon, who demon- 
t - . oe strates just how Roy Andree of that company received wound on head, Leo Shea 

A Great Aid r-’ ol = manufacturers’ agent, watches. 
» 


A total of 23,000 test-years we 
perfecting of this truly mode 
heater . . . the heater that “packag 
water in glass! Don’t wait anothé 
before you get the full details on Perma 
and all the other advanced features of 
SMITHway Permaglas Water Heater. Se 
for the revealing 

booklet, ‘‘The 

Inside Story of 

Permaglas.” 


iad) 


OT. AsO. QMiTH Corporation 


SMITH BOY ELECTRIC 
WATER HEATERS 
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H. Paul Nelligan and Homer Reeve of Easy welcome to the meeting Fred Mitchell, 
who will be sales manager for the Frigidaire washer. 
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Can you find the Frigidaire Salesmen in these pictures ? 


You needn't look very far: every user of a Frigidaire appliance is a 
Frigidaire salesman! Every homemaker whose Frigidaire refrigerator 
or electric range delivered faithful service day after day during the 
past years when failure might have been a disaster. Every householder 
thrilled by all the important features of the Frigidaire refrigerators, 
home freezers, electric ranges, and water heaters now being delivered 
in all parts of the country. All these users are “selling” friends, 
acquaintances, and relatives on the merits of Frigidaire appliances. 


Such word-of-mouth advertising is one of the greatest assets of the 
dealer who holds the Frigidaire franchise . . . is one of the reasons 
why this is the most valuable franchise in the entire appliance industry. 


P. S. If you can’t find a Frigidaire “salesman” beside the Frigidaire 
Water Heater illustrated above, it’s because everything about it is 
so automatic that nobody has to pay attention to it, except to be 
gtateful for all the hot water it produces on very little current. 


Youre twice as sure with two great names... 


Frigidatre nate ony y GONCHAl Motors 


REFRIGERATORS +* RANGES + WATER HEATERS + HOME FREEZERS + KITCHEN CABINETS + ICE CREAM CASINETS 
COMMERCIAL REFRIGERATION «+ AIR CONDITIONERS + BEVERAGE, MILK, AND WATER COOLERS 
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YOU DON’T HAVE TO “’SELL’’ 


ALCOA ALUMINUM 
.. AOA fer ytd! 





Makers of new home appliances are using lots 
of Alcoa Aluminum in gleaming new 1946 
products. Alcoa, with the greatest fund of 
aluminum knowledge in the world, has 
pioneered the wide choice of aluminum alloys, 
d shapes, and finishes that help make these 
ducts possible. 
MINUM CoMPANY OF AMERICA, 1860 


ilding, Pittsburgh, Pennsylvania. 


Everyone in the family knows Alcoa 
Aluminum! In fact, it’s a mighty good 
way to introduce any product to your 
customers—just to tell them it’s made of 


this modern metal... 


ALUMINUM! 


ALUMINUM 








Boyd Bullock Forms 
Own Marketing Firm 


Boyd W. Bullock, formerly n nage: 
of sales promotion and advertising {o; 
General Electric Appliances, | 
nounced his resignation as 
sales manager of Oakes & , On 
Chicago, -and with John H. King 
formerly sales manager of the T; 
Test Division of the latter compan 
announces the formation of a ney 
company, Manufacturers’ Marketing 
Co., with offices at 20 E. Jackso 


Blvd., Chicago. 


4S an 


enera 


BOYD W. BULLOCK 


The new company, of which Bul- 
lock is president and King vice presi- 
dent and general sales manager, will 
conduct a complete sales and mer- 
chandising operation for non-competi- 
tive manufacturers of appliances and 
housewares. 


JOHN H. KING 


By furnishing a comprehensive mer- 
chandising service including the pre- 
paration of promotion material, sales 
helps and promotions as well as 4 
sales force to work with distributors 
and large dealers, Manufacturers’ Mar- 
keting will make it possible for pro- 
ducers of single and short lines t 
compete successfully with large full 
line manufacturers, according to Mr 
Bullock. 


Jordan Valley Co-Op Sells 
Out To Idaho Power Co. 


Said to be the first instance of 
cooperative’s having sold out to 
power company was the recent transte! 
of the lines wf the Jordan Valle 
Cooperative, eastern Oregon, to th 
Idaho Power Co. The new owner 
plans extension of the service bot! 
to the west and southeast in accord- 
ance with its avowed principle ©! 
eventually covering all farms in the 
state. It now serves approxim 
90 percent of all occupied farms w 
its service area, according to C. | 
Strike, president and general manager. 
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OF THE SAMSON AUTOMATIC IRON 
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1000-WATT STEEL-ROCK HEAT UNIT: u SAMSON 
Embedded ... safe from air and moisture, quick- 


heating, current-conserving, long-lasting. 


MAGIC EYE: Lights up when current is on and 
blacks out when off ... showing economy in current 
due to ironing much of time on stored heat. 
PRECISION THERMOSTAT: Dependable 
automatic control of iron temperatures 
actually right at ironing surface. 
DUO-DIAL HEAT CONTROL: 
Measures the heat to suit a par- 

ich Bul- ticular fabric when ironed 

Ice presi- at a particular speed ... the 

ger, wil selective-speed feature that 

nd a makes this the supremely safe 

ae iron in anybody's hands. 
AIR-COOLED 

PLASTIC HANDLE: Fashioned 

for a comfortable grip ... cool 

to the hand, easy on the wrist. 

BUILT-IN CORD: With Rubber Guard. 

Approved 10,000-cycle. 


LIGHT WEIGHT (4 Ibs.) ... Perfectly balanced 
for arm and wrist ease. 


TAPERED POINT... BEVEL EDGE: Easy ironing 
into pleats and folds, as well as around buttons. 


NEVER-CATCH HEEL for unimpeded back-strokes in ironing. 


SAFETY-TILT...ROCK-TO-REST: An effortless rocking 
motion stands the iron on its handle, with ALL hot metal off 
the board . .. and at just the right tilt and firm rest for safety. 


STREAMLINE BEAUTY in gleaming chromium plate 
and black plastics. 





ive mer- 
the pre- 
ial, sales 
ell as a 
tributors 
rs’ Mar 


irge = SS 
a WE HAVE one big reason for presenting this cutaway view of the SAMSON 
Automatic Iron... namely so that you can see for yourself the high quality construction 


that makes possible the long list of sales-making SAMSON features. 






Ice 


And for plus value, every SAMSON iron comes in a colorful, eye-catching 


package that serves as a self-selling display. 





x SAMSON UNITED CORPORATION, ROCHESTER 10, N. Y. 
panaee Samson United of Canada, Limited, Toronto 
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Chromy Says: 
Gsier Cooking... 
Ceiler looking /” 


nic 


CHROMALOX 
Triangular Allie Range Units 











Wake Saitstied Customers 


Here is your opportunity to capture range unit re- 
placement sales. Write for folders CF-145 and L-1023 


which give replacement data on all ranges. 


EDWIN L. WIEGAND CO., 7525 Thomas Bivd., Pittsburgh 8, Pa. 


_ On new ranges and for replacement 


SOME) 
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Trim, glistening, modern... 
CHROMALOX Triangular 
Range Units make housewives 
satisfied customers. More cook- 
ing contact surface—plus maxi- 
mum radiant heat— provide 
new high-speeds in cooking. 

CHROMALOX Triangulars 
install without muss, fuss or 
bother with a screwdriver as 
your only tool. And two stock 
sizes fit a// electric ranges when 





you use low-cost CHROMALOX 
stainless-steel Adaptor Rings. 





| 
i 


“MIND OVER BATTER is demonstrated by these three Heatrola distributors taking a 
quick course in cooking under the guidance of Miss Celia S. Bush, home economist 
of the Estate Stove Co., at the firm's sales school in Hamilton, Ohio. Looking skep- 
tical is Hayes Hollibaugh of the Radio Equipment Co., Indianapolis, while more 
happily confident are J. J. Skinner, Cleveland, and F. Nelson Swink of Hamburg 
Bros., Wheeling, W. Va. The two-day sales school was conducted by S. C. Bernhardt, 
vice-president in charge of sales, and C. M. Dunn, assistant sales manager. 





CPA Administrator Says Withholding 
Not Prevalent in Appliance Industry 


Declares Inventories Small; Quotes Shipment Figures 


“One of the easy answers to short- 
ages that has been tossed around a lot 
lately is ‘withholding’ . . . and I must 
say that I do not believe it is true 
in any very great degree.” said Tohn 


D. Small, admin et yr af the Civilian 


Production Adm ition. In 2 recent 


adden t0 ine: ot Gan cies 
Retail Dev Goods Association at the 


Pennsylvania Hotel in New York 


Mr. Small continued in his discus 


| sion of the consumer goods situation 


by saving, “I am curious to know in 
what degree the sneed-up of deliverie 
since January Ist bears out these 
rumors of withholding until the year 
end. “I have no doubt that there has 
been some,” he went on. ‘but I would 
be very much surprised if anv great 
quantities of consumer’s durable goods 
showed up in this fashion. I under- 
stand that some manufacturers have 


| been piling un products in their ware- 


houses until they have enough samples 
for all their dealers to display and to 
start deliveries going on some work- 
able basis. And, on the other hand, 
some manufacturers who have cam- 
paigned for the removal of price and 
material controls may have held up 
their finished goods in the hope of 
getting bigger profits. 


Small Inventories Found 


“T think the fact is that end-product 
inventories are quite low all through 
the distribution chain. Stoves and elec- 
tric irons and hicycles are in most 
cases flowing immediately off the 
assembly lines into the distribution 
channels. As for raw materials and 
component parts, where we in CPA 
are concerned with spreading scarce 
supplies as thinly as possible, our com- 
pliance men tell me they find 
very litte evidence of large inventories. 


On the contrary, they find inventories 
as a rule are running smaller than 
what was considered normal before the 
war. 

“Withholding because of taxes . . . 
has not been a major factor in today’s 
shortages. And the end of withhold- 
ing, assuming the goods will be re- 
leased starting now, is not the answer 
for the man who wonders when he can 
get delivery on 1946 models.” 


Quotes Production Figures 


In quoting figures on the production 
of consumer goods, Mr. Small said that 
today the shipment volume of domestic 
electric refrigerators is only half of 
what it was pre-war. “About 150,000 
were shipped in December by the in- 
dustry,” he said. ‘That gives you 2 
good idea of what is being done today 
when you remember that the average 
pre-war rate was 300,000 a month. It 
is not an exact figure because there has 
been a good deal of shifting in indus- 
try. .. Up to January 1, the industry 
made a total of about 340,000, which 
is only a little more than a month’s 
pre-war output. . . In October 84,00 
were shipped. In November, 115,000. 

Production is moving upwarc 
month after month.” 

Washing machines reached a ship- 
ment rate in December of 80,000, Mr. 
Small declared, doubling the October 
rate and comparing with a peacetime 
base-period of about 160,000. 

According to the speaker, radio pro- 
duction before the war leveled at over 
a million a month. “Incomplete re- 
ports from the industry indicate that 
shipments during December were less 
than 100,000 sets, with little or none 
shipped in October or November ‘or 
civilians,” he stated. “The radio 
manufacturers are having trouble gct- 
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Dealers Swarm BENDIX Exhibits 
at January Shows ! 
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Above— 
The Bendix automatic Home 
Laundry, as usual, was a center of 
interest. 
ayes Upper Right— 
“dl than They all wanted to see the new 
e the Bendix automatic Home Dryer. 
Right— 
today’ The Bendix automatic Home 
thhold- Ironer Exhibit was crowded at 
be re every demonstration. 
anda = a Talk of the Trade at Three Great Shows 
rid that 5 _— ans . . 
amestc wid, in Chicago and New York! 
og As expected, the Bendix automatic Home Laundry—along with the new 
you 3 Bendix automatic Home Dryer and new Bendix automatic Home Ironer 
a —‘“‘stole the shows”—at the three major January exhibitions in New 
nth. It York and Chicago! 
—— Continuing to stir the trade, as well as the public, these Bendix ap- 
= pliances were centers of attention at the National Housewares Show 
Bs in Chicago, from December 30th to January 4th—the National Home 
acaal Furnishings & Appliance Show in Chicago, January 7th to 19th—and | 
spware the N. R. D. G. A. Show in New York City, January 7th to 11th. 
P With this as further proof, we repeat: ‘‘The merchandising and selling 
0, Mr of these greatest of labor-savers is going to be one of the biggest and most 
one te: profitable jobs ever known in the retail appliance field!”’ 
om automatic ome au n ry 





De luxe Model Bendix Home Appliances, Inc., South Bend, Ind., Pioneers and Perfectors of the automatic “Washer.” 





= 
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Actual tests show that the good oil 
fired water heater is ideal for satisfac- 
tion and economy. It will provide 
ample supplies of hot water at remark- 
ably low fuel cost. 


This makes a fine sales proposition 
—which is even better if the water 
heaters are equipped with “DL” Float 
Valves. 


These valves automatically compen- 
sate for fuel flow variations due to oil 
temperature changes —may be ad- 
justed to different grades of fuel—have 


SELL 


WATER 
HEATING 
a taser 


are equipped 
WITH 


DL vaives 




















hardened steel safety trip mechanism 
—are easily regulated by the user for 
desired water temperature. 


The power element automatically 
regulates the burner to keep water 
hot. It is a “fail safe’ element—in case 
of damaged element, the burner goes 
to low fire. 


These valves are simple—have few 
parts—are easy to clean and service. 
Look for “DL” Float Valves on the 


heater you sell—they are evidence of 
a quality product. 
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ting cabinets because they haye 
compete with the furniture makers” 


Alarm Clocks Rise 


Reports from the industry indie, 
that there has been a sharp increase 
alarm clock output since October, 
Small said, speaking of both spri 
and electric clocks. He added 4 
estimated October shipments of clo 
totaled 600,000 and in November 
total reached 900,000, about 75 perog 
of peacetime shipments. 

“The latest reports we have 
domestic electric irons are for O¢ 
ber,” Mr. Small continued, “and ty 
show 210,000 shipped in that mons 
or about 57 percent of the 1941 pre.» 
production rate. The same month 
vacuum cleaners showed about 26, 
about 17 percent of the prewar rate} 
tween June, 1940 and June, 1941,” 


Reconversion on Schedule 


Mr. Small explained that the figy, 
he quoted showed why dealers did y 
have a lot of radios and other consy 
goods to offer their customers. “Y, 
have a problem of filling up the & 
tribution pipelines before you can 5 
up many sales on the cash regist 
Gut the figures show that we are m 
ing considerable progress. Indust; 
production as a whole turned upwa 
in November for the first time sing 
V-E Day. . . And the latest repo 
show that reconversion and producti 
are... just about on schedule, wi 
capital goods well ahead of sched 
In the next few months,” Mr. S 
concluded hopefully, “that activi 
will be translated into more goods { 
you to sell.” 


Apex Distributors 
Attend Sales Meeting 


A meeting attended by 175 distrib 
tor representatives was held in Clev 
land by Apex Electrical Mfg. 
January 3. The distributors, who car 
from all parts of the United States a 
Canada heard talks by C. G. Fran 
president, and A. C. Scott, vice-pre 
dent in charge of sales. Frank Ry 
advertising and sales promotion ma 
ager, outlined advertising and sal 
promotion plans for 1946. 

The complete current line of Aj 
appliances was presented during t 
meeting, along with a new foldi 
electric ironer and the new Apex aut 
matic washing machine which will 
marketed during late spring or eat 
summer. 


WPB Executive Joins Buford Sto 


T. J. Buford, veteran electric 
dealer of Fresno, Calif., has announe 
that the former manager of the WP 
in Fresno, Jack S. Moffatt, has bec’ 
associated with the Buford firm 4 
partner and general sales manag? 
The Buford store is to be greatly & 
panded and remodeled and will car’ 
the Westinghouse line of appliances ' 
addition to those already handled. 7 
service department, which was @ 
panded during the war to a staff 
25, will continue to be an importa 
feature of the firm’s operations. He# 
ing and air conditioning in commer 
and domestic fields are scheduled ! 
special attention with R. F. Carte 
recently a city plumbing inspector, 
charge. The firm was established 
Fresno in 1917 and since that time 5 
grown steadily until now it is claime 
to be the largest exclusively applian 
and service store in central Caliform 
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Feature-Packed for Profits-Plus in ‘46 


e for your distributor’s name 





DEALERS: You are invited to writ 
and descriptive folders picturing this sensational new line. 


AMERICAN CENTRAL MFG. CORPORATION 


CONNERSVILLE, INDIANA 


ELECTRICAL MERCHANDISING—FEBRUARY 1, 1946 PAGE (11 





| Eeuntry oo oe 
entleman Ss 


What ‘Domestic National 


Advertising is doing for You” 


The compact but complete 
Domestic line insures fast turn- 
over and big profits with mini- 
mum investment. Portable 
model illustrated above. 


1. Identifies your store as a con- 
venient, reliable sewing machine 
headquarters. 


2. Creates and accumulates active 
preference for Domestic in the 
present huge market. 


3. Pre-sells the many distinctive 
Domestic features. 


4. Powers the point-of-sale tools 
that enable you to develop your 
sewing machine prospect lists now. 


This advertising further proves 
the value of the franchise for 
Domestic, the only sewing ma- 
chines designed, built, planned 
and promoted oan - you 
major appliance dealers and mar- 
ketedexclusively through specialty 
distributors. 


SEWING MACHINE CO., INC. 


CLEVELAND 1, OHIO 
TORONTO 2B, CANADA 





Silks Sate Sp VP 


A RECIPE FOR A HAPPY HOME is being cooked up by Mrs. Selma M. Andrews, 
Crosley Corp.'s director of home economics, and E. A. Bonneville, manager of the 
kitchen equipment section, in a model kitchen equipped with rew kitchen cabinets 
Crosley Shelvador, and other appliances shown at the distributor conference in 


Chicago. 








Pricing Bottleneck in Radio Parts 
Due for Smash, Say RMA Officials 


OPA Promises Review of December Rollback Order 


Smashing of the pricing bottleneck 
in radio parts production is expected 
to result from a January 9 meeting of 
OPA officials and industry leaders in 
Washington, according to information 
received from the Radio Manufacturers 
Association. 

OPA men heard parts manufacturers 
protest the OPA rollback order of 
Dec. 3 (Amendment 22 to RMPR 136) 
and declare that it would retard, if not 
actually halt, the production of some 
critical components if it was permitted 
to become effective on January 15, as 
scheduled. They promised a prompt 
answer to the manufacturers’ proposal 
to postpone or make optional the ob- 
jectionable pricing provisions and took 
under consideration a request to review 
increase factors granted last October. 
In addition, OPA-ers revealed that 
they already have recommended a 
higher increase factor for speakers, 
one of the most serious bottlenecks in 
radio production. 


Change Individual Adjustments 


Applications for individual price re- 
adjustments under SO 142, OPA 
officials said, will be considered on the 
basis of actual experience of parts 
manufacturers during the last few 
months rather than on pre-war costs 
plus increase factors. Manufacturers 
agreed that this process will bring 
about a more realistic appraisal of 
current production costs and enable 
OPA to fix prices more accurately. 

Leading set manufacturers attending 
the hearing said that they are equally 
interested with the parts manufacturers 
in stabilizing the pricing of radio com- 
ponents and are interested in “getting 
into production” rather than concerned 
over dangers of occasional overpricing 
of radio parts. 


Sprague Chief Spokesman 
About 40 representative parts manu- 
facturers and a few set manufacturers 


were present at the hearing. Chief 
spokesmen for the parts group were 


FEBRUARY I, 


R. C. Sprague, chairman of the OPA 
Industry Advisory Committee and head 
of the RMA parts division, and 
members of the committee. The set 
manufacturers were represented 
A. S. Wells, chairman of the RMA 
Industry Reconversion Committee 

OPA officials attending included 
Geoffrey Baker, deputy administrat 
in charge of pricing; John S. Clement 
director of the Industrial Mfg. Price 
Division; Arthur Moran, price execu- 
tive for the machinery branch; Richard 
B. Heflebower, economic adviser to 
the deputy administrator; Stewart 
Stranaham, associate chief counsel « 
the machinery branch; Earle Morse 
chief of the electrical section; and 
Peter Franck, economic adviser to the 
division director. 


Labor Costs Up 


Parts manufacturers told OPA that 
actual production costs since V-J Day 
clearly show an upward trend in labor 
rates—contrary to OPA expectations 
They also pointed out that the quality 
of many parts has been upgraded as a 
result of war production experience 
and despite technological advances 
RMA declared that, barring strikes 
and price rollbacks, the radio industry 
is ready for steadily imcreasing pro- 
duction in 1946. The increasing volume 
of radio set prices released weekly 
from OPA indicates, according to 
RMA officials, that many manufactur- 
ers are already in limited production 
and are prepared to go ahead. The 
sixth weekly report in OPA prices 
brought the total number of radios 
priced to about 250. U. S. Bureau of 
Labor statistics reveal, says the RMA 
a wage increase in the radio-phono- 
graph industry over the 30 percent 
being asked by some unions. Average 
hourly earnings in January 1941, in the 
radio-phonograph industry, were 3./ 
cents, whereas in September, 1945, the 
last month reported, the average hourly 
earnings in the same industry were 914 
cents, or an increase of about 43 
cent. 
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Every customer who comes to your counter 
will see this effective wall banner. It tells 
them you’re a dependable, square-dealing 
Raytheon Bonded Electronic Technician — 
and brings them back to spend money with 


you. 


This selling wall banner is only one of many 
carefully designed sales-aids — displays, de- 
cals, mailing pieces, job record cards — for 
you to use in building a lasting, money- 
making radio service business. Bonded serv- 
ice means better customer relations. See your 


Raytheon distributor today. 
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LESMAN” FOR YOu! 






















Another reason why it pays to qualify as 
a Raytheon Bonded Electronic Technician. 




















Excellence tn Elechontcs 


RADIO RECEIVING TUBE DIVISION 
NEWTON, MASS. © NEW YORK © CHICAGO 
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ok S-m-o-o-t-h and dependable, too! Take a 

look at the Duotone line—smooth per- 
formance all the way. Led by the famous “Star” 
Sapphire, completely hand-made jewel tipped 
masterpiece retailing at five dollars, the Duo- 
tone family of quality-tested playback needles, 
DUODISCS and cutting needles offers dealers 
the chance to cover every avenue of profit in 


the recording accessory field. 


% Choose the smooth Duotone line, modern- 
ized through years of research, attractively 
packaged for point-of-sale—and nationally ad- 
vertised. The most complete selection of record 
accessories in the entire industry. Write today 


for literature and prices. 


5 \ WTI 


TONE C MPANY 


‘ 7 799 wey. New a Pe, ee 














THAT BLANK SPACE across the facade is awaiting a sign, which in turn is awaiting 
release of materials needed to produce it. There are running heads across the win. 
dows, though. The store is the new Hollywood Electric Co. in Portland, Ore., recently 
organized by George C. Geddes, formerly with the Portland General Electric Co. 








ARIZONA 


Phoenix—J. Frank Johnson and 
associates have just organized the 
Arizona-Phoenix Electric Co., an 
electrical appliance firm . Authorized 
capital stock is 5,000 shares, no par 
value. 


Tucson—F. I. Buckles has organized 
the Arizona Electric Appliance Co., 
10184 E. Sixth St. 


CONNETICUT 


Among new incorporations in 
Connecticut are the following: 


Norwalk—Nutmeg appliance Co. 
19 R. R. Ave., by J. A. Scherr, 8 
Hillside PL, S. Norwalk. 


Darien—Darien Appliance Co. 180 
Post Rd., by Matthew Fitelson, 24 
Park PI., Noroton. 


Hartford—Lear, Inc.; to deal in 
stoves, cooking and heating devices, 
etc.; capital stock, $50,000, com- 
mence business with $15,000; in- 
corporators: Wm. Burke, Edna C. 
Jefsen both of West Hartford; 
Margaret L. Garvan, Windsor. 


New Haven—Refrigerator Service, 
Inc.; capital stock, $125,000, com- 
mence business with $30,000; in- 
corporators: Kenneth E. Mosley, 
New Haven; Ramon E. Kibbe, 
Hamden; James E. Lockwood, 
Southbury. 


Coventry—L. C. Latimer, Inc.; to 
deal in electrical fixtures and appli- 
ances; capital stock, $10,000; in- 
corporators: Lawrence C. Latimer, 
Eugene W. Latimer, Lorraine K. 
Neumann, all of S. Coventry. 


New Haven—Franklin Appliance 
Stores, 115 Crown St., by Joseph 
Hosen, 38 Femerson St., and Ernest 
Reger, 897 Howard Ave. 


East MHartford—Carleton Radio 
Service, 499 Main St., by H. C. Fung 
and N. W. Funk 39 Daniel St. 


Bridgeport—General Radio Service, 
1062 Barnum Ave., by Leonard V. 
Sullivan. 


New Britain—Hub Radio Co., 436 
Main St., by A. L. Rosenfield, same 
address. 


New Haven—Signal Radio Elec- 
tronic Service, 632 Winchester Ave., 
by Geo. Hugo, 1142 Townsend Ave. 


New Haven—SOS Radio Service, 
97 Farren Ave., by Samuel Beard, 
same address. 


New Haven—Apex Radio Service 
688 State St., by Albert R. Cuozzc 
200 Peck St. 


Hartford — Hartford Vacuum 
Cleaner Service, 426 Woodland St 
by L. B. Hoberman, 416 Woodland 
St. 


New Haven—Colonial Appliance 
Co., 129 Congress Ave., by Thee 
fanis K. Paraskevas, 124 Blake St 


FLORIDA 


Clearwater—Boatner & Smoyer an 
nounce the opening of their show 
rooms at 420. The firm is exclusive 
agent for Hotpoint in the Clear- 
water area. 


Clearwater—H. Blyth Mayers ha 
opened his Clearwater Electric Ap 
pliance Co. at 1703 N. Ft. Harrison 
Ave., with Alyce S. Mayers as his 
assistant. The concern is the new 
authorized Westinghouse dealer in 
Clearwater. 


Quincy—A new B & E (Brewton & 
Edmonson) store recently opened 
in Quincy as one of 25 or more simi- 
lar stores planned for the Florida- 
Alabama area by the firm, whos 
headquarters are at Panama City 


Vera Beach—George Schardt ar- 
nounces the opening of Florida Ap- 
pliances at 1924 S. Dixie Ave. Mrs 
Mable Jones, formerly with the 
South Carolina Power Co., wil 
have charge of demonstrations, an¢ 
Jack Elliott will be in charge © 
service and repairs. 


Green Cove Springs—Davis-Binken 
keimer Laboratories, Inc., has 'e- 
ceived a charter to deal in electrica 
appliances. Authorized capital 
100 shares, par value $100 each. I 
corporators are Guy Statts, Albert 
Ray Davis, D. C. Laird and Harr) 
P. Binkenkeimer. 


GEORGIA 


Vienna—Bridges Radio & Electric 
Shop, operated by Harold Bridges 
recently opened in Vienna. 


Cartersville—Cartersville Plumbing 
& Electric Co. recently opened 2! 
109 Erwin St. and will handle app! 
ances as they are available. E. 
Wells and W. B. Wright are ewner 
of the concern. 


Newnan—Austin & Dyer, under the 
management of James C. Austin an¢ 
Stonewall H. Dyer, is a new reta! 
appliance store in this area. 
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SIGNAL ELECTRIC MFG. CO. 


Offices in Principal Cities 














Macon—William and Frank Culp 
have leased part of a lot on Cherry 
St. between Broadway and Fifth, 
for construction of buildings devoted 
to radio and appliances. 


Albany—Application for a charter 
for Meeks-Hightower Electric Co. 
has been made in Albany, capital 
stock to be $10,000. The concern 
will sell electrical equipment, etc. 
Incorporators are Samuel Allen 
Meeks, Annie Marian Meeks and 
John Allen Hightower, all of 
Albany. 


ILLINOIS 


Roberts—Eugene Beland is repair- 
ing and redecorating a store in 
Roberts which he intends to open as 
an appliance and furniture establish- 
ment. 


New incorporations in II]linois are: 
Chicago—L. R. Appliance Co., Inc., 
134 N. La Salle St.; sale of appli- 
ances and allied lines; 200 shares 
common, p. v. $100. Incorporators: 
Leonard Roth, Elza Roth, Florence 
Glasser. 


Kokomo—The new Southside Appli 
ance Store, at 918 S. Main St., fe, 
tures Crosley refrigerators and 
dios, Thor electric washers ap 
ironers, as well as many other line< 


Fort Wayne—Radio Headquarter 
has opened for business at 134 
Columbia. 


Firms recently incorporated 4 
Indiana are: 
Evansville—Superior Electric 
Distributing Co., Inc., 2325 W 
Maryland St.; 100 shares n.p.v.; jp 
corporators: William V. H. Kirset 
Mary Virginia Kirsch and Ep 
manuel H. Baugh. 


Valparaiso—Harrison-Porter, Inc! 
59 W. Lincolnway; to deal in rr 
frigerators, air conditioning unit; 
etc.; 150 shares n. p. v.; incorpor 
ators: David H. Johnson, Waldo P 
Johnson, Daniel D. Lynch. 


Indianapolis—Sullivan Home Appl 
ances, Inc., 2002 W. Washingto 
St.; 100 shares of $100 p. v.; incorpo 
rators: Austin Sullivan, Ambro 
Sullivan and John K. Ruckelshaus, 








“SINCE YOU GOT THAT WASHER, YOUR BLENDED SCOTCH IS MUCH SMOOTHER" 





Chicago—Radio Service Corp., 433 
E. Erie St.; to service radio and tele- 
vision; 200 shares common, p. v. 
$100; incorporators: A. F. Marthens, 
D. M. Lovell, Emile O. Bloche. 


Zeigler—Johnson Appliance Co., 
Inc.; sale of electrical equipment 
and appliances; 120 shares common, 
p. v. $100; incorporators: Harry L 
Johnson, Addie Johnson, H. 
Stull. 


INDIANA 


Fort Wayne—Herbert Schueler, 
owner of the Schueler Appliance & 
Radio Sales at 2126 Fairfield Ave., 
is opening a second appliance store 
at 126-128 E. Wayne St. in the 
near future. 


South Bend—The Ettel Home Ap- 
pliance Store opened for business 
recently on S. Michigan St., featur- 
ing a complete variety of appliances 
for the home. 


KANSAS 


Kansas City—The Jones Store | 
has opened an affiliate store to carr 
electric appliances at 912-14 Minne 
sota Ave. Luman F. Collins, forme 
general merchandise manager !0 
the Kansas Power & Light Co. 4 
Topeka, Kansas, will be the man 
ager of the store, which has bee 
incorporated as the Kansas Jone 
Store Co. 


LOUISIANA 


New Orleans—Alvin T.  Gibso! 
formerly a superintendent with ! 
T. Odom, electrical contractor, n0' 
is operating his own business at /! 
Dauphine St., near St. Peter, unde 
the name of A. T. Gibson Electr 
Co. 


MASSACHUSETTS 
} 


Lawrence—The L. D. Lane Co., "% 
opened its doors at 89 Essex > 
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ROSLEY is sending these millions of printed 


tem and Master Tone Control to prove that 


Store | salesmen to live and work in the homes of “Hearing is Believing.” 

B to eas prospects, demonstrating Crosley Radio-Phono- The 1946 Crosley line of 19 Radios and Record- 
14 Minne graph Combinations. (Note pictures and cap- Playing Combinations, from newly designed 
is, forme modern table sets to de luxe combinations that 


nager fo 
ht Co. a 
the mar 
has bee 
sas J ne. 


tions to the right). 


These prospects are urged to come to my store 
and YOUR STORE to hear actual demonstra- 
tions of the Crosley Floating Jewel* Tone Sys- 


have everything, tops all previous standards in 
beauty of design, quality of materials and me- 
chanical excellence. 

Crosley hasit! Wise and alert dealers know it! 


ON ONE RECORD! —an actual demonstra- 
tion of the Crosley Floating Jewel* Tone 
System and the Master Tone Control. 
Hearing is believing—and you can hear 
this record at your nearby Crosley 
dealer's store. 


Wy 


NO MORE NEEDLES TO BUY — or change — 
or hear! Floating Jewel* Tone System 
uses a permanent sapphire stylus on 
delicately balanced tone arm. It plays 
on the sides of the record groove—can- 
not dig in (like sharp metal needles) to 
cause scratching, hissing or chattering. 


THIS Crosley Combination Radio-Phon>- 
graph, table model, is one of nineteen 
new Crosley instruments. It is an elec- 
tronic achi _« hanical mas- 
terpiece, in a high-styled cabinet. 
Equipped with Floating Jewel* Tone 
System. *Patented 





-EGROSELEY- 


THE CROSLEY CORPORATION, CINCINNATI 25, OHIO. 


HOME FREEZERS LAUNDRY KITCHEN SINKS REFRIGERATORS « HOME FREEZERS « KITCHEN SINKS AND CABINETS . RANGES + LAUNDRY EQUIPMENT 
EQUIPMENT AND CABINETS RADIOS « RADIO PHONOGRAPHS « FM «+ TELEVISION + SHORT WAVE «. ELECTRONICS « RADAR 
HOME OF WLW —"'THE NATION'S STATION’ 
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This is how today’s manufacturer is 
pointing out his dealers to prospective buyers 


The alert manufacturer aims to stimulate a 
desire for his trade mark product through 
consumer advertising. He turns this desire into 
sales by pointing out in his advertising, that 
his authorized outlets are listed in the Classified 
Section of the Telephone Directory under the 
trade mark of the product. 
That is why you should lose no time in ar- 
ranging to list your business—name, address 
and telephone number— in the Clas- 
sified under the trade marks of the 
advertised products you sell. You cash 


in on the interest and sales possibilities created 
by the manufacturers’ advertising. 

The Classified is the universal shopping 
guide. One reason is it’s so helpful and con- 
venient to the community. It is always avail- 
able to your prospects in homes, offices and 
public booths. 

Call the Business Office of your telephone 
company for complete information about the 
various kinds of representation the Classified 
makes available for your business. Do it now, 
so you will be ready for new opportunities. 
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corner of Newbury, featuring Wes 
inghouse, Crosley, General Electr 
and other lines. Lewis D. Lay 
proprietor, was sales manager ,; 
the Lawrence Gas & Electric ¢ 
His son, William J., will be ; 
charge of installation and service, 


Brookline—Banly’s Inc., has oper 
at 295 Harvard St., with a comple 
line of appiances, including Geney 
Electric, Kelvinator and Bend 
Management is in the hands § 
Harry Levy, formerly with Seay 
Roebuck, Detroit. 


Pittsfield—Thomas J. Conry, forn 
erly with the Western Massach 
setts Electric Co., has opened th 
Pittsfield Electric Shop at 658 Nor 
St., corner of Orchard.  Genenj 
Electric and other lines will 4 
featured. 


MICHIGAN 


Detroit—The Meyer Jewelry G 
Treasure Chest stores of Detroit » 
nounce the completion of extensiy 
plans for opening an electrical aw 
radio division whose importance wi 
be equal to that of the jewelry 
operations. 


MINNESOTA 


Moorhead—Thomas A. Gotschal 
proprietor, announces the opening ¢ 
the Rigel Refrigeration Service ¢ 
609 First Ave. So. Mr. Gotschd 
was formerly with the Valley Ap 
pliance Co. 


MISSISSIPPI 


Jackson—Nelson Appliance & Tir 
Co. opened recently at 125 S. Lam 
St., with Walter B. Nelson as 
eral manager and Sidney Chilton 
sales manager. 


MISSOURI 


The Missouri state secretary ha 
issued the following charters of 
corporation: 


Rolla—Dunlap Electric Co., 10071 
Pine St.; to sell, repair and servit 
appliances, etc.; 100 shares 

p. v. $100 each authorized, co 

mence with $7400; incorporate 

William P. Dunlap, Lloyd L. He 
man, E. Boyd Dunlap, Mary 

Herman, all of Rolla, 


St. Louis—Rupprecht Bros. App 
ance Corp., Suite 815, 418 Olive; 
deal in household appliances 
allied lines; 150 shares p. v. 9! 
each authorized commence wit 
$5000; incorporators: George W. 
Rupprecht, A. G. Rupprecht, J. & 
Poe, Charies Perry Schafer, all 0 
St. Louis. 


St. Louis—Euclid Sales & Servitt 
Inc., 414 Westrick Pl., Kirkwood;! 
deal in appliances, machinery, ett; 
1000 shares p. v. $100 each author 
ized; commence with $500; incorp 
rators: E. E. Warner, Kirkwood; 
R. A. Trippeer, Roy M. Scott, bot 
of Memphis, Tenn. 


NEW YORK 


New York City—The Gem Accé 
sories Corp. has opened a ret 
appliance store at 224 Fifth Ave. ' 
sell leading major and traffic app! 
ances. The store is under the m@ 
agement of B. S. Lipson. 

Buffalo—Jules Braasch, 


leased space in the new Teck The 


ter Building on Main St. for # 


electrical appliance store. 
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_ J , J es GREAT REFRIGERATOR you're looking at is not a “coming- Exclusive 
, all at , ” 4 
in-the-future” model. —— 
& Servic) It’s a brand-new 1946 model! Butter-Conditioner! 
rkwood; t 
inery, 7 And it’s one you can show your customers . . . make delivery 
ich author “ee” : “ NOW 
: incorpe on... and (this is important) get good hard cash for, NOW. Special compartment keeps butter | 
ong You've never in your life sold a better refrigerator than this at exactly the degree of spreading 
G-E B7. It’s got beauty ... style... and a raft of features women softness desired. Holds a full 
will go for in a big way. pound. What a sales-maker! 


Remember, more women prefer G-E Refrigerators than any 


- — other make. And the big reason is dependability . . . dependability . 
th “Ave! that comes from the G-E “sealed-in-steel” unit. That famous 6-F Refri erators 
raffic appl unit—made more efficient than ever—is your big selling point. \ 
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. For further information, see your Distributor. General Electric ‘ . 
Herbet Co., Appliance and Merchandise Department, Bridgeport, Conn. WES COR Ser aa 
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Myron was Mad about Music 
«Cash Register Music! 





The KitchenAid Overture—from the great work by that name, Mixer Model 
3-B—is his specialty. A popular favorite! 


“£ 








A veritable masterpiece, a request number everywhere—KitchenAid Mixer 
Model K4-B. for those who want the finest. 


ya 
(oo 


G 


And to fill out the chorus—a full line of attachments and the KitchenAid 


electric coffee mill, for freshly ground coffee in any grind. You can make music 
like Myron! 


WHY kircuenAw Sets: bigger, huskier, more striking in appear- 


QF ance—more power without power boosters to handle every | 


job including all attachments—exclusive Planetary Mixing Action 
—10 speeds—power hub for attachments at front of mixer. 


HOW KircHENAID SELLS: two mixers, two coffee mills, a complete 
ga range of sixteen attachments all engineered and guaran- 
teed by the leading manufacturer of commercial mixers—nationally 
adv ertised—competitively priced—sold through recognized dealers 
only at full margins. See your jobber today, or write. 


“Kitchen Aud 


The Hobart Manufacturing Co. * KITCHENAID Division + Troy, Ohio 
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Cheektowaga—A certificate of part- 
nership has been filed for Hawro 
Appliances, 1067 Walden Ave. Part- 
ners are Walter S. Hawro and John 
C. Hawro. 


The following are recent New 
York incorporations: 
New York City—Milmar Appliance 
Parts & Service Corp.; electrical 
equipment; 10 shares n. p. v. stock; 
incorporators: George L. Firestone, 
Doris Balmith, J. A. Gettenberg, 
1440 Broadway, New York City. 


Brooklyn—Linden Lamps, Inc.; to 
deal in lighting fixtures, etc.; $20,000 
capital in $100 shares; incorporators: 
Sarah Telson, 425 Herzl St.» Irving 
Dreznin, Shirley Dreznin, 124 E. 
95th St., Brooklyn. 


New York City—Esstee Lamp 
Corp.; electric lighting fixtures of 
all kinds; capital 200 shares n. p. v 
stock; incorporators: Jacob Levine, 
975 Walton Ave., Bronx, Sidney F. 
Looker, 240 W. 98th St., Marshall 
H. Rosett, 35 W. 90th St., New York 
City. 

Pt. Washington—Harnett Electric 
Corp.; $1500 in $1 shares; to deal in 
electrical appliances; incorporators: 
Daniel A. Baldo, T. Lee Perot, 
David H. Jackman, 150 Broadway, 
New York City. 
Brooklyn—Daniels Electric, Inc.; 
to deal in electric appliances; capital 
100 shares n. p. v. stock; incorpo- 
rators: Thomas Daniels, Carmen 
Daniels, 180 Fifth Ave., Giovanni 
Ramellini, 374 Livingston St., 
Brooklyn. 

New York City—Handi-Craft Lamp 
& Shade, Inc.; to deal in electric 
lamps and accessories; 100 shares 
n. p. v. stock; incorporators: Sylvia 
Kolber, Samuel B. Seitel, Charles 
Altman, 10 E. 40th St., New York 
City. 

New York City—Milton Radio & 
Appliance Corp.; 200 shares n. p. v. 
stock; incorporators: David A. Last, 
Peter W. Kleinman, Christie 
Kirschner, 270 Broadway. 


New York City—Wagner-Nichols 
Corp.; radios, instruments, phono- 
graphs, etc.; 210 shares n. p. v. 
stock; incorporators: Robert Wag- 


ner, 49 W. 57th St., Nicholas Augus# 
Levinos, 5 W. 63rd St., Selma ¢ 
Florman, 127C Sixth Ave, New 
York City. 

White Plains—Stylecraft Ho 

Equipment Corp.; electrica! equip. 
ment; $20,000 in $100 shares; jp 
corporators: Jerome L Seelig, Caro 
Seelig, 2 Greenridge Ave.; Joseph 
G. Koteen, 300 Main St., Whi 
Plains. 


New York City—Nusonic Corp,: 
radios phonographs, etc.; $20,000 ip 
$100 shares; incorporators: Ey, 
Glaser, Marcus Glaser, 226-07 137th 
Ave., Laurelton; Gertrude Kassin 
135-39 226th St., Laurelton. 


New York City—Blinks, Inc.; deal 
in radios, television, electrical ap. 
pliances; 100 shares preferred, $1 
p. v., 100 shares common, n. p. y, 
incorporators: Henry Goldstein, 
Benjamin Geduldig, Muriel Salinger, 
16 Court St., Brooklyn. 


Mt. Vernon—Silben Appliance & 
Houseware Corp.; 200 shares n. p. y 
stock; incorporators; Stephen 
Brooks, Sol 1. Kroll, Mae Edelman, 
132 W. 31st St., New York City. 


New York City—W ilco Radio § 
Appliance Co., Inc., Queens; 20 
shares n. p. v. stock; incorporators 
Clarence Carlson, 222-24 Unio 
Turnpike, Flushing; Maurice Cas 
telli, 5835 78th Ave., Ridgewood; 
Irving Rolnick, 102-52 63rd Ave. 
Forest Hills. 


New York City—Melrose Record 
Co., Inc., Brooklyn; electric phono 
graph records; $20,000 in $10 
shares; incorporators: Melvin Rose 
601 E. 19th St.. Samuel Leifer 
Aaron B. Silver, 16 Court St, 
Prooklyn. 


New York City—Daylight Fluor 
escent Co., Inc.; 200 shares n. p. ¥ 
stock; to deal in fluorescent fixtures 
incorporators: Max Rosen, 124 
Wheeler Ave., N. Y. C.; Edward 
Kessler, 420 E. 33rd St., Paterson 
N. J.; Saul Goldberg, 1184 Ever 
green Ave., N. Y. C. 





Nh 
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RADIANT WALLS illuminate the dressing room of the Plexiglas Dream Sui 
designed by Rohm & Haas Co. and lighted by Sylvania Electric Products, Inc. 
curved wall contour is covered with Plexiglas which is engraved and printed with 
bold chestnut-leaf design. Fluorescent lamps, recessed at the edges under the pla 
cause it to glow radiantly wherever the paint or engraving has interrupted the norma 
smooth polish of the surface. The transparent plastic can carry light around corne 
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LONG 


LIFE LINE 


of quality 
electrical 
appliances 


i the heating element 


appliances is a proved, foreg: 
the very heart of elelole Mm 1) -.aidiael ame]: 

s also 

of quality 


meeltleliha am 


Nichrome* is made only by 


Driver-Harris gs 


COMPANY 


¢ Cleveland -« Los Angeles 


FEBRUARY 
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NOTHING TO IT is the reaction of Miss 
Mary E. Turner, home service director of 
the Potomac Electric Power Co., as she 
learns to iron a shirt on the new Bendix 
home ironer. Her smiling tutor, Miss Ed. 
wina Nolan, director of the Bendix home 
laundry institute, seems satisfied with 
progress. 


New York City—Veloplast, Inc.; 
capital, $20,000 in $100 shares; to 
deal in household equipment and 
electrical appliances: incorporators: 
Elmer W. Heller, 724 Mador Court, 
Far Rockaway; Boris Schernak, 699 
E. 4th St., Herbert Weiss, 1315 
Greenport Rd., Brooklyn. 


New York City — Rotiss-O-Mat 
Corp.; electrical appliances; 200 
shares n. p. v. stock; incorporators: 
Abraham Cohen, Manning Work- 
man, Rose Elfant, 270 Broadway. 


Syracuse—Grayson’s, Inc.; radios, 
washing machines, electrical appli- 
ances of all kinds; 500 shares n. p. v. 
stock; incorporators: Irving Salkow, 
313 Bruce St., Peter Muserlain, 122 
Grover St., Ann Donlon, 1826 Valley 
Drive, Syracuse. 


Potsdam—St. Lawrence Electrical 
Appliances, Inc.; to deal in appli- 
ances; capital, $15,000 in $100 shares; 
incorporators: Felix F. Shelly, 8 
Garden St., Rufus L. Sisson, Jr. 
26 Garden St., Potsdam; Sol Kaplan, 
208 Main St., Gouverneur. 


New York City—St. Marks Radio 
Sales & Service, Inc.; capital, 100 
shares n. p. v. stock; incorporators: 
Murray Weiss, Florence Silverman, 
Samuel Katz, 305 Broadway. 


Gloversville — Jones - Shoninger, 
Inc.; $20,000 capital in $100 shares; 
to deal in phonographs, radios, elec- 
trical appliances; incorporators: 
Bernard H. Shoninger, Marion B. 
Shoninger, 1213 Pleasant St., Utica; 
Forrest E. Jones, 81 Notre Dame 
St., Glens Falls. 


New York City—Elgin Appliances, 
Inc., Bronx; capital, 100 shares n. p. 
v. stock; incorporators: Abraham 
Sherman, 563 E. Tremont Ave., 
Blanche Sherman, 2805 Sedgwich 
Ave., Anna Goldstein, 749 E. 175th 
Bronx. 


New York City—J.Berzok & Son, 
Inc., Brooklyn; capital, $10,000 in 
$100 shares; to deal in radios, app!i- 
ances, etc.; incorporators: Rubin 
Berzok, Samuel D. Berzok, 643 
Bradford St., Benjamin Berzok, 1336 
E, 19th St., Brooklyn. 
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n B. 9 Easy pare t 


Itica; sell higher unit of sale merchandise. We're telling * . We're shippin® 
Jame your customers to wait... to see the Easy Spindrier 

in action ...to see, to hear first hand the story of 
nces, Easy’s exclusive features. Advertisements like the 
a above are running in American Home, Better Homes 
Ave., § Gardens, Collier's, Country Gentleman, Saturday 
—~ Evening Post, Good Housekeeping, and Woman's 
is Home Companion. Ask your Easy representative 
Son, about demonstration displays, demonstration mate- 
0 in rials, sales training plans and other Easy aids to 
ppili- bigger volume and retail profits. 

Easy Washing Machine Corp., Syracuse I, New York 
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COMPLETE 


Consists of Pulleys 


HELP YOUR CUSTOMERS SAVE MONEY AS 
WELL AS COAL—WHILE YOU RING UP QUICK, 
PROFITABLE SALES BY INSTALLING fp} 


ptutomatic Heat Regulater Sets 


WIN the thanks and lasting good-will of your hand-fired furnace 


customers by saving them extra steps and work as well as fuel. 
\ z 


Not only that, but you assure evenly controlled home heating that 


prevents family colds and illnesses when you install this efficient 


A-P 
furnace firing waste 


—_= 


aa = 
a 


THESE 


THREE 


Automatic Heat Regulator Set that STOPS chance-taking 


UNITS... 


— SAVE FUEL AND CUT HEATING COSTS . . 
ARE QUICKLY AND EASILY INSTALLED LIKE THIS: 


Attach A-P Thermostat to 
nside woll, 4 feet above 
the fire, and 


convenient, easy-to-read setting 


floor. It ‘‘floots 
controls room temperature with 
in 1 Actuvates domper control 
Easy to insta lvory-tone cover 


contains accurate thermometer 


INSTALLATION KIT 


Screws 


< 
Conductor Cables, Staples, Chain 


ond Transformer 


FOR HEATING @ 


PAGE 


Now plece an “‘A-P"" Limit 
Control on the furnace bonnet, 
preventing furnace heat from 
overshooting room thermostat 
Keep Limit 
to ovtside 
for satisfactory sentineling of 
fire 


setting Control 


adjusted weather 


SALES AIDS — Display Cards, 


Colored Presentation Books, Con 
sumer Folders 


Furnished You At Your Request 


Newspaper Mots, 


Finally install the “‘A-P** 


Domper Regulator, and con- 
nect to Room Thermostat and 
Limit Control. Unit is treated 
to avoid rusting from summer 


basement dampness. 


PRODUCTION AND DELIVERIES 
Keep fully 
stocked to serve your customers 
promptly 


now in full swing 


AUTOMATIC PRODUCS COMPANY 


2400-C No. Thirty-Second Street, Milwaukee 10, Wisconsin 
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AIR CONDITIONING 


© REFRIGERATION 





HIGH PRESSURE: Miss Marguerite Reinhart, director of the Universal labora. 
tory for modern living, shows Ada Bessie Swann, Woman's Home Companion, and 
Mildred Nichols, writer, the new “Minute-Savor" pressure cooker which is being 


manufactured by Landers, Frary and Clark. 











New York City—Sunset Appliance 
stores, Inc., Queens; to deal in 
radios, radio equipment, electrical 
supplies; 200 shares n. p. v. stock; 
incorporators: Harry Kwestel, Rob- 
ert Fishel, Esta Wainland, 261 
Broadway, N. Y. C. 

New York City—Electro-Lite Ap- 
pliance Co., Inc., Bronx; electric 
appliances; capital $10,000 in $100 
shares; incorporators: Joseph R. 
Cozell, Rose Cozell, 361 E. 158th 
St., Salvatore T. Di Grande, 373 E. 
157th St., Bronx. 


New York City—Mooney & Sieber, 
Inc., Queens; radios, television sets; 
200 shares n. p. v. stock; incorpo- 
rators: Irving I. Brandwein, hilip 
Leavitt, Florence Weinstein, 170 
sroadway, N. Y. C. 


New York City—Jastrow Electrical 
Appliance Co., Inc., Bronx; capital 
$20,000 in $100 shares; incorpo- 
rators: Morris Jastrow, West Mos- 
holu Parkway, Samuel Jastrow, 1925 
University Ave., Bronx; Emmanuel 
Jastrow, 342 8 De Kalb Ave., Brook- 
lyn. 


New York City—Rob-Mer, Inc.; to 
deal in electrical appliances; capital 
100 shares n. p. v. stock; incorpo- 
rators: Robert Zuckerman, 141 
Hayward St., Samuel Zuckerman, 
3250 Coney Island Ave., Morrill 
Kaye, 130 Hayward St., Brooklyn. 


NORTH CAROLINA 


Charlotte—Benson’s Radio & Re- 
frigeration Service, a new Charlotte 
concern, opened for business re- 
cently at 600 W. Morehead St. The 
firm, owned by W. E. Benson, for- 
merly in business in Greenville, will 
handle Belmont radios and other 
merchandise as it becomes available. 


Franklin—The Martin Electric Co. 
of Waynesville has opened a Frank- 
lin branch with J. Frank Martin, of 
Waynesville, and Sidney A. Martin, 
of Asheville, brothers, in charge of 
the new business, which is located in 
the Macon theater building on E. 
Main St. 


Gibsonville—Guilford Supply Co. 
has been incorporated with’ author- 


FEBRUARY |, 


ized capital of $50,000 to operate a 
general wholesale and retail business 
in electrical equipment. Incorpo- 
rators include E. S. Dameron, 
Claiborne Young and Kenneth W 
Young, all of Burlington. 


Durham—Central Electrical Appli- 
ance Co. has been chartered with 
authorized capital stock of $100,000 
to deal in electrical equipment. The 
incorporators are Charles S. Allen, 
H. Satterfield, Jr., and B. W 
Harris, Jr., all of Durham. 


Salisbury—Home Service and Sup- 
plies has been incorporated to deal in 
home appliances and fixtures. 
Authorized capital stock is $100,000 
Incorporators are Joseph D. Shene- 
man, Edwin A. Sheneman, J. F 
Sheneman, all of Salisbury. 


OHIO 


Columbus—The Ohio State Electric 
Supply Co. has been organized and 
incorporated with a capital of 250 
shares n. p. v. common stock. Prin- 
cipals are listed as M. L. Milhoan, 
H. S. Ohlinger and James E. Hale, 
35 E. Gay St. 


Youngstown—Home Electric, Inc., 
has been chartered with a capital ot! 
$100,000 by J. Emerson Davis, Mary 
D. Franko and Charles E. Fish. 


Findlay—With a capital of 250 
shares n. p. v. common stock, the 
Buckeye Electric Co. has_ been 
organized and incorporated with 
W. B. Stowell, R. W. Lashells and 
Burton Zook as principals. 


Dayton — Superior Refrigeratio 
Sales & Service, Inc., has been in- 
corporated with 250 shares n. p. Vv. 
principals being Joe H. Andrews, F 
W. Kinninger, L. M. 
J. D. Chamberlain. 


Freese and 


Toledo—Walter Murray has _pur- 
chased a building at 120 Summit 5t., 
downtown, where he will operate an 
electrical appliance store. 


Cincinnati—Allen’s, Inc. a new ap- 
pliance and radio shop, was incor- 
porated recently by Al Waxman, 
Sam Silverman and Samuel L. Chal- 
fie. The new firm is opening a store 
at 432 Main St. Mr. Waxman, who 
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Casco Heating Pads make more CENTS 
..- because they make more SENSE! 


People pay more when they get more. And when they 













pay more, you make more per transaction. It's easy to trade 
up to the Casco $6.54 pad. No other heating pad in the 
world has all its extra advantages! 






Idon’t have to 
look around any 
more. This is the 
pad for me! 
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The cover’s completely wet- 
proof. The pad can be used 
a over wet packs—even 
washed fo keep if sanitary. 
‘rate a Why not try displaying this 
; a pad-—-plugged in—in a gold- 
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«Se it lightens 


endless chores in the milk shed and the 
kitchen, farm families will be delighted 
with this Rheem Series 700 Farm Elec- 
tric Water Heater. 









































It’s a portable unit designed for use 
where there’s electricity but not neces- 
sarily piped water. The Series 700 plugs 
into regular 110 volt A.C. circuit. Water 
temperature is controlled by thermostat. 



































Added cold water creates pressure 
needed for withdrawing hot water —a 

















guarantee against running dry. 











Use is not limited to farms. The handy 
“700” is also ideal for camps, resorts and 
first-aid stations. Write today to any of 
the Rheem offices below for more details 
on this popular water heater. 




























































































































The Rheem “700” elimi- 
nates drudgery in the milk 
shed ... in the kitchen 


RHEEM 


MANUFACTURING COMPANY 


General Sales Offices 


















































New York . 


San F rancisco . 





Los Angeles ¢ Chicago 

























































will be its manager, is also president 
of the concern, Silverman is vice- 
president, and Mrs. Doris Silverman 
is secretary and treasurer. 


OREGON 


Engene—Rees_ Electric Co. has 
opened at 1194 Willamette St. 


Eugene—Hayden Electric Co., with 
sales and service, has opened at 527 
Williamette St. 


Eugene — Oldfield Electric has 
opened at 846 Olive St., specializing 
in latest appliances and repairs. 


RHODE ISLAND 


Rhode Island has the following 
new electrical incorporations: 


Providence—L. & M. Electric Sup- 
ply Co., East Providence; dealing in 
electrical appliances, supplies, etc.; 
authorized capital of 100 shares 
n. p. Vv. common stock; incorpora- 
tors: Samuel D. Marcuson, Joseph 
Levine and Mary A. Conaty, all of 
Providence. 


Pawtucket—R. I. Appliance & 
Cordset Co.; dealing in wire, appli- 
ances and fixtures; authorized capi- 
tal of 1000 shares n. p. v. common 
stock; incorporators: Mary C. 
Hogan, Pawtucket; Robert A. Coo- 
gan, Jean E. Dittmeyer, Cranston. 


Providence — Phil-Mor Appliance 
Co.; to merchandise appliances and 
electrical equipment; authorized 
capital of 600 shares n. p. v. common 
stock; incorporators: Samuel Tem- 
kin, Jacob S. Temkin and John 
Quattrocchi, Jr., all of Providence. 


Pawtucket — Electric Sales, Inc.; 
deal in household appliances and 
electrical goods; authorized capital 
of 100 shares n. p. v. common stock; 
incorporators: Albert L. Rosen, 
Jeannette E. Pinsonneault, Anita J. 
Mollo, all of Providence. 


SOUTH CAROLINA 


Kingstree—Kingstree Electric Sup- 
ply Co.; to deal in electrical appli- 
ances and fixtures; capital stock, 
$10,000; officers: Philip G. Stoll, 
president and treasurer; Sara S. 
Wallace, vice-president and secre- 
tary. 


Greenville—H. H. Dickson, Inc., has 
been chartered with authorized capi- 
tal of $12,000 to deal in household 
appliances, refrigeration, dairy 
equipment, etc.; officers: Herbert H. 
Dickson, president and treasurer: 
Mrs. Thelma G. Dickson, vice-presi- 
dent and secretary. 


TENNESSEE 


Memphis—A complete one-stop ap- 
pliance and hardware store and fill- 
ing station has been opened at 870- 
884 Linden Ave. at Cossitt Place. 
The firms involved are the Geo. 
Ellis Hardware & Appliance Store, 
and Ellis Tire & Battery Co. 


TEXAS 


Recent electrical appliance con- 
cerns incorporated in Texas are: 
San Antonio—Modern Radio Sup- 
ply, Inc.; a merchandising firm cap- 
italized for $125,000; incorporators; 
Walter R. Retsloff and Celia Retz- 
loff. 


Baytown— Tompkins Appliance Co,: 
merchandising; capital stock, $4,000: 
incorporators: H. A. Tompkins, F. 
R. Higginbotham, E. E. Connor 


Houston—United Electric Supply 
Co., Inc.; merchandising; capital 
stock, $25,000; incorporators: John 
W. Blume, Frank R. McDonald, F. 
G. Matzinger. 


Robstown—Home Appliance & Sup- 
ply Co., one of Robstown’s newest 
enterprises, has been grganized by 
Harman Balzer and H. A. Duke 


WASHINGTON 
Anacortes—The DeRemer Appli- 
ance Store, 1606 Commercial Ave. 
which closed its doors in August, 
1942, has reopened and is planning 
an expansion program. 


Tacoma — Stoker-Lad Co. has 
opened at Division and “I” Sts. with 
a full line of electrical appliances. 








HIGH - ALTITUDE SHAVING will be 
commonplace when all ships of the Pan 
American World Airways System are 
equipped with Sunbeam Shavemasters 
like the one that Henry Spencely is hand- 
ing stewardess Mercedes Rodriquez of 
the airline's Atlantic division. Sunbeams 
are slated to be standard equipment. 





WEST VIRGINIA 


Princetown—C. Ed. Jones, formerly 
with the Appalachian Electric 
Power Co., has opened a general 
electric appliance store at 1147 Mer- 
cer St. 


WISCONSIN 


Sheboygan—Borsse’s Central Radio 
& Supply Co., a new radio and ap- 
pliance outlet, has just opened for 
business here under the management 
of Carl Borsse. 


CANADA 


Armstrong, B. C.—The Armstrong 
Electric Shop has been opened in 
the Murray Block under the man- 
agement of Audley File, and will 
carry on a radio and small appliance 
sales and service business. 





Richardson—North Texas Appli- 
ances, Inc.; merchandising; capital 
stock, $10,000; incorporators: 
Charles H. Hill, Jr., Jean Hill and 
Charles Knorr. 
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Armstrong, B. C.—Cyril and Peter 
Smith and Colin Lefroy have opened 
their new electrical store, and intend 
to feature both the sale and servic 
of appliances. 
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EVERY SINGLE PAGE 


A Magnetic Attraction 


Here and there, every magazine scores its read- 
ership highmarks. But for consistent intensity of 
interest — page after page, cover to cover — that 
carries through editorial and advertising pages 


alike, count on Sunday Pictorial Review. 


In the new Daniel Starch study of P. R. reader- 
ship, you'll actually find the ads rivaling top 
editorial features. Think of it— every editorial 
feature attracts from 62% to 91% of readers, 
both men and women — every page ad stops from 
58% to 79%. 


That's the kind of assured pulling power your 
copy acquires when you put it in P. R.—the sup- % 
plement that was built from the beginning to win 

record readership —the supplement that record I \ 
readership has built in a year and a half into y/ {| 


one of America’s most potent media. 


Call Hearst Advertising Service today for the 


whole story of this eye-opening new study. 








SUMMAY y | 


REVIEW 


covering 5% million families in 10 major markets 
through the Sunday Issues of: 


P 


New York Journal-American Detroit Times Los Angeles Examiner 
Baltimore American Chicago Herald-American San Francisco Examiner 
Pittsburgh Sun-Telegraph *Milwaukee Sentinel Seattle Post-Intelligencer 


+Boston Advertiser 
.(*Milwaukee Sentinel represented individually by Paul Block & Associates) 


Represented nationally by HEARST ADVERTISING SERVICE +Starting April 7, 1946 














New Firms Add to Portland, Ore., Business 


EASY T0 LOOK AT... 
wand 
EASY 10 SELL! 


; oo 
he,” ize ; 
- 5 £ ae . 
; bane ei SYS, w 3 ss 
ee : 7 


ion Bs ret oe: . i ar De cade 


* HE new TOP LINE appli ‘5 : Above, you see the store front of the Gross Electric Co., a Portland, Ore., firm which 
- ance line for 1946 1s easy ss Ng is a new business as far as domestic appliances are concerned, having been active in 


on the eyes! The attractive commercial and industrial construction work. Below is their brand new interitor. 
appearance of these new 
water heaters, irons, fans 
and churns will attract cus- 
tomers into your showroom 
and build profitable sales 
for you! 
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ELECTRIC 
WATER HEATERS 


ELECTRIC CHURNS ATTIC FANS 


Orders are being scheduled for delivery as fast 
as conditions permit — churns beginning in 


March, other items during the second quarter. Another Portland appliance newcomer is Harold Kelley, who has opened his Appliance 


Center as successor to H. A. West Co. What it looks like from the outside is shown 
above, and some of what the inside offers is shown in the view given below. 





TOP @LINE 


APPLIANCES 


TENNESSEE VALLEY 
ASSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 
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\— Are STOKOL Prospects” 


Stokol blankets the stoker market! There are models —_ pendability. It will pay you to investigate 
for all sizes of homes, using all types of coal. Bin _— the Stokol profit opportunities for you as 
feed or hopper installations are available. There | a dealer in your market. We invite you 
are commercial and industrial types. Practically | to mail the coupon today. Stokol Stoker 
everyone who heats with coal is a Stokol prospect. Company, Inc., Indianapolis 7, Indiana. 
That’s why we say—Most Stoker Prospects Are 
STOKOL Prospects! And that’s just one of the big 
reasons why the Stokol dealer franchise is one of 


STOKOL GB STOKER CO., INC; 
the best in the business, and why Stokol is one of | 1145 E. 22ND ST., INDIANAPOLIS 7, IND. 
the leaders. Another is the long list of Stokol selling | Gentlemen: Send details of Stokol profit possibilities for 
features. Beauty, convenience and safety are com- a ae 


bined with rugged efficiency and engineering de- : ae 


ADDRESS_ 








! CITY 


Act Now—Clip and Mail Coupon Today! # 
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"tl Ce i a ? 


The Nentbor il Feature in 
Every Radio 





DEALERS EVERYWHERE—after critical inspection 

and comparative tests—readily agree that the new 

G-E Radios have excellent performance, sales stimu- a j Devic 
lating appearance and outstanding value ... all in- ae No. 


stantly apparent to every prospective purchaser. ee 7 


PLANNED-IN-ADVANCE PERFORMANCE 
—that’s what is back of every new radio 
General Electric makes. Every manufac- 
@ MODEL. 226—Redic-Phencarch. 7 turing procedure, test and inspection is 
bes, includi ifier; i . 
ae auaiied onl ieeeeis tei planned and measured in terms of better 
12" Dynapower s er, tone control; x 
emazing new G-E Electronic Reproducer. over-all performance. Examine any of the 
aderwriters’ approved. 
new G-E Radios and you, too, will be 
convinced of their real superiority. For 
complete information, see your nearest 
G dio Distri : @ move 254—¢ tube, AC-DC and Battery 
- . Stan Cast 4 t- 
E Radio Distributor or write today to teres tod for approx 350 beers of 
the Electronics Department, General Piaderwriters approved at small exts 


nderwriters’ approved at s extra cost. 
Electric Company, Bridgeport, Conn. 


LEADER IN RADIO, TELEVISION AND ELECTRONICS 





@ MODEL 321—6 tubes, AC-DC; standard 
broadcast band, tone control; electric push 
button tuning; handsome Multi-weave 
speaker grille. 


AME 


4 


ee Devi: ‘ 
@ MODEL 101—Deluxe , ger- 
5 tphe. AC -DC; stand- Pe ’ @ MODEL 530 Compass 5 tube, AC-DC; Ray 
ard broadcast band; § aii? eee standard broadcast band; G-E Alnico 5 ' 
ope sieco melded ivecy lee. " - tian speaker; one-piece molded ivory plastic Sellin 
plastic cabinet; hand- i . : peaks cabinet. Underwriters’ approved. cae 
some Multi-weave 2 a sink 
speaker grille. Under- : if 


waters appeared, @ MODEL 103—Deluxe 5 tube, AC-DC; 
standard broadcast band; solid mahogany 
ee handsome Multi-weave speaker 
grille. Underwriters’ approved. 


GENERAL (& ELECTRIC 


178-82 


PORTABLES + TABLE MODELS + CONSOLES + FARM SETS « AUTOMATIC PHONOGRAPH COMBINATIONS «+ TELEVISION 
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TOASTSWELL Toasters 


The Toastswell Co., 620 Tower Grove 
Ave., St. Louis, Mo. 


Device: Automatic 4-slice toaster, No. 
444-46 and automatic 2-slice toaster 
No. 22246. 

Selling Features: 4-slice toaster toasts 
4 slices of bread on both sides at 
one time—ideal for larger families; 
silent accurate clock and thermostat 
control; double silver contacts can 
be used on ac. or d.c.; Mica ele- 
ments, Nichrome ribbon; wavy 
guard wires help eliminate white 
streaks; no pre-heating’ required; 
single lever control; automatically 
cuts off current; automatic bread 
release for toast inspection; remov- 
able bottom plate for easy cleaning; 
chrome finish, Bakelite trim; 2- 
slice toaster has same features as 
4-slice model. 

Electrical Merchandising, February 1 


1946. 
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board of sink cabinet equipped with 
rack of removable drawers facilitat- 
ing cleaning and storage; one com- 
partment has a bread or cutting 
board, and the right hand drawer is 
linoleum lined for cutlery; utility 
cabinets designed to accommodate 
brooms, clothing and other items 
are equipped with hooks and 2 
permanent shelves in upper section. 


Electrical Merchandising, February 1, 


1946. 
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APEX Automatic Washer 
Apex Rotarex Corp., Cleveland, O. 


Device: Automatic washing machine. 
Selling Features: Employs a “bounc- 


ing basket” for cleansing clothes 
through a 4-cycle process of wash- 
ing, rinsing, drying and fluffing; 
clothes are inserted through a top 
opening into a perforated aluminum 
and magnesium basket which is 
equipped with a series of smooth, 
rounded baffles; when machine is in 


vary temperature of water from 130 
degs. for fast-colored cottons to 100 
degs. for woolens; rinse water is 
automatically maintained at 100 
degs.; usual load is 8 lIbs.; water 
balancing action automatically com- 
pensates for any out of balance load 
in cleansing basket rendering the 
washer free of vibration and travel, 
and a “plug-in” appliance the manu- 
facturers claim ; unit rests on 
hydraulic “feet” which operate as 
an automatic self-levelling device; 
an automatic cut-off switch on lid 
stops all action when the lid is 
lifted during operation, and the 
cycle is resumed when lid is re- 
closed; modernistically and func- 
tionally styled by Dave Chapman 
—254 in. square and_= standard 
kitchen cabinet height ; white enamel 
cabinet with interior lighting. 


Electrical Merchandising, February 1, 


1946. 

















PRESTELINE Ranges 


Pressed Steel Car Co., Domestic 








FRIGIDAIRE Water Heater 


Frigidaire Div., General Motors Corp., 


Dayton, Ohio 


Models: Upright models in both 


double and single heating units with 
capacities of 32, 40, 52, 64 and 80 
gals.; and a 30 gal. single unit 
table top model. 


Selling Features: Upright models in 


single and double units are 57% in. 
high in all models from 32 to 64 
gals.; the 80 gal. unit is 718 in. 
high; specially constructed Radian- 
tube heating units are immersed di- 
rectly in water for speedy heating 
and are designed in shape of sickle 
so that as the heating expands and 
contracts any scale found on units 
falls off and drops to bottom; other 
features include a hot water trap; 
spun-glass insulation of more than 
3-in. thickness; cold water baffle 
plate ; galvanized steel tank enclosed 
in rust-proofed steel shell; white 
baked enamel finish with black enam- 
eled base. 


washing phase of cleansing cycle, ‘oe — ae aoe ee 

basket bounces vigorously but does - icago, Ill. Electrical Merchandising, February 1, 
not revolve, but the clothes do re- Device: Presteline ranges. 1946. 

volve slowly as they are tumbled Selling Features: A selection of 3 top- 
















AMERICAN CENTRAL Kitchen 


American Central Mtg. Corp., 
Connersville, Ind. 


Device: American knee-comfort, fin- 
ger-tip control kitchen designed by 
Raymond Loewy. 


Selling Features: Receding fronts of 
sink and base cabinets permit house- 
wife to sit comfortably to do chores ; 
finger-tip control of cabinet doors 
by double-acting, easy-swinging, 
spring hinges; handles except those 
on base cabinets have been elimi- 
nated, doors and drawers are opened 
by means of recesses in bottom of 
iront panels; bonderized, welded 
steel cabinets; heavy ply battleship 


and turned by the baffles, at the same 
time being bathed by geysers of sudsy 
water spurting from bottom of bas- 
ket; rinsing is accomplished through 
alternate use of the bouncing action 
and a spinning action three times in 
the rinsing cycle; for damp drying 
the basket revolves for 5 minutes 
at 600 rpm, at the end of which the 
basket reverts to its bouncing action 
to gently “fluff” the clothes; entire 
cycle takes 17 to 25 min.; adjust- 
able thermostat permits operator to 


burner arrangements are available: 
a 3-burner and deep-well cooker 
unit grouped on right-hand side; 
an arrangement dividing 2-burners 
on left and 1 burner and deep-well 
cooker on right; or 3-burners and 
a deep-well cooker in line at rear of 
stove; 7-heat units are controlled by 
switches set in a recessed panel at 
front; top of range is illuminated by 
15-watt fluorescent lamp; large oven, 
17 x 17 x 20 in. accommodates extra 
heavy baking and broiling facilities; 
automatic pre-heating feature : 
boiler is at top of oven instead of 
underneath; automatic oven light 
turns on when oven door is opened; 
9 rack positions; aluminum barbecue 
pan has special 3-position adjustable 
aluminum broiling racks; automatic 
selector switch makes oven, deep- 
well cooker and appliance outlet 
fully automatic. 

Large storage compartment, 163 x 
203 x 21? in. with adjustable shelves ; 
small storage compartment for 
dishes, pot lids, covers, etc. 


v 


G-E Select-O-Switch 


General Electric Co., 1285 Boston Ave., 


Bridgeport, Conn. 


Device: Time-switch clock. 


Selling Features : Turns appliances on 


or off for pre-selected intervals over 
any 12-hr. period; 48 selection keys 
on ivory dial—each key controls an 
appliance for a 15 min. interval, 
thus, “if the timer is to operate 
from 8 to 8:30, the key opposite 8 
together with the one to the left 
should be pulled out. After they 
have done their job they are auto- 
matically reset to their ‘off’ posi- 
tion.” 

Self-starting, requires no winding; 
sealed-in-oil mechanism; 110-125 
volts, 60 cycles; a.c. enclosed in 
mottled chestnut plastic case 6% in. 
wide, 5 in. high, 3 in. deep. 







linoleum counter-top work surfaces ; 
Porcelain enamel sink; right cup- 


Electrical Merchandising, February 1, Electrical Merchandising, February 1, 


1946. 1946. 
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IMITATIONS are very flattering 
but there's only one ORIGINAL! 
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Slectresteem ? 


PORTABLE STEAM RADIATOR 
eon OO RE 


A MASTERPIECE OF PRODUCTION 


ann a 660t-Seller too: 


The enviable reputation of Electresteem 
is based on years of trouble-free performance. 
Thousands upon thousands of folks 
enjoy “steam heat from a wall plug” 
. without any service worries. You 
can sell Electresteem — the original 
portable steam radiator — with con- 
fidence. There’s nothing “just like it!” 














GET ON THE 
PROFIT BEAM 














ELECTRIC STEAM RADIATOR CORP. 


DETROIT 8, MICHIGAN 


Another Slectresteem Best Seller 


WARMS baby’s bottles <=> 


BOILS egg or potato 
HEATS boby’s food 


VAPORIZES for colds 


Easy to use; shuts off 
avtomatically when water 
evaporates. Exclusive 
“‘Longlife’’ heating ele- 
ment. Sanitory, can be 





washed with the dishes 








APPLIANCE 


NEW PRODUCTS 


WESTINGHOUSE Laundromat 


Westinghouse Electric Corp., Laundry 
Equipment Dept., Mansfield, O. 


Model: B-3 Laundromat automatic 
washing machine. 

Selling Features: Fills itself with 
water, washes, rinses, spins clothes 
practically dry, cleans and drains 
itself and shuts off automatically ; 
white, with black trim of synthetic 
enamel baked-on steel; new vibra- 
tionless machine is 36 in. high, 31 
in. wide; holds 9 lbs. clothes dry 
weight; look-in door of heavy heat 
resisting glass; plastic temperature 
dial is adjustable for any water 
temperature from 60 to 160 degs.; 
plastic time dial adjustable for any 
washing time; automatically pro- 
tected against overload by a “Silent 
Watchman” thermostat; heavy-duty 
+ h.p., 115 volt, a. c. motor, operates 
a 2-speed transmission drive; equip- 
ped with one hot-water (red) hose, 
one cold water (black) hose and 
one drain hose. 

Electrical Merchandising, February 1, 
1946. 


SILENT BREEZE Fan 
Holcomb & Hoke Mfg. Co., 
Indianapolis, Ind. 


Device: Silent Breeze ventilating fans 
for homes, hospitals, schools. 


Selling Features: Available in 4 sizes, 


30, 36, 42 and 48 in. diam. with a 
delivery of from 7,000 to 21,000 
CFM; 4, 4, 4 and 2? hp. motors. 
An automatic outlet shutter is com- 
monly used in conjunction with a 
wall mounting installation and 
should be mounted at least 4 to 
6 in. from face of fan; shutters open 
automatically when fan starts and 
close when it stops; Automatic 
ceiling shutter can be used in place 
of a ceiling grill in the suction box 
installation. 4 blagles; suitable for 
wall or floor mounting; rigid angle 
frame, all welded, no bolts or rivets ; 
silent V-belt drive adjustable by 
sliding motor on base. 

Electrical Merchandising, February 1, 
1946. 


BENDIX Dryer 


Bendix Home Appliances Inc., South 
Bend, Ind. 

Device: Bendix automatic home dryer 

Selling Features: Featuring less wear 
on clothes, faster drying, direct ex- 
haust, larger load and temperatur: 
control ; available in 2 models—elec- 
tric and gas; each with a capacity 
of 18 lbs. wet clothes; automatic 
regulator provides drying to the bone 
dry stage or damp dry ready for 
ironing. 

Electrical Merchandising, February | 


1946, 


GILBERT Mixer 
The A. C. Gilbert Co., New Haven, Conn. 


Device: B-155 Whirlbeater all-pur- 
pose mixer. 

Selling Features: Mixes, whips, beats, 
stirs; fingertip control on-and-off 
switch on mixer; specially designed 
agitator pulls ingredients downward 
into mixture preventing spilling; op- 
erates on a.c., 110-120 volts ; smooth, 
chip-resistant casing, stainless steel 
beater and shaft; light-weight, easy 
to handle; special wall hanger. 

Electrical Merchandising, February |, 
1946. 











HEDGEMASTER Hedge 
Trimmer s 


Kaufman Mfg. Co., Milwaukee, Wis. 


Device: Hedge trimmer. 

Selling Features: Double action blades 
—both blades move in opposite di- 
rection to each other—the forward 
stroke of one blade being balanced 
by return stroke of other blade; will 
not stall when cutting heavy stalks; 
duo-position cutting head may be 
locked in 2 different positions; Unt- 
versal type motor for a.c. or d-c.; 
has 10% in. cut; weighs approx!- 
mately 5 Ibs.; can be supplied with 
74 in. blades for continuous heavy- 
duty trimming. 

Electrical Merchandising, February | 
1946. 
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DESIGNED FOR QUICK “PACKAGED” 
SALES IN DEPARTMENT, FURNITURE 
AND LARGER APPLIANCE STORES. . 


Kitchen-Kraft Steel Kitchens are built by a company long 
known as a maker of superior electric refrigerator cabinets. 
This experience is reflected in the expert construction 
and fine finish of these steel kitchen units. 


Kitchen-Kraft's unique merchandising program permits a 
maximum return to department, furniture and larger appli- 
ance stores. Send for complete information today. 


Reconversion is complete at the Midwest Mfg. Com- 
pany plant. Shipping schedules will depend upon 
our receiving steel sheet from the mills. 


MIDWEST MFG. COMPANY 


GALESBURG, ILLINOIS 
Sales Offices: Chicago—911 Furniture Mart; New York—206 Lexington Ave. 





ELECTR 


APPLIANCE 


NEW PRODUCTS 


BARBROOK Fan 


The Shreveport Engineering Co., 
Shreveport, La. 


Device: 30 in. window fan for office, 
apartment or home. 


Selling Features: Motor with new 
rubber-in-shear mounting makes a 
compact fan assembly only 52 in. 
deep, assuring quiet operation; two- 
speed range delivers 5500 and 3200 
cim; direct drive without gears or 
belts. 

Case, 30 in. square, is finished in 
white enamel; adjustable pipe stand 
finished in white allows any adjust- 
ment in height from 50 to 66 in.; can 
also be mounted in window as a fixed 
installation; an all metal louvre re- 
sembling a venetian blind is avail- 
able as an accessory, when used 
outside the louvre makes the fan 
weatherproof. 


Electrical Merchandising, February 1, 
1946. 


MIRACLE Massagers 


Miracle Electric Co., 36 S. State St., 
Chicago, Iii. 


Models: Ball-type massager No. 140, 


and DeLuxe hand type No. 141. 


Selling Features: Ball-type fits hand, 


gives smooth, soothing vibrating ac- 
tion; 4-in-1 massager—to be used 
ball only, or with 3 attachments; 
weighs only 1 Ib.; a.c. only. No. 141 
DeLuxe massager designed to fit 
hand, giving full use of fingers to 
produce more stimulating action; a.c. 
only, weighs 1 Ib. 

Electrical Merchandising, February 1, 
1946 














BEAUTIATOR Manicurist 


Abar Mfg. Co., 8800 Woodland Ave., 
Cleveland, O. 

Device: Electrical manicurist. 

Selling Features: Small compact, fin- 
ished in ivory plastic with 5 attach- 
ments—a fine emery disc file; q 
cuticle wand; a whisking attachment 
to remove dead skin and 2 buffers, 
one for an oil massage which can 
be used on the hands as well as the 
nails, and a dry buffer to condition 
nails and leave them glassy smooth 
for polish. 

Electrical Merchandising, February |, 
1946. 





CORDOMATIC Reel 


Cordomatic, 1724 W. Indiana Ave., Phil- 
adelphia, Pa. 


Device: Multiple tap Cordomatic reel. 

Selling Features: Has a 25-ft. re- 
tractable extension cord which may 
be drawn to any desired length; red 
and black Bakelite multiple tap on 
case has continuous slot receptacle 
which accommodates up to 6-prong 
type connector plugs; for use with 
a multiple bank of photo flood lamps, 
Christmas tree lights etc. 

Electrical Merchandising, February 1, 
1946 
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v 
MIRACLE Toaster 


Miracle Electric Co., 36 S. State St. 
Chicago, I/II. 

Model: No 210, flip-flop. 

Selling Features: Toasts 2 slices; 
touch of handle lowering sides turns 
slices; a.c.-d.c.; 470 watts; 110-120 
volts; completely enclosed construc- 
tion provides faster toasting ; chrome 
plate finish with black plastic trim. 

Electrical Merchandising, February 1, 
1946 
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A copy will be mailed 
upon request. 
7 Ask for Booklet E1 
= 
ate St., 
We invested this substantial amount in this book about NATIONAL loose leaf binders because 
: tom we believe the correct “housing” for today's catalogs, price lists, sales portfolios and manuals 
110-120 is vitally important. This book will give you all the latest information on binding mechanisms, 
chro materials and designs for such publications. Preliminary distribution has demonstrated that it is 
sm a MUST for the reference files of Sales and Advertising Managers, Advertising Agencies and 


ruary 1, 


all business executives interested in the preparation of books of this type. It is a sure guide to 
efficiency, quality and appearance. 


NATIONAL BLANK BOOK COMPAN 


HOLYOKE, MASSACHUSETTS : 


@ NEW YORK—100 AVENUE OF THE AMERICAS @ BOSTON—45 FRANKLIN STREET 
@ CHICAGO—209 S. JEFFERSON STREET @ SAN FRANCISCO—747 RIALTO BUILDING 
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RETURNED VETERANS AND FAMILIES — 
WANT ECONOMICAL SMALL HOME ELECTR APPLIANCT 


HEATING... WITH 
Tempera’ NEW PRODUCTS 










’ 





























includes a high intensity ultraviolet Z 
germicidal tube, cord and plug: 
available in 5 pastel colors—green, 


a. @ blue, rose, tan and white; easy to 
é install. 
Electrical Merchandising 
19-6. 


CAMCO Table Range 


a Fe ee 











Camco Products Inc., 57 William St., 1 
New York 5, N. Y. 
Device: “Cloverleaf” portable table 
range. i 
Selling Features: Three full-size 
heating units give high, medium € 
and low heat; folds away when not 
in use; plugs into any outlet; auto- d 
matic current cut-off, 2 lower burn- , 
ers cannot operate when range is 
| folded; highly polished aluminum; 
toggle switches throughout; stand- RAILLEY Fluorescent Fixture 
ard size heating elements, high-heat 
top burner supplies 660 watts, cen- The Railley Corp., 6611 Euclid Ave 
ter burner 500 watts and low heat Clevelond, O . 
burner supplies 220 watts; heat re- lias 
sisting Bakelite base on each leg. Device: “Valancia” prefabricated val- 
Electrical Merchandising, February 1, ance fixture with fluorescent tubes 
1946. Selling Features: Fits easily over 
curtains, draperies and/or Venetian , 
blinds; light is reflected upward to 1 





ceiling and downward to curtains, 
providing general illumination and 
creating a pleasant illusion of day- 
light at night; wood frame ivory 
finish; fixture is equipped with 2 
rods—1 for curtains and 1 for drap- 
eries with 4 notches for convenie: 
placement; easy to install and “— 
into nearest convenience outlet. De- 
signed to fit popular window widths 
it is available in 36, 72 and % 
in. sizes; holds standard 18 
fluorescent tubes. 


Serve This Great and Profitable New Market 
By Selling Vaporizing Oil Burner Appliances 
Equipped with Dependable “A-P” Constant 
Level Oil Controls..... 











PERFORM a genuine service for the great army of returning service 
men eager to establish and enjoy modest, comfortable homes for 
their families. Tell them about the convenience, economy, and all- 
around efficiency of heating with vaporizing oil burner space heat- ee 

ers, floor furnaces, and basement furnaces equipped with a depend- a Merchandising, February 1, 
able “A-P’ Constant Level Oil Control that assures uniform home * 

heating eaprsee e* ae es we building customer good-will HANKSCRAFT Bottle 
as well as profitable sales volume! Sterilizer 





















Leading makes of Vaporizing Oil Burn- The Honkscratt Co. Modison, Wis. 






— er Appliances equip their units with the Cea . ie 

Z . Ty ” device f é - r ie sterilize 
— = dependable, fuel-saving “A-P’ Constant No. 872 utemetic bottle stertliser 

Level Oil Control. It is to your immedi- ; " —" ‘ 
Selling Features: Sterilizes 7 baby 
j } ate and profitable advantage to feature bottles and nipples in live steam; 4 
| this efficient equipment that affords oz. eee is poured into base, then 
; . . the sterilizer is plugged into circuit; 
smaller type homes such genuine heating shuts off automatically at end of 

comfort and economy. sterilizing period. 









WRITE for new illustrated Bulletin Electrical Merchandising, February 1, 
describing the ‘“A-P’ Constant Level 1946 
Oil Control with “Magic Pilot.” v 


MIRACLE Coffee Maker 




























Autos 
Illustrated is the “'A-P’’ Model 240 WYP Miracle Electric Co., 36 S. State St. 
Constant Level Oil Control for water Chicago, I/II. 
heaters— equipped with ‘Magic Pilot." : 
The “Magic Pilot’ also is available on Device All-metal automatic coffee 
other model controls for vaporizing burn- maker drip model No 120, vacuum 
er floor furnaces and furnaces, where a model No 121. 
pe Pat > aoe & Gee Selling Features: Thermostat auto- 
matically turns off when coffee | = 


AIR-RAY Germicidal Lamp properly brewed; coffee remains at 


fy uT0 m Al | ( D RO D u as (0 m PA ny Edin Electronics Co., 207 Main St., a ae ae gh he 1" er 






Worcester, Mass. claims; Tel-a-light shuts off when 
2400 North 32nd Street, Milwaukee 10, Wisconsin ©: pt : current shuts off; capacity 6 to 8 
Device: Edin Air-Ray ultra violet cups; no filter required; will not boil 
germicidal lamp Model 100. over; 950 watts, 110-120 volts, a.c.; 
DEPENDABLE Oil Selling Features: Model 100, 18 in. coffee pour through “Miracle 4 
model for use in the home shoots tight fit cover will not fall off; 121 
short-wave high intensity ultraviolet high; 74 in. wide; weighs 5 ibs , 
‘ ; radiation into the circulating air and Electrical Merchandising, February 1, 
A-P CONTROLS ARE DESIGNED TO ELIMINATE SERVICING! the air-borne germs die by exposure; 1946 
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C Ay Fear 


PORTABLE FOOD MIXER 


QEVOLUTIONARY 


Production nears the home stretch... speeding you this new SELLING 

portable mixer with the quality, super-efficiency and POSITIVE FEATURES Hy 
MIXING of the sensational MIRACLE Food Mixer compacted 
into a portable, lightweight model weighing only 3 pounds. 





























Selling points . ». it abounds with them. It fits utensils already 
in a kitchen... use it at stove, sink, table, cabinet top. . . wher- 
ever there’s electricity...its 5-speed, governor-controlled 
A.C.-D.C. motor never needs oiling... operates simply and 
surely. Switch and Speed Selector conveniently placed. 


sis (Positive MIXING 


New, improved, patented stainless steel beaters have 
double beating action; makes mixing 100% positive; 
A they mix, whip, stir, beat or mash both the heaviest 
mand and the lightest batters with equal ease... with full 
power at all speeds. 


The MIRACLE Portable Food Mixer is 
id plug an appliance you can sell with confidence 
.. like all MIRACLE appliances. Your 
jobber can tell you its tremendous sales 
winning possibilities. Call him today. 

















PACKED, IN SELF-SELLING 


THE COMPLETE LINE OF MIRACLE Traffic Builders 
ALSO INCLUDES: 


Toasters Automatic Hot Plates 
‘er 2-Burner Commercial and Domestic Grills 
ate St., Waffle Irons Flour Sifters ' 
Vibrators Carpet Sweepers 


t Wiracle~ 


SLbStA8 7% 
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ount 
your customers 
who count... 











HANKSCRAFT Vaporizer 
The Hankscratt Co., Madison, Wis. 
Device: No 891 major vaporizer. 


Selling Features: Medicant is placed 
in top container and water poured 
into base, turning to steam which 
picks up medicant vapors; a cloud 
of steam can be directed horizontally 
so that a person in bed can inhale 
steam comfortably; when all water 
has been turned to steam, current 
shuts off automatically; Medicant 
container in top prevents medicant 
from mixing with water; easy to 
clean; easy to refill. 


Electrical Merchandising, February 1, 
1946. 





Thousands of people will see radiant heating in 





action for the first time in the homes of House & Garden 


readers. Our surveys show that as far back as 1943, 








39% of our readers had made up their minds to buy it. 


House & Garden’s entering-wedge market is actively interested 
K-M Infrared Ray Lamp 


Knapp-Monarch Co., St. Louis, Mo. 


Device: No 25-500 Infra-Red ray 
} fet) : lamp. 

influences thousands of others through a lifetime of buying. ae 

gh ymis Selling Features: Patented diffusing 

Far-sighted manufacturers are looking beyond the present disc focuses and concentrates heat; 

. ae penetrates deep; portable; highly 

fev ing i LOW s “rs polished bowl with heavy wire 

fever of buying...working NOW for customers who nn hE A swith i 
j av } se active files..cteate » soles base; polished aluminum and frost 

will stay in their active files, create future sales. brown finish: 300 watts: 115 volts. 


That’s why House & Garden belongs in Electrical Merchandising, Feb. 1, 1946. 


in anything to do with better housing, better living. 


It is a group that attracts attention in the community, 


your permanent long-view advertising program. v 


WITT-EEZ Auto Fan 


Wittie Mfg. & Sales Co., 1414 $. Wabash 
Ave., Chicago, Il. 


Device: Auto fan that defrosts and 

i. ventilates. 
“a Selling Features: In winter fan de- 
frosts windshield and windows as 


well as circulates warmth to rear 
en? . rid and expel ke without 
sells America’s entering-wedge market ee ee eee a ce 
- mer ; 3 6-in. rubber blades in stream- 
lined nose piece of motor developed 
for auto use, has minimum battery 
drain and non-radio interference; 
controlled by specially designed 
switch; interchangeable band or 
clamp bracket for all types installa- 
tion. 


Electrical Merchandising, Feb. 1, 1946. — 
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d ix Radio First 


THE MOST SENSATIONAL RADIO 
IN THE INDUSTRY! 


n 








‘uz 4 ee 


ee | = Grill RADIO 


A beautifully-styled, héilogtaaaiany. end 
table, with all the eye-catching sales appeal 
of ultra-fine furniture. 


WITH THE 


4 PWNOM DVL 





Just turn the knobthe Piasiide Diab San ob 
as though by magic and the Real Voice of 
Radio is at your finger tips. Turn it off, and again it 
becomes a smart piece of functional furniture. 







Drop leaf Sheraton end 
table Model 646-A 6 tubes 
{AC-DC) including rectifier. 





i 
f 


i 


py fi 





lf 





Look at a leader—the Bendix Radio original that’s the | Phantom Dial. Here’s the kind of product and thinking 
talk of the trade! It’s the one radio that’s really new— that means store traffic, convincing demonstrations and 
that offers dealers a startling demonstrable feature... extra sales . . . more proof that Bendix builds best . . . 


a natural for any home—for any room. It’s a forerunner _ still another reason why Bendix Radio stands out as 
of a profit-packed line featuring the sensational Bendix — the Franchise with a Future. 


*/ncorporating "'Sans-Arb" plastic veneer 


BUILD BEST WITH BENDIX ... FOR PRESTIGE . .. PROFITS .. . PERMANENCE! 


—=—. 
é- BENDIX RADIO DIVISION PRODUCT 








(B EN DI : 4 R ADIO BENDIX AVIATION CORPORATION — 


SSS BALTIMORE 4, MARYLAND Equipment 


Pat orf, 

















ole us 


AVIATION CORPORATION 














ELECTRICAL MERCHANDISING—FEBRUARY 





1, 1946 











Combination 5A086 


ZENITH Radios 


Zenith Radio Corp., 6001 Dickens Ave. 














mbinat ions fe ature 





6 D030 Table Model 


Selling Features 


ELECTR 






APPLIANCE 


NEW RADIO PRODUCTS 








“Universal” Portable 


light woods—lime-walnut and bisque, 
a bleached mahogany 

lable combinations feature greatly 
reduced bulk and new styling; chas- 
sis specifically designed and engi- 
neered for phonograph record repro- 
luction; available in light and dark 
woods and new plastics in 2-tone 
walnut, white and ebony; other fea- 
tures include improved Consoltone 
circuit; permanent magnet speakers 
using Alnico 5. Top of the table 
model group is the a.c.-d.c. plastic 
and walnut compacts for standard 
and FM _ reception—the latter on 
both 45 and 100 m.c. bands; 3-gang 
permeability tuning and the new 
Zenith 6-purpose tube; built-in pow- 
er-line FM antenna makes it possible 
to receive strong FM signals in 
table models without an outside 
antenna 

Zenith straight consoles feature 2- 
bands of genuine Armstrong FM 
which permits listeners to enjoy re- 
ception on the present 45 m.c. band 
with assurance of continued recep- 
tion on the projected 100 m.c. band. 
These models have slanting dial 
panels, recessed grilles and exotic 
grained wood effects. 

3 new portables—Transoceanic, 
Universal and Global—feature the 
Zenith detachable Wavemagnets 
which provide reception on planes, 
trains, ships and where metal con- 
struction normally prevents good 
listening; all operate 3-ways from 
115 volts a.c. or d.c. or self-contained 
long-life battery. 

Two new radio-phono models for 
the farm market feature new Zenith- 
built motor in the table model with 
the standard Silent-Speed record 
changer; the console combination is 
for users of 32-volt lighting equip- 
ment. 


lectrical Merchandising, February 1, 
1946 








General Cadet 


GENERAL Radios 


General Television and Radio Corp., 
2701-17 Lehmann Court, Chicago, Ill. 


VM odels General Classic, Verwood, 
Cadet and All-American. 
All models, 5-tube 


a.c.-d.c. superhets ; tuning range 540- 
1720 k.c.; in-built antenna; 5 in. 
PM speaker with Alnico magnet. 

General Classic, 15-A5, walnut 
case with rounded top, inlaid 
striping across bottom; ivory or 
brown plastic trim. 

General Verwood 2-A5, blond 
prima vera finish with contrasting 
plastic trim. 

General Cadet, 5-A5, black molded 
plastic with ivory trim. 

General All-American, 3-A5, com- 
bines prima vera, redwood and butt 
walnut with inlay striping and curved 
corners. 


Electrical Merchandising, February 1, 


1946. 








Radio-Phono 55U 


RCA VICTOR Radios 


Radio Corp. of America, Camden, N. J. 
Models: 54B, 55U table, 56X, 56X2, 


56X3, 56X5 table models, 55F bat- 
tery model and 58V and 59VI con- 
sole models, featuring the new 
“golden throat” acoustical system. 


Selling Features: 54B, 4 smaller than 


RCA prewar “Personal” can be 
carried in topcoat pocket; has 4 
newly developed miniature RCA 
Victor preferred type tubes ; camera- 
type construction; chrome trim 
housed in alligator grained plastic 
case, 3% in. high, 44 in. wide, 
6% in. long; weighs only 34 Ibs.; 
tuning range 540-1600 kes. 








































































Table Model 56x3 


55U t ab le mode! radio-phonograph ; 
5 RCA Victor preferred-type tubes, 
including 1 rectifier tube; built in 
magic loop antenna; supersensitive 
electro-dynamic speaker ; AVC; 
straight line dial; automatic record 
changer plays up to 12 records; mul- 
ti-playing needle; 17% in. wide, 172 
in. deep, 10 in. high; walnut cabinet. 

56X,  6-tube model; rubber 
mounted tuning condenser; 5-in. 
supersensitive electro-dynamic speak- 
er; Superhet; extra-large built-in 
Magic loop antenna;  bulls-eye 
pointer; walnut plastic cabinet; 
straight- line dial at angle for full 
vision; 7? in. high, 12 in. wide, 63 
in. deep ; 540-1620 ke range; a.c.-d.c. 

56X2 same as above with ivory 
plastic cabinet. 
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Console Combination 59V/ 


classic modern design, 
spread-vision dial e, 





numerals on maroon; 6 tubes: sy 
8t high x 144 wide x 
7t deep. ac or dc. 

56X5 6-tube ac-dc model had addi 
tional feature of foreign reception 


suniiticdion - foreign band—8900 ~ 
12000kcs on 25 and 31 a short 


battery m rdel can be converte d 





5 tubes RCA Victor 1 
ferred low drain tubes; ’ 


» AB ws battery wit 


we Fl reception a mained 
police broadcasts. 

’, lowboy cabinet of walnut or 
mahogany veneers; 2 


can and foreign; electric pushbut- 














“Personal” Pocket Model 548 
amplifier provides 5 watts maximun 


matic record changer ; 


Chippendale in walnut o 
mahogany veneers; “ r 
changer uses 12-10 in. or 10-12 in 
automatic phonograph; 9- 
amateur, America! 
; automatic electric tur 
; continuous base and treble tone 
controls ; 36 in. high, 35 in. wide, 1/ 
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GAROD Radios 


The Garod Radio Corp., 70 Washington 
St., Brooklyn 1, N. Y. 


console combination. 


Selling Features: _tud 
AC-DC superhet receiver available 
in walnut or ‘ivory plastic cabir 
uses new powerful Alnico “5” p 

(Continued on page 142) 
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DISING 


One of a series of excerpts from the Hotpoint 
library of Planned Electrical Merchandising. 





Refrigerators Home Freezers Clothes Washers 
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@ SELLING is making people want things. In the appliance field, people 
are best sold when actually in the store looking at an effective display. There 
are simple ways to start a display on the right track. One of the easiest is 


to follow the method theatrical producers use in arresting attention: 


Every chorus has a leading lady for us to start looking 
at—even though we may end up thinking a cute chorus 


girl in the back row is far more attractive! 


@ The same principle works in an effective refrigerator display. 

Give customers a place to start looking. Break the classic line-up of 
appliances. Place a refrigerator at each end of the line slightly on an angle. 
This frames the display. Center interest on a middle refrigerator 

by opening the door and pulling out a sliding shelf. Place this 

sign on it: “See how easily this shelf slides.”’ 


Open Speed Freezer door. Pull out a Pop-Ice Tray 
slightly and place sign below it reading: ‘“‘Pop-Ice Tray 
simplifies removal of cubes. Ask for demonstration.” 
High-spot other features with similar signs. 


@ Try the chorus and the leading lady idea for a display that sells for you. 


© 1946 EDISON GENERAL ELECTRIC APPLIANCE CO., INC., CHICAGO 
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AS IN EVERY MASS MARKET 


THE MORE YOU TELL 
HE MORE YOU SELL 


recone DSO OOI 


aus rune. 242,450 


DAILY GLOBE.... 314,009 
DAILY POST.... 399, 574 


A. B.C. ~ Publisher's Statement 6 months ending Sept. 30. 1945 


P. S. Each of the four major circulations above is sold as a COMPLETE UNIT! 





SAY — 
IN S VU BOSTON RECORD-AMERICAN 


=e 
SELL THE ‘‘MARKET OF THE MILLIONS.”” | SUCIDAY ADUGEIISER 


REPRESENTED BY HEARST ADVERTISING SERVICE 
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ELECT APPLIANCE 


NEW RADIO PRODUCTS 


dynamic speaker, slide rule dial: 
tuning knobs and dial in contrasting 
plastic colors. 
6DPY8, “Moderne” console com- 
bination radio-phonograph uses ney 
electronic circuit with 6 multi-pur- 
pose tubes offering efficiency, volume. 
and tonal range of an 8 tube receiver 
AC operation, domestic and overseas 
reception, and “Hide-A-Way” auto- 
matic record changer for 10-12 jn 
and 12-10 in. records. Large audi- 
torium speaker; tone control; and 
a.v.c. Bleached oak cabinet. Same 
model in walnut cabinet is 6DPY9 
Electrical Merchandising, February 1, 


v 


Table Model EC-103 
ECHOPHONE Radios 


The Echophone Div., Hallicratters Co., 
2611 Indiana Ave., Chicago, Ill. 


Models: Table models EC 102 and 
EC 103; table radio-phono EC-300 


Selling Features: All models feature 
a duplex dial incorporating a sepa- 
rate linear band spread scale previ- 
ously used only on communications 
receivers which facilitates short wave 
tuning. 


Table Model EC-102 

EC-102, 5-tube, 3-band, a.c.-d 
ivory, mottled walnut or ebony plas 
tic cabinet. 

EC-103, 5-tube, 3-band a.c.-d 
with polished Honduras mahogany 
cabinet with blonde maple framing 
speaker grille. 

Both models cover standard, short 
wave and international shortwave 
frequencies; tone control and built 
in antennas. 





Table Combination EC-300 
Model EC-300, table model radio- 
phono has an improved automatic 
record changer; plays 12-10 in. or 
10-12 in. records; crystal pickup 
Electrical Merchandising, February 1, 
1946. 
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sepa- 
previ- 
‘ations 
t wave 
; i 
means all-season profits for YOU! 
pla 
.c.-d 
van BEAUTY... Smart crackle finish « Chrome Now SURF offers you a room-conditioning appliance you can 
ay heater grill « Modern-design fan blades , 
Fnet + Separate fan guard. show—and SELL—the year ’round! 
“ STABILITY...7% inch base + Sturdy all- It’s the SEASON-AIR—an efficient heater in winter, a power- 
metal construction ¢ quality materials 
and workmanship. ful fan in summer. Just snap off the heater housing and it’s a big, 


UTILITY... Noiseless 10-inch fan with air 


Saptncmant of $40 as. %. er alate 10-inch fan with a separate fan guard for safety. 


a eT Find out about this beautiful, practical SURF SEASON-AIR. I 
LOW COST... Under $20. Learn what it can mean to you in EXTRA profits! 





G-M Laboratories, inc., 4292 North Knox Avenue, Chicago 41, Illinois 
Gentlemen: Please send me literature on the new SURF SEASON-AIR heater-fan combination. 








My Name 
radio- 




















omatic Store Name 
t a , Street ond No. 
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Handsome —compact—low-priced 


Electric Alarm Clock with the 
BIG NEW FEATURE 


the GONTROL-A-TONE ctorm 


Here’s the compact, smartly styled little alarm clock 
that’s going to give Telechron dealers the selling-time 
of their lives during 1946. 


Telalarm Jr. is an electric alarm clock at a price 
that’s popular, in reach of every pocketbook. It’s silent 
in operation . . . but with the NEW, dependable, pleas- 
ant control-a-tone electric alarm that the owner can 
regulate, loud or soft, so that it purrs or roars . . . just 
as he likes it. What's more, this new, pace-setting elec- 
tric alarm clock has the time-tried, self-starting Telechron 
motor that gives years of accurate timekeeping without 
winding, or oiling, or regulating. 

Telechron is going to tell your customers about this 
marvelous alarm with the biggest, most spectacular 
advertising program ever run on electric alarm clocks. 

It has been in production since December —so get 
set for the biggest electric clock sales in your history. 


Telechron 





ELECTRIC CLOCKS 


WARREN TELECHRON COMPANY + ASHLAND, MASSACHUSETTS 
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BREAKFAST IN THE OFFICE? No, but it makes you hungry to think of the toast 
that this new automatic toaster of the Camfield Manufacturing Co., Michigan, will 
turn out. Admiring the new product are Edward L. Taylor, general sales manager, 
who seems to be having all the fun; Robert H. Lillyblad, partner in charge of engi- 
neering and manufacturing; and Lawrence P. Glasner, assistant sales manager. The 
new toaster incorporates a thermostatic device which compensates for voltage 


variations. 








1,329,000 Additional Farms 
To Be Served by ‘49, REA Estimates 


Annual Report Cites Progress on 
New Lines, Loans, Kw.-Hr. Use 


Electric service will reach an addi- 
tional 1,329,000 farms and rural homes 
by 1949, according to the REA annual 
report to Secretary of Agriculture 
Clinton P. Anderson. The report 
said that the Rural Electrification 
Commission is at the threshold of the 
greatest period of activity in its 
history. 

REA Administrator Claude R. 
Wickard stated in the document that 
on June 30, 1945, there were 926 REA 
borrowers ready with line building 
plans designed to bring electric service 
to nearly a million and one half rural 
establishments. This he said, would 
be the administration’s contribution 
to a five-year program proposed by the 
Department’s Interurban Committee 
on Post-War Programs which en- 
visions service for 3,566,000 rural cus- 
tomers now without electricity and 
involves an investment of more than 
a billion dollars. 


Swamped with Applications 


In May, when the War Production 
Board removed wartime restrictions on 
line construction, REA was swamped 
with applications for loans for new 
lines. Loan allotments during the 
fiscal year totalled $66,156,738, com- 
pared with $31,930,123 allotted the 
previous year. This brought the total 
of REA loan funds allotted since the 
agency was established in 1935 to 
$564,968,184. Pending applications for 
loans on June 30 totalled $225,000,000 
An REA loan fund of $200,000,000 
was authorized by Congress for fiscal 
year 1945-46. 

The report cites as a major develop- 
ment during the year the growth of 
interest among veterans in the post- 
war Opportunities provided by REA’s 
program. Following VE Day, the 
agency began receiving a _ steady 


FEBRUARY 1, 


stream of inquiries from servicemen 
as to the possibility of locating on 
electrified farms and also as to the 
prospects of obtaining jobs with REA 
borrowers or of selling or servicing 
electrical appliances in rural communi- 
ties. 

Another highlight of the fiscal year 
was the action of Congress in reducing 
the interest rate on rural electrifica- 
tions loans to 2 percent and lengthen- 
ing the amortization period from 25 to 
35 years. This will enable borrowers 
more nearly to provide full area cover- 
age—that is, to make power available 
to all potential users in their terri- 
tories, including consumers in isolated 
areas where greater per capita cost 
may be involved in serving them. 

In spite of the fact that most of the 
year’s operations were subject to war- 
time restrictions and shortages of 
material and manpower, electricity 
was contributing so heavily to farm 
production that there was a continued 
upward trend in consumers served, 
energy sold, systems established and 
funds advanced. 


135,000 New Customers 


During the fiscal year. REA bor- 
rowers extended electric service to 
135,000 new rural consumers, bringing 
the total served by REA-financed sys- 
tems on June 30 to 1,287,347. Since 
the REA program began in 1935, the 
number of American farms with cen 
tral-station electric service has grown 
from less than 11 percent to nearly 45 
percent of the total. 

Farms and other rural consun 
served by REA-financed systems were 
billed for a total of 2,066,000,000 kilo 
watt hours of electrical energy during 
the fiscal year, an increase of 9 percent 
over total consumption the previous 
year. The systems’ retail power sales 
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REA ECA Radios and Phono-Radios 
m8 will be available in a complete line 
— a model for every purpose, Each MODEL 101 
a set carries the ECA Radio WAR- rye 
i RANTY TAG of Accurate Per- a 
sthen- formance Rating—an “informa- formance 
25 to tive label” that helps you sell, and 
ers . 
—- builds greater consumer confidence 
rilable in your store. 
terri- 
olated MODEL 105 
oo Other Advantages of the S-tube phono- 
. >: radio, with 
a ECA Radio Franchise es atone 
: ° f 
) war- ¢ ECA Radios are sold direct from {_ Sm _\ yt _ 
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te factory to you © Freight paid to Exclusive ECA Radio | 
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“OUR EAGER BEAVER MUST'VE OVERHEARD THE BOSS 
GRIPING ABOUT STOCKING PROBLEMS”. 


Eliminate appliance-stocking problems 
by ordering locally via GRAYBAR 








You'll probably agree that too many is almost as bad as too 


DISTRIBUTION IS MERCHANDISE 
and Wen 


few, when it’s a matter of stocking appliances or radios in your 
store. But you'll never need to carry large stocks if you form the 
good habit of ordering from Graybar. Soon you'll be able to get 
delivery of the models you want—in the quantities you want—and 
at the time you want them—from the Graybar warehouse near you. 


All appliances and radios that Graybar distributes are products 
of responsible manufacturers who do effective consumer advertis- 
ing. All Graybar dealers can draw freely on the expert help of our 


> ising specialists i > > ining, display, and local 
» & Okie nate beeing merchandising specialists in personnel training, display, 
Manager at Dallas, is one of the Graybar 
pecialist throughout the nation from 
whom dealers get valuable guidance in mer 
g appliances and radios 
ring h quarter century with wu 
Elmblad’s ability has brought him up the . . : : . > ‘ , 
ay age A Be. Re a shows that this combination goes as far as anything can toward 
manag to his p < cin . . 
He claims to be a lumberjack by birth guaranteeing steady, profitable business. 
ut he worked his way through Augustana 
pi gen ey beg ft A postal card or phone call to our nearest office will bring you 
r orld wars, he was a major in the . . ‘ ° e e 
ne” Ait Corps from (42 10 “44 more information. Graybar Electric Company . . . in over 90 princt- 
iblad belongs to the Dallas Electric 


and American Legion pal cities. Executive offices: Graybar Building, New York 17,N. Y. 
4610 


promotion. 


The experience of Graybar dealers throughout the nation 


} 
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during the year amounted to $68,151,. 
594, compared with $59,687,647 ig 
1943-44. 


New Coops Established 


Through the efforts of farmers jg 
unelectrified areas, 39 new coopera. 
tives were established, and qualified for 
REA loans during fiscal 1945, as com. 
pared with 18 the previous year. This 
brought the total number of REA bor. 
rowers to 926. Of these, 832 had lines 
in operation at the end of the fiscal 
year. REA advanced $39,936,068 to 
its borrowers during the year, com- 
pared with $18,478,088 during fiscal 
1944, % bring the total advanced to 
borrowers on June 30 to $427,566,738 


Strong Financially 


In the face of increased wartime 
costs, REA borrowers continued their 
strong financial showing. By the end 
of fiscal 1945, a total of $75,810,771 
had fallen due in principal and interest 
on REA loans. Borrowers had acty- 
ally paid $94,588,561, which included 
$19,274,184 paid by approximately 680 
borrowers in advance of due’ dates. 
Only $453,426, owed by 84 borrowers, 
was overdue more than 30 days. 


Buys War Surplus 


A new service to berrowers during 
the year was the establishment of an 
REA Surplus Property Office, set up 
to assist borrowers in obtaining surplus 
war property. Through the efforts 
of this office, REA borrowers obtained 
about $750,000 worth of property that 
was not available through normal 
channels. 

Other developments mentioned in the 
report include: a rise in the number 
of applications for industrial and com- 
mercial power service; further reduc- 
tions in wholesale power rates paid by 
borrowers to public and private sup- 
pliers; curtailment of the program of 
acquiring certain utility properties; 
and generally successful efforts of bor- 
rowers to secure reasonable assess- 
ments for property tax purposes. 





SLIMLINE LIGHTS SPORTS STORE: 
The American Sporting Goods Co., St. 
Louis, possesses what is described as the 
world's first major slimline fluorescent tube 
installation. Harold Siebens, the store's 
manager, tells W. H. Rademacher, GE 
district sales manager how much he likes 
it. Footcandle intensities are graduated 
from 300 immediately behind the all glass 
front to 45 on and under the rear mezza- 
nine. Executive offices in the re-lighted 
six-story building are equipped with 
germicidal and sun lamps. 
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IS A COMPLETE LINE 


Volume Production « * * Low Cost 


40 YEARS OF 
_ ENGINEERING 
LEADERSHIP 


Advance design, home-decorating beauty, out- 
standing construction — in every WHIRLPOOL. 


From the largest manufacturer of home laundry 
equipment in the world comes today — as for 
40 years past — extra quality and extra beauty 








at volume-production low cost. 





PORTABLE 


1900 “Baby” WHIRLPOOL 
is ideal for apartment use... 
and for families with babies, 
small children. Light in 
weight but sturdy in action. 
Holds 22 diapers, or one 
sheet and pillowcase in 
single load. Wringer detaches 
for storage in small closets 
or when travelling. Six-gal- 
lon water capacity. Height, 
20 inches; diameter, 13. Easy- 
grip handles part of base. 
Bonderized finish. 


Oa oa OF 
—N FP « 
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\ 








IRONER 


1900 Deluxe WHIRLPOOL 
lroner has full open roll. . . 
knee control . . . self-feed- 
ing shoe lip to guide 


clothes . . . thermostatic 
heat control...three-speed 
roll . . . self-adjusting shoe 


of durable chromed steel 
which maintains parallel 
position to roll. 

ee ess 
tuckiway shelves .. . four- 
arm rack... lap shelf... 
skirted legs...arched foot 
rest. lroner converts to 
kitchen table unit when 
closed. 


NIRET 


A 





CONVENTIONAL 


1900 WHIRLPOOL “30” has 
finger-touch wringer release 
bor .. . 8 pound dry clothes 
load capacity . . . three-vane, 
double-wing Surgilator gives 
gentle but thorough agitation 

. . completely welded chas- 
sis . . . streamlined, white 
enameled finish . . . heavy- 
duty, oiled-for-life motor... 
lock-tight casters which are 
self-adjusting to uneven floors. 





A aed VY wale 


The standard agitator wash- 
ing principle accepted by 
housewives for 20 years. 
Complete washing, rinsing 
and extracting . . . with ONE 
dial setting. Fast agitator 
rinse . . . damp drying cycle 
extracts more water than 
wringer. 

Big, WHIRL-O-MATIC 16- 
gallon tub has 8 pound load 
capacity. Rustproofed 
throughout...streamlined for 
beauty with an easy-to-clean 
white baked enamel finish. 

Washes finest fabrics or 
heaviest materials with equal 
satisfaction. 


Coming Soon WHIRL-O-MATIC DRYER 
Fully Automatic 


onpor ation 
wy 
ST. JOSEPH 


ENGINEERS 


MICHIGAN U.S.A. 





———— _ DISTRIBUTORS 


WORLD'S LARGEST MANUFACTURER OF HOME LAUNDRY EQUIPMENT 


SC TRICAI 
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Two Radio Engineers 
Honored by I. R. E. 


Two radio engineers were honored 
for outstanding work by special awards 
at the annual banquet of the winter 
meeting of the Institute of Radio 
Engineers held in New York on Jany. 
° ary 25. 

The PLAN Behind The PropucT! a handsome, 40-year-old, piano. 
playing scientist, Dr. Peter C. Gold. 
mark, inventor of CBS television, was 


J 





TRADE MARK REG. 


7 
Aggressive PROMOTION! 
co & - i 
Distinguished DESIGN! ey py 


the recipient of the Morris-Liebmann 
Memorial Prize. His citation read in 
part, “For his contributions to the 
development of television systems, par- 
ticularly in the field of color.” Dr, 
Goldmark, great nephew of the dis- 
coverer of red phosphorous, was edu- 
cated in the Universities of Berlin 
and Vienna, came to America after 
employment by Pye Radio, Ltd. in 
England, and joined the Columbia 
Broaodcasting system in 1936. Not 
the least of his accomplishments is a 
musicianship inherited from his grand- 
father’s brother, distinguished Vien- 
nese composer Carl Goldmark. A 
talented pianist and cellist, he has 
performed at concerts in Vienna. 
As a Rhodes scholar Ralph V. L. 
Hartley had an auspicious beginning 
to his career. Gray-haired and serious- 
looking, Mr. Hartley was awarded the 














































the NAME WOMEN KNOW! 


Liven housewares sales with VACULATOR — the 
consumer-accepted “best-seller”! FAIR-TRADED 
for FULL profits; backed by POTENT ADVERTIS- 
ING in leading magazines to millions of home- 
makers; BEAUTIFULLY DESIGNED for eye- 
appeal; made with PYREX brand glass; and 
equipped with the new DUTCH clothless coffee 
filter. For the best in coffee makers, feature VACU- 
LATOR—Coffee Maker specialists exclusively! 





R. V. L. HARTLEY 









IN A CLASS BY ITSELF!? 


vy cLotniess 7 2e/ 
DU CH FILTER DISPLAY 
DISPENSER 
STOPS the pros- 
pect; TELLS the 


story; MAKES 
virtually unbreakable. Fits ALL standard the sale! 


makes. It’s R-E-D HOT! 


VACULATOR 


institute’s Medal of Honor which cited 
him “for his early work on oscillating 
circuits employing triode tubes and 
likewise for his early recognition and 
clear exposition of the fundamental 
relationship between the total amount 
of information which may be trans- 
mitted over a transmission system 0! 
limited bandwidth and the time re- 
quired.” Mr. Hartley, Bell Telephone 
engineer and graduate of the Univer- 
sity of Utah, spent three years at 
Oxford as a Rhodes Scholar before 
entering the employ of Westinghouse 
Electric Co. He published a short 
account of the work which has re- 
sulted in his institute award in the 
Bell Laboratories Record in 1926. 
Recovering slowly and doggedly from 
an illness which struck him in 1929, 
he has recently engaged chiefly i 
theoretical studies. 




















The biggest “LITTLE” thing in coffee 






makers! No cloth or paper; can’t pop-up 







or fall-out. Made of sparkling china — 



















CHICAGO 6, U.S.A. 
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Just Listen...to Hear the Difference! 
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winter ONLY STEWART-WARNER GIVES YOU 
Radio 
n Janu. 7 4 WAY POR 
Plano- | yal 
Gold- 
n, was | The proved prewar 
leader . . . now 
| improved to keep that 
| leadership! No wet 
cells! Compact dry 
| batteries can be 
| charged by AC or DC 
| —stops automati- 
cally when charged. 
AND MANY OTHER GREAT NEW FEATURES | Up to 50 hours of 
‘ battery use. 
Here they come! The exciting fulfillment of Stewart- | si iat cine eteempiaeemeilaa 
Warner’s 22 years in building fine radios! _ TABLE 
And what a difference you can hear! Everything We Q-B 
e ' 
that prospects for new sets have asked for, in all- . 
ae new models .. . Strobo-Sonic tone, super-clear re- | Semsfienenn entiiead 
to the ception, and smart, modern styling. Great new | designed - — 
5 - = . . . t it fo A ‘ 
ns, par- features, too, like the Radair Antenna, the Signal | pip lg eae 
. te i : | features cut static pop 
he dis- Sentry, and the new single-control automatic rec- | and crackle . . . give 
as edu- — 2 , 668 ro) 

: ord changer. | you virtually “silent 
Ne | reception! Distant 
Ltd, in Listen to these new sets just once... and you’ll stations come in 
olumbia sfference! sharp and clear. 

5. Not know the differen | Police and short-wave 

its is a j bands! Listen to it! 
grand- i 

| Vien- j 





ee ee Se GOES Ce Ce a a ee ee a ee 
he has CG 2 TASTIC 
"Ve L ew consoLt ite 


Never before has any 

















serious- 
ded the radio in this price 
New beauty of fine cabinet- range offered so much 
making... amazing new ... lifelike tone that 
beauty of tone! All-walnut has depth, wide 
or mahogany. 18th Century range, and revealing 
antiqued brass hardware. fidelity. The peak of 
Spread-band dial. Push- smali-set efiiciency. 
button tuning. Tone control. Beautiful new postwar 
Short-wave bands. Auto- plastic design. 
matic record changer. 
No-lift top. For the first time $jJRIEOOO( OOo — : 2 ~ 
in this range... all the 
desired features of the VN 
most de luxe consoles! aaa, PEND 0 
N DE 
you CA 7 
ae ae 
sh cited 
i llating 
es and ABLE 
ion and We T 
amental | 
amount 
trans- 
~ Mi Tone so real and rich 
lephone you’d expect it only in 
Jniver- a big console! Undis- 
‘ars at torted volume for 
before dancing. Automatic 
ighouse record changer. Sixty 
aa = per cent more 
in the sensitive and recep- 
1926. tive than prewar 
y from models. Just let them 
Be 29, hear the difference. | . 
ey im It’s a new radio 
enpesteaee! | Radio-Phonographs - FM - Television 
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Customers 2/ come 
from Missouri ! 


Customers want to be shown. LH They want to see <5 
feel {9 then buy. (= J}> | 

In Victron Fans they'll see superior styling sid 
feel the smooth lustrous 
finish & in colors ch by emi i 3 
inis <b in colors chosen by eminent artists § buy 
all this plus dependability that’s assured by Victron’s 


long experience. 


It’s a profitable combination for you G so get on 


aan 
board FF plenty ahead of the season. 
There’s a Victron model for every price bracket and need 


of your market. gt Write today! L& 


by top notch designers 4 


MANUFACTURER OF VICTRON DESK AND PEDESTAL “EANS—VICTRON AIR CIRCULATORS—VICTRON EXHAUST 
FANS~VICTRON VENTILATING FANS—VICTRON PORTABLE IRONERS—VICTRON F.H.P. MOTORS 


VICTOR ELECTRIC 


PRODUCTS INCORPORATED 
2950 Robertson Ave. Cincinnati 9, Ohio 


FEBRUARY 





Conlon Corp. Buys 
Control of Moore 


The Moore Corp., one of the nation’s 
oldest gas range, heater, furnace and 
combination range manufacturers, has 
been purchased by the Conlon Corp, 
maker of electric household appliances, 
according to an announcement by 
Bernard J. Hank, Conlon president, 

Mr. Hank will become chairman of 
the board of the newly acquired Joliet, 
Ill., firm which is housed in a factory 
with over a quarter of a million square 
feet of floor space. E. K. Priest, who 
has headed the company for six years. 
continues as president. Louis R. 
Peyla, president of the Illinois Secur- 
ities Co., continues as Moore vice- 
president and director. 


Production to be Doubled 


“Purchase of the Joliet company 
is one of the major steps in the com- 
prehensive expansion program an- 
nounced last year by Conlon,” Mr 
Hank said. He added that manufac- 
turing would be increased and appli- 
ance lines and other products would 
be broadened as the Moore plant was 
expanded to double its production over 
the 1945 level. The present Moore 
setup of distributors and hardware and 
appliance dealers would not be dis- 
turbed, he assured. 

Conlon absorbs in this move a com- 
pany much older than itself. The 
Moore Corp. was founded 88 years ago, 
while the Conlon Corp. had its begin- 
nings in 1913 as a manufacturer of 
ironers and washers. In 1944 it ac- 
quired the heating pad business of the 
Eagle Electric Manufacturing Co., 
New York City. 


Garod Launches 
Advertising Campaign 


The launching of a national con- 
sumer advertising campaign was an- 
nounced recently by the Garod Radio 
Corp. Full line announcement copy 
will begin in February on a schedule 
including the Saturday Evening Post 
Collier's, House and Garden, and Es- 
quire. Cooperative dealer advertising 
is scheduled for newspapers and other 
local media. 





OPENS BRITISH BRANCH: George W. 
Walker, Detroit industrial engineer, has 
opened branch offices in London where 
he will adapt American designs to British 
mass production. He said that Londoners 
need heaters, toasters, vacuum cleaners 
and other household appliances. 
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Vo. Rom 2” Oi 
MADE TO LAST 


Plug design is in simple 
functional lines which char- 
acterize modern traffic ap- 
pliances. Plug and cord are 
molded together for a one- 
piece construction of great 


strength. 


















(Section of cord) 
Flamenol insulation, 
small in diameter but 
high in dielectric 
strength, has smooth 
hard finish which is 
pleasant to touch and 
rich in color. 


G-E FLAMENOL CORDS 


G-E Flamenol Cord Sets are specifically designed to 
please the eye and built to provide trouble-free service. 
The plug is simple in design with finger-tip depressions 
to facilitate insertion and removal of the cord. The in- 
sulation is a tough, durable substance which retains its 


fine finish. 


Built to withstand the absuses of everyday domestic 
use, Flamenol cords are resistant to moisture, oil and 
acids. The plug and cord are molded together, forming an 
integrated construction which can take the constant yank- 
ing to which cords are subjected without pulling apart. 


Flamenol cords are the right cords for traffic appliances 
and portable lamps — they are styled to please and made 
to Last With The Life of the Product. For additional in- 
formation about G-E Flamenol Cords write to Section 
Q265-28, Appliance and Merchandise Department, Gen- 
eral Electric Company, Bridgeport, Connecticut. 


GENERAL ‘i ELECTRIC 
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every step of the way! 
MERIT-MADE 
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factory contains 
complete modern 


CONSTRUCTION 
OF ALL PARTS 


manulacturing 


facilities 
COMPLETE 
ASSEMBLY 


RIGID INSPECTION 
AND TESTING 
PACKING AND 
SHIPPING 
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OVEN 
TOASTING 
DESIGN 





PRESTO-OPEN! 


Just a touch of the button 
opens the doors and auto- 
matically turns the toast. 


Every step in the design and manufacture of Merit-Made toasters is executed under 
That's 
why every Merit-Made toaster is the finest that can be bought at its price. That's 


the watchful eyes of Merit-Made craftsmen in Merit-Made's own factory 


why every Merit-Made toaster is backed up with a l-year guarantee plus a 4-year 


warranty. See the E-Z FLIP-outstanding in beauty and performance at a popular 


price. See your local distributor today 


MERIT-MADE, INC. 
MERIT BLDG. 33-37 FRANKLIN ST. BUFFALO 2, N. Y. 


Canadian Factory: Merit-Made, Ltd., Fort Erie, Ontario 


CREATORS OF 
TKE FAMOUS 


Deeg) 
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The “Reliable Regent’’ Hinged Model 


HOW IT IS MADE 
* Drawn steel shell—triple plated. 


% Cord and plug set of cold mold—for 
higher heat resistance. 


% Improved refractory materials. 
* Detachable hinge cover. 
% Bakelite heat-resistant accessories. 


All at the popular, pre-war price! 


a 


| _— woman who cooks will 
find in BROILKING an amazing 
appliance, the usefulness of which she 
will not realize until she has tried it. 
No other cooking appliance in her 
kitchen will do so much, at so low a 
cost, in so little space, with a mini- 
mum of trouble and inconvenience. 


MR. DEALER, before the war 
BROILKING was a fast-turning, 
profit appliance, sold by the best 
retail outlets in America. Today, 
nation-wide, BROILKING again has 
the call from wholesaler and dealer 
alike. Improved in materials and 
production processes the new “‘‘Reli- 
able Regent’’ model at prewar prices 
is the best buy in table broilers. 





WHAT IT WILL DO * 
Broil a meal for 4 
right on the table! 


Holds 4.6 chops 
whole broiling chicken 


4 fish filets 


12 Sausages o, frankfurters 


9 hamburgers 











EAN OMAN 


AMERICA’S FINEST ELECTRIC table BROILER 


INTERNATIONAL APPLIANCE CORP., 1033 Metropolitan Avenue, Brooklyn 6, N. Y. 
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RADIOS ROLLING: The happy smiles 
of these Bendix Radio executives reflect 
their satisfaction at the increased flow 
of radios from the assembly lines. L. C, 
Truesdell, left, general sales manager, re- 
ceives the first plastic table model to 
come off the Baltimore lines from E. K. 
Foster, production manager, while W. P. 
Hilliard, general manager, looks on. 





Morton Appliance Co. 
Formed, to Make 
Washers, lroners 


The first two products scheduled for 
manufacture by the recently organized 
Morton Appliance Co. are a wringer 
type washer, priced at $89.95, and an 
electric ironer, tagged at $119.95. 

The organization is headed by Mil- 
ton M.*Ohringer, president, and has 
its headquarters in Room 1404, 666 
Lake Shore Drive, Chicago. Mr. Oh- 
ringer said that the two new units 
were shown at the Appliance Exhibit 
of the Housewares Show in Chicago 
and again at the Furniture Market. 
“We're set to go,” he said, “on a 
program not only to sell our appliances 
on a national scale, but to try to pre- 
sell them for the retailer every way 
we can. We will make available point- 
of-sale displays, envelope stuffers, pro- 
motional schemes, window setups, and 
national consumer advertising that’s 
hard-hitting and straight from the 
shoulder.” 

With a national sales organization 
the company is already accepting new 
accounts. National advertising to con- 
sumers is designed to stress the ad- 
vantages of purchasing a foolproof, 
standard medium-priced washer : econ- 
omy of operatiin, minimum care, long- 
life sturdiness and absence of useless 
gadgets. 


Philco Subsidiary 
Changes Name 


The Board of Directors of Philco 
Corp. has changed the name of Philco 
Radio & Television Corp., a wholly- 
owned subsidiary which handles the 
national distribution of Philco pro- 
ducts in the United States, to Philco 
Products, Inc., it was announced re- 
cently by John Ballantyne, president. 

“The scope of Philco operations, 
which now include household refrig- 
erators, freezers, air conditioners, and 
radar equipment, as well as radio re- 
ceivers and television, makes it advis- 
able to give a broader name to our 
sales company,” Mr. Ballantyne said 
in explaining the action of the Board 
of Directors. 
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Courtesy Electric Steam Radiator Corporation, Detroit, Michigan 
> 
20. 
tled for 
ganized 
wringer 
and an 
5 
by Mil- 
und has 
04, 666 
fr. Oh- 
w wmnits 
Exhibit 
—— Above is the assembled heat- 
Boge ing element which runs the 
heath entire length of the radiator. 
pliances Long life and dependable 
to pre- performance is assured by 
ry way AlSiMag insulation. 
ie pe yint- 
‘rs, pro- 
aps, and At the right are the 
x that’s AlSiMag parts. Dimen- 
om the sional accuracy and uni- 
formity contribute to ease 
a of assembly. 
nization 
ing new 
to con- 
the ad- 
I prov f, e ° 
z pen Aisimag is master of power and heat. 
re, long- This inorganic material cannot char. It withstands constant 
wae temperatures of 1800° F. AlSiMag is highly resistant to ther- CERAMIC INSU LATORS 
mal shock. 
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ermanent rigidity. They do not distort with loading, nor cold- 
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In 1896 (when AGM started in 
business) the magnificent stove 
illustrated above was the pride 
of America’s parlors. It be- 
longed to an age of furbelows 


and dark woodwork 


The 1946 AGM Sun Flame oil 
space heater (right) belongs 
to the light walls and wood- 
work of today’s homes. 50 
years of manufacturing know- 
how are in its quality and per- 
formance. You can sell AGM 


with pride and profit 


AGM oil and gas automatic storage 





water heaters combine beauty and 





dependability to a high degree. These 
are heaters that will build loyalty to 
your store 


AGM Kampkold, AGM 
gasoline lanterns, AGM 
Kampkook are small appli- 
ances you can be proud to 


se 


, | 
EM eays (Qoed | a ee 


Copyright 1945. American Gas Machine Co 


Please write for literature and franchise information. 


ALBERT LEA, 
Continuous WWanufacturing Experience Since 1996 
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A CLOSE INSPECTION of the construction of a Casco 30 temperature heating 
pad manufactured by the Casco Products Corp. of Connecticut is made by Ed Wal. 
lace, left, heating pad division manager; E. J. Rueth, sales manager of Frankelite Co., 
Cleveland; and Jack Schenberg, Casco merchandising manager. The pad was dis- 
played at the Housewares Exhibit in Chicago. 





DISTRIBUTOR NEWS 








MINNA. 


ARKANSAS 


O’Bannon Bros. and the Refrigera- 
tion and Electrical Supply Co., now 
located in the Terminal Warehouse, 
Little Rock, will erect a $60,000 ware- 
house and sales headquarters at 1300 
East Sixth St., D. A. O'Bannon said 
recently. The building is to be of one- 
story masonry construction, 140 by 142 
ft. O'Bannon Bros. are agents for 
General Electric products. Refrigera- 
tion and electrical supplies are handled 
by the Refrigeration and Electrical 
Supply Co. which is operated by Karl 


H. Miller and Julian Simpson. 


CALIFORNIA 


George A. Lloyd, general sales man- 
ager of Los Angeles Appliance Dis- 
tributing Branch of General Electric 
recently made a trip East for a sales 
conference in Bridgeport, Conn. N. A. 
Murphy, in charge of the branch’s 
new building operations, accompanied 
him. 


GEORGIA 


Three carloads of Easy washers— 
one for every franchised dealer in the 
state—were received recently by the 
Yancey, Co., Inc., Atlanta, according 
to an announcement made by president 
Earl Yancey and vice-president Mit- 
chell Edwards. The shipment marked 
the first return of Easy washers to 
Atlanta since the war. 


IDAHO 


The East End Trading Co. has been 
named distributor for Philco products 
in Washington, Oregon and Idaho 
communties. 


ILLINOIS 
Clarence S. Tay, manager of Appli- 


ance Distributors, Inc., Chicago, re- 
cently announced the appointmént of 


Harry H. Erickson as service manager 
Mr. Erickson was formerly field serv- 
ice representative of the Chicag 


H. H. ERICKSON 
branch of Frigi laire and a field et 
neer for Stewart-Warner Corp 
Pfc. Julius Charous, owner of the 
Jesse Co., 2440 W. North Ave., ‘ 
cago, wholesale vacuum cleaner and 
washer parts concern, was recently 


JULIUS CHAROUS 


released from the army. Mr. Char 
entered the service in 1943. He 
member of the Appliance Parts 
bers Assn. 
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Star-spangled shows with glitter and 



































glamour, hoopla and hullabaloe, county 
















— and state fairs were festive, gala. Despite the 
millions in public funds allotted for prizes, 
nager guarantees, etc., fairs were heavier on 
ser hokum than help. 
ig TO . 
USDA livestock reporter McIntyre, 
; Perils of prosperity, and veteran of 300 fairs thinks public interest 
inflation are being reduced by wise : 
“Ny , ; calls for reconversion. He would cull, have 
Va farmers reducing debts. Annual Re ; wares i 
W7 : ee fewer, finer, well-located farm fairs . . . less 
interest and amortization on a 20 ae ae ae RE SE . 
os ‘ speedy horseflesh, more choice cows, 4 
year 4% loan Of 915,000... ; . . 
. . ; 4% lo ie at -y Club calves, pigs... re-examine the show 
rices took 2,449 bu. corn, today less than 1,000... took ‘—- : 
P h ¢ na , } P ‘aes , standards, combine form and function, type 
82 hogs of 200 Ibs., now only 41... and the difference in sil italics niin eas Pilots 
: Nii * and production capacity. . . pass up show 
the farmer’s bankbook! See “Ten Farm Planks for 1946, . ; . 7 
: stock, concentrate on animals that give a 
page 20; a strong sales story for electrical goods salesmen. . . 
? : good short-time money turnover, maximum 
. es utility, minimum waste. 
Wetter water... Few years +: To will aci fai ? 
= . s article will agitate fair secretaries 
ago, SF reported discovery of = = agate SAAT SOCTCCATIES, 
: start thinking, talking, bring betterments... 
wetting agent that cleaned es Nite yg ad Ge ae 
. . is in line with SF’s policy of giving readers 
cream separator in two minutes, . 
, the plan-board advances as well as the field- 
, saved twelve minutes per , howl ' 
or the coved successes. / P ne »1 ale 
. ; ons ‘ »roved successes. Appliance men alert (but 
Chi washing... And sales of agent jumped million pounds in a I eres ” : + as ag 
ee ‘ . ; : not allergic) to altitude in ideas—see “Our 
r and year... Off the market in wartime, the wetting agent is 8 ays ay 
cently ° ° $ 20,000,000 Falrs, anuary Or. 
back, and Professor O. R. Elder tells of new time saving , J ; 
, g 
uses. Read “Save Yourself Some Extra Minutes... page 88. 
+ 4 . . . . . 
Serious Study of the SF January issue . « . its factual articles on farm 
finance, production, distribution . .. many fine service features . . . will reveal the 
calibre and character of subscribing business men-farmers—today’s top electrical 
appliance and equipment customers. With a million plus circulation concentrated 
among farmers with the largest yields, highest dollar incomes, greatest investment 
in the nation... SuccessruL FarMinc best sparks electrical goods sales in 
the multi-million farm market! For facts, call any office! SuccessFuL FARMING, 
Des Moines, New York, Chicago, Atlanta, San Francisco, Los Angeles. 
nal 
" 
ISING 
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WIN FRIENDS and 
INFLUENCE HOUSEWIVES 


38 Pages of FACTS, FIGURES and IDEAS 
from which to build a compelling, 
hard-hitting Sales Story on RANGES 


@ HERE'S a free, pocket-size book that will help train your salesmen to 
be stor salesmen. Telling the story of “Measured Heat,” this new book 
builds up and pounds home a sure-fire sales story — a winning argument 
based on facts and figures that no housewife can ignore. 


Shows why New Kitchen Range should be No.1 


Ow the Post-war Shopping Lia — Gives convincing, 


logical reasons why it is more practical for a housewife, with a limited 
budget, to invest first in a new kitchen range. Step by step, it explains 
how she can save a minimum of $88.00 per year by means of modern 
range cooking, and how a new range can improve the quality and 
appearance of many foods. 


Own Proklems — Basic principles of cooking are explained and 


illustrated. Common cooking failures and problems are analyzed. Your 
salesmen will gain prospects’ confidence by giving them this up-to-date 
information. 


Helps Salesmen Sell — Acts as a “conversation piece” for 


salesmen when talking to prospects. By pointing to the clear, simple 
pictures and diagrams in this book, your salesman can get his story 
across more clearly and emphatically. You can use this book as a basic 
sales training piece for new salesmen. Write for it to today. 


FREE—AS MANY COPIES AS YOU 
NEED FOR YOUR SALES FORCE 








Here are two typical pages chock-full of inter- 
esting pictures, diagrams and information 
on modern range cooking and how fo sell it 





DISTRIBUTOR NEWS 














KENTUCKY 


The organization of Appliance Dis- 
tributors, Inc., a subsidiary of Myer- 
Bridges Co., in Louisville, was an- 
nounced recently by Vernon Shall- 
cross, president of the parent concern. 
General manager of the new firm is 
Clarence J. Stone, who said that they 
will represent manufacturers as dis- 
tributors of traffic and franchise ap- 
pliances. The concern is located at 
115 South Seventh St. 


MARYLAND 


The United Distributors, 136 North 
Mechanic St., Cumberland, have been 
appointed distributors for the new 
Clarion line of radios and radio-phono- 
graph combinations. 


MASSACHUSETTS 


United Distributors, Inc., Cam- 
bridge, distributors of radios, accessor- 
ies, and appliances, have acquired the 
Noyes-Buick building, Commonwealth 
Ave., containing over 200,000 feet of 
floor space. 


NEW JERSEY 


More spacious quarters have been 
secured by the North Jersey Appli- 
ance Distributing Branch of General 


Electric Co. by a move to 116 Wash-- 


ington St., Bloomfield. The new home, 
a two-story building containing 50,000 
square feet of space has been exten- 
sively remodeled. The interior will 
feature latest lighting equipment, rub- 
ber tile flooring, a completely equipped 
showroom, model kitchen and laundry 
facilities. 


NEW YORK 


Ira Kaplan, assistant sales manager 
and acting sales manager for Emerson- 


IRA KAPLAN 


New York, Inc., since 1941, has been 
appointed sales manager, according to 
an announcement by Louis Abrams, 
president. 

About 65 field representatives of the 
Redd Distributing Co., 505 Delaware 
Ave., Buffalo, distributors of Wur- 
litzer automatic phonographs, were 
guests of Vincent R. McCabe, general 
sales manager, at a cocktail party and 
dinner at the Park Lane Restaurant. 
Assigned to the New York and Penn- 
sylvania territory, the representatives 
also inspected new equipment being 
manufactured by Wurlitzer. 


FEBRUARY I, 


The Eastern Electronic Sales Co, 
New York City, has been appointed 


; 
distributor for Conlon washers | 
- 


7 ae 


’ 


~ 
— 


LOUIS MARGOLIS 


SANFORD SAUMEL 


ironers. The firm is headed by Louis 
Margolis and Sanford Samuel. 


OHIO 


Northern Ohio Appliances, Inc, 
1027 Prospect Ave., S. E., Cleveland, 
a recently organized distributing com- 
pany, has purchased the Cleveland 
factory branch of Bendix Home Appli- 
ances, Inc., and will have sole distri- 
buting rights for Bendix laundries. 
President of the concern is C. J 
Laufersweiler, former Bendix branch 
head in Cleveland. Robert Anderson, 
former vice-president of the First 
Bank and Trust Co., South Bend, 
Ind., is secretary-treasurer. Dorothy 
Roemer is his assistant. 

With George E. Schumacher as gen- 
eral manager, the Miami Valley Dis- 
tributing Co. has just been organized 
in Dayton to deal in electric appliances. 


OREGON 


New manager of the Stubbs Electric 
Co. of Portland is James G. Grahame. 
Mr. Grahame was recently in business 
in Pittsburgh, Pa., and has been gen- 
eral manager of the Oliver Iron and 
Steel Corp. of that city. 

The Huletz Electric Co., 1132 N. W. 
Clisan St., has been named distributor 
in the Portland area for Stromberg- 
Carlson. 


PENNSYLVANIA 


The Pennsylvania Ultraviolet Co. 
717 Highland Building, Pittsb irgh, 
has been appointed Sterilamp <istr- 
butor in the tri-state area, according 
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Help yourself to a juicy slice of the best 


cooking and heating appliance business in 


your community. You'll like the taste of 
| good sales spiced with generous profits. 
! The new L&H line of kit- 

<—* chen ranges is as easy to look 


ag 


y at as a luscious, golden brown 


roast. It’s just as sales-tempting — and for 

good reasons. L & H kitchen ranges are 
f packed with features — practical, useful, 
helpful improvements that make the job 


of cooking simpler than ever. Time and 
by Louis 


temperature controls, labor-saving devices, 
el : 


es, Inc. 
“leveland, 
ing com- 
Cleveland 
ne Appli- 
le distri- 
laundries. 
is C. J 
x branch 
Anderson, 
he First 
th Bend, 
Dorothy 


ras gen- 
ley Dis- 
organized 
ppliances. 


THE SHERIDAN 
ELECTRIC RANGE 


on wnt i A. J. LINDEMANN & HOVERSON CO. 


Ca 


#14 ue oo 


iolet Co., 
ittsburgh, 
np aistri- 
according 
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RANGES «+ ELECTRIC WATER HEAT 





use-approved advantages incorporated in 
the modern L& H line are so impressive 


it becomes a case of sale at first sight. 


The proudest cooks always say, “Try this 
for taste”. So L& H invites you to treat 
your profit-appetite to some real sales- 
cooking. Just drop us a card or letter saying, 
“It looks mighty tempting.” 

We'll send you our favorite 

recipe for a profitable cook- Opa 
ing and heating appliance ~_¢ 


franchise by return mail. 


oe 


MPR A ELE CE IRE Oe SR ES 


ELECTRIC 


KEROGAS WATER HEATER 


Oll RANGE 





MILWAUKEE 7, WISCONSIN 


ERS « O RANGES © PORTABLE YVENS « HEATERS « 
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Hard-hitting consumer advertising 


RCA Victor’s ‘‘Personal’’—one-third smaller 
than the prewar “Personal’’—a pocket-size set with 
room-size volume. Battery-powered—plays any- 
where—at sporting events — picnics — fishing — 
indoors or out! Has the RCA Victor ‘‘Golden 
Throat’’ Camera-type construction, polished 
chromium trim, handsome alligator-grained plastic 


case. RCA Victor 54B. OPA list price—$26.85. 


RCA Victor radios and Victrola* radio-phono- 
graphs in eight more outstanding models are in 
the line—all with the RCA Victor ‘‘Golden 
Throat.’’ For further information on the RCA 
Victor line, get in touch with your distributor, or 
write: RCA Victor Division, Radio Corporation 
of America, Camden, New Jersey. 


Victroia® TM Reg, U. 8. Pat. Of 


FEBRUARY 


- 


ail a 
Ue 


This classic head and shadow symboliz¢ 
the ‘‘Golden Throat’’>—RCA Victor’; 
amazing new acoustical system. The 
**Golden Throat’’—development o| 
RCA’s 26 years of engineering experi: 
ence—plus Victor’s 47 years of leader 
ship in musical reproduction—is the re 
sult of the exact co-ordination of cabinet 
speaker, and electronic amplification! 


The exclusive RCA Victor ‘Golde 
Throat’’ feature is pre-sold to potentia 
radio and radio-phonograph buyers i 
national magazines, on the air, and i 
Sunday supplements. This powerful pro 
motion is creating a demand for RCA 
Victor instruments that will bring more 
and more customers to your store! 


. 
¥ 
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“PRE-SELLS” amazing RCA VICTOR 


oO | wn bul 


or a 
: 2 


m } " ° : ° 
oe The finest tone system in RCA Victor history! 
m. The 

nent o} 

experi: 

T leader 

s the re 

cabinet, MAGAZINES ! 

ation! 

‘Golde Spearheading a big national magazine campaign— 
artes Life, Saturday Evening Post, and Collier’s regularly 
niin 3 carry big color advertisements promoting the RCA 

| pee ; Victor ‘‘Golden Throat’’—reaching over 31,000,000 
rful pro readers in the income bracket where most radios 

or RCA are sold. 

ng more 


re! 


RADIO! 


On the air every Sunday, NBC 4:30 to 5:00 p.m., 
~ EST, the big new RCA Victor Show, featuring Deems 
Taylor, Kenny Delmar, and Raymond Paige’s Or- 
chestra—is selling RCA Victor Victrolas* and the 
**Golden Throat’’ to families in your neighborhood. 


NEWSPAPERS! 


Extra-coverage is given ‘‘Golden Throat’’ advertis- 
ing where the buying power is the greatest—in 
metropolitan areas—through full-color rotogravure 
ads reaching more than 8 million readers in the great 
metropolitan Sunday supplements. 


ONLY RCA VICTOR 
MAKES THE VICTROLA 


| RCA PICTON 
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GET THAT 
ELEPHANT 
OFF MY BED! 


THATS NO ELEPHANT, 
ELMER — JUST Your 
WINTER BLANKETS ! 


Boy! AMI 
SLEEP-HAPPY 
Now ! 

















. Ps ed 
. = 
SS & 


BEFORE they got a light-and-warm G-E Blanket... AFTER they got a light-and-warm G-E Blanket... 


bur you can make more Polke 


SLEEP-HATFY 


(and do all right for yourself on the side ) 


Another G-E “First 


It’s terrific! It’s amazing! The way folks take to this new 


G-E Blanket! 


sell themselves! And with very good reason! 


G-E Blankets open up a new fat profit market for you 
—take advantage of it now! 
Once they've made the change-over from regular 


Write us for details today. The General Electric Co., 
blankets to this marvel of lightweight warmth and 


Appliance and Merchandise Dept., Bridgeport, Conn. 


sleeping comfort, they’re as enthusiastic as new parents! 





Thousands of G-E Blankets were pioneered and sold 
before the war. And now, we anticipate an even greater 
demand for our new war-improved blankets. Warmer, 
softer, lighter-weight. And much, much simpler, me- 
chanically : 


WEW / 
"Two-Control "feature / 


Coming in the spring! New separate 

bedside Controls operate inde- 
pendently of each other—one for each half of the 
G-E Blanket. 


She sets hers for the warmth she wants. He sets 
his for the warmth he wants. Both can sleep 
happily in bed-temperatures of their own liking— 
with no argument at all! 


Customers Already “‘G-E Conditioned’ 


We've been advertising G-E Blankets for over a year. 
In an unprecedented consumer campaign in Life, 
Good Housekeeping, House Beautiful, This Week,Harper’s, 
and The Atlantic Monthly. And on the air, too. Via the 
fast-and-funny show, “The G-E House Party.” 

Single control Blanket will be the big seller. 


**Two-control” Blanket is the solution for those 
who need different bed-temperatures. 


New Profit for You 


Tell your customers you have these super new Blankets. 
Ask ’em in for a demonstration—these honeys virtually 











Covering SLEEP-HAPPY America 


Alomalte blankelg 
GENERAL @ ELECTRIC 





DISTRIBUTOR 
NEWS 








to an announcement by Charles W. 
Flood, Jr., manager of the Westing. 
hous Sterilamp division. The firm js 
operated in partnership by two broth- 
ers, Cooke and Sanford Bausman. Both 
were recently discharged after service 
in the Army Air Corps in the Euro- 
pean Theater. C. A. Weaver, former 
contract estimator with the Drayo 
Corp., has begn appointed sales engi- 
neer. 


WISCONSIN 


The E. H. Schaefer Co., Milwaukee 
appliance distributing firm which was 
dormant during the war, is again 
active and has made some personnel 
changes. Herman G. Bauer, formerly 
sales supervisor for the Milwaukee 
Gas Light Co. has been named as 
sales counselor. Wayne B. Colvin, 
long-time Schaefer employee, has been 
made manager of advertising and sales 
promotion. L. E. Peterson, pre-war 
sales counselor for the firm, has re- 
turned in the same capacity. 




























DISTRIBUTORS 
APPOINTED 





Audio Industries 


The Audio Industries, Michigan 
City, Indiana, manufacturers of Ul- 
tratone phonographs, have added the 
following distributors: 

Gross Distributors, Inc., New York, N. Y. 
Henry O. Berman Co., Baltimore, Md. 
H and S Distributing Co., Philadelphia, 

Pa. 

E. Stanley Freeman, Inc., Boston, Mass. 
Empire State Distributors, Albany, N. Y- 
Harmon Automotive Corp., Rochester, 

N. Y. 

H. D. Taylor Corp., Rochester, N. Y. 
1. and M. Sufrin, Pittsburgh, Pa. 
Grossman Music Co., Cleveland, Ohio 
General Utilities Distributors, Inc. 

Chicago, Ill. ‘ 
Appliance Distributors, Inc., Indianapolis, 

Ind. 

Bowers Wholesale Corp., Norfolk, 

Virginia 
General Utilities Corp., Milwaukee, Wis. 
Gulf Appliance Distributors, Tampa, Fla. 


Warwick Mfg. Corp. 


Completion of its organization of dis- 
tributors is announced by the Warwick 
Mfg. Corp., makers of Clarion radios. 
The 75 new firms announced by Reau 
Kemp, sales manager, are as follows: 
James W. Clary Co., Birmingham, Ale. 
Harris Supply Co., Mobile, Ala. 
Nolin-Mclnnis, Inc., Montgomery, Ale. 
Tarr-McComb and Ware, Kingman, Ariz. 
Southwest Wholesale Radio and 

Appliances, Phoenix, Ariz. 

Boren Bicycle Co., Little Rock, Ark. 
Radio Products Sales, Los Angeles, Calif. 
E. C. Wenger Co., Oakland, Calif. 
Robert F. Clark Co., Denver, Colo. 
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=| SYLVANIA LAUNCHES BIG PROMOTION OF 
| NEW INFRA-RED LAMPS FOR THE HOME 


1 Was 
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“ts | Contest Build Wide MIRACLE mal Mul OTOL uses around your home/ \ 
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Deying wet-wash fast’ F 
¥ : : : grt CWAk POL 
INFRA-RED lamps, famous for their achievements "ta sis oe On et Oe e/ ace 
° ee WARM y, 4 
in industry, are now ready for a multitude of uses CAR mone, tk 
¢ 3 d ; ean. i As a 
=e Bin the home. The demand for these amazingly ver- the ind of hae a pee arms 


Ss satile radiant-energy lamps is great—and is being 
made even greater by Sylvania Electric national 


¢ pits * ane! 

at / 
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advertising and promotion. | 





es Electrical retailers will find wonderful profit | <e eogeN PIPES / i REFLECTOR °MLY slbo- 
opportunities in these new Sylvania lamps, for mil- 9 Sunn Ww! onset 
lions are becoming interested in them through full | | i \ 

oe page ads in The Saturday Evening Post and Ladies’ | Sockars/ 

“~~ Home Journal this month. Other ads cover many 

ed the Bfields in trade publications. A national Hobby Con- | 

NY, pplest, Soon to be announced in Popular Science and 

Md. Popular Mechanics, will ask contestants to find new | 


lelphias Buses for INFRA-RED lamps in the home. Big cash 


, Mass. prizes will be offered to stir enthusiasm over these 






































N.Y : 
‘hester, (eW miracle lamps. 

Now is the time for retailers to stock up on these 
L¥ I 
Be seful, easy-to-sell lamps. Get in touch with the 
nearest Sylvania distributor immediately for full 

information and be ready with your supply. 
napolis, 
| HOME INFRA-RED—Lamp of 101 Uses . 
eo, Wis. 
pa, Fla. , MAKER: THE Pt ite 
4 HEATS... bathroom, dhideen coop, ts OF rue WORL D. F \Mous s : SYLV ANIA RADIO TUBES 
hunting lodge. - 
. 2. DRIES. . . hair, wet paint, photo films, 

ete laundry. - aoe D955 a3 wewe- = 
a . . . . ‘yr? J , . ] . . 
radios. : This ad means business . . . for you. It is The Saturday Evening Post and Ladies 
y Reau 3. gc ge ; —" muscles, selling the new Sylvania 2 50 and 375 Watt Home Journal. Don’t fail to take advan- 
allows : ae pe Ce INFR. A-RED lamps, designed specially tage of the big profit opportunities in sell- 
, Ala. L for home use, to millions of readers of ing these popular new home appliances. 
Ala 
n, Ariz. 
* Ce if, 
© MAKERS OF FLUORESCENT LAMPS, FIXTURES, WIRING DEVICES, ELECTRIC LIGHT BULBS, RADIO TUBES, CATHODE RAY TUBES, ELECTRONIC DEVICES 
olo. 
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TO HELP 
YOU SELL 


YOUR FARM 
PROSPECTS 


CAN 
yw 


PM 


MINT 
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AV \ 
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Q) xi of the largest and fastest expanding markets for electrical merchan- 


dise is the nearly three million farms which are electrified — and the mil- 


lion more which will be supplied with power within the next three years. 


The best prospects among these electri- 
fied farms have already been selected—400,- 
000 of them. They were chosen on the basis 
of potential power use and equipment buy- 
ing ability by field representatives of Power 
Companies and R.E.A. Co-ops. All of these 
100,000 preselected farms receive ELEC- 
CRICITY ON THE FARM Magazine as an 
integral and important part of their power 


service. 


The electric companies pay for this maga- 
zine to go to these farmers because of its 


value in educating them in the use of power 


for better farming and finer home living. 
ELECTRICITY ON THE FARM Magazine 
—the only publication of its kind—is exclu- 
sively devoted to this purpose. Its editor, 
George W. Kable, and staff are all author- 
ities in the field. Every issue is packed with 
authentic, up-to-the-minute, live-wire in- 
formation showing farmers how to get the 


most use out of electric power. 


ELECTRICITY ON THE FARM Maga- 
zine is your helping hand in pre-selecting 
prime prospects and in conditioning them 


for the use of your merchandise. 


Write for a sample copy today and discover what ELECTRICITY 
ON THE FARM Magazine is doing to develop this market for you. 


oo ELECTRICITY ON THE FARM acazwne 


24 West 40th Street 
New York 18, New York 


605 Market Street 


San Francisco 5, Calif Chica 


THE NATIONAL MAGAZINE CF RURAL ELECTRIFICATION 
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DISTRIBUTORS 
APPOINTED 





Associated Oil Burner Co., Hartford, 
Conn. 

Artcraft Electric Supply Co., Wilmington, 
Del. 

May Hardware Co., Washington, D. C, 

Kinkade Radio Supply Co., Jacksonville 
and Tampa, Fla. 

Dixie Radio Distributors, Miami, Fla. 

Marston and Quina, Inc., Pensacola, Fla, 

Electric Sales and Service Co., Atlanta 
and Savannah, Ga. 

Wakem and Whipple, Inc., Chicago, Ill. 

Capitol Wholesalers, Inc., Indianapolis, 
Ind. 

Commercial Sound and Radio Co., South 
Bend, Ind. 

Union Supply Co., Burlington, lowa 

Herring-Wisler Co., Des Moines, lowa 

Irving Kahn and Son, Louisville, Ky. 

Monroe Automobile and Supply Co. 
Monroe and New Orleans, La. 

Farrar-Brown Co., Portland, Me. 


Shepherd Electric Co., Inc., Baltimore, 
Md. 

John Dunn, Inc., Boston, Mass. 

Walker Electrical Supply Co., Worcester, 
Mass. 

Midwest Home Appliance Dists., 
Detroit, Mich. 

Radio Electronic Supply Co., Grand 
Rapids, Mich. 

William Van Domelen Co., Menominee, 
Mich. 

S. and M. Co., Minneapolis, Minn. 

Townsend Paper Co., Jackson, Miss. 

Jenkins Wholesale Division, Kansas City, 
and St. Louis, Mo. 

Jenkins Wholesale Division, Oklahoma 
City, Okla., and Wichita, Kan. 

Enterprise Electric Co., Omaha and 
Lincoln, Neb. 

Appliance Wholesalers, Newark, N. J. 

Electric Supply Co., Albuquerque, N. M. 

H. |. Sacket Electric Co., Div. of W. A. 
Case and Son Mfg. Co., Buffalo, N. Y. 

Warren Connolly Co, Inc., New York, 
N. Y. 

Genesee Supply Co., Utica, N. Y. 

L. W. Driscoll, Inc., Charlotte, N. C. 

Johnson Electric Supply Co., Cincinnati, 
Ohio 

Western Reserve Distributors, Cleveland, 
Ohio 

Loeb Electric Co., Columbus, Ohio 

Warren Radio Co., Lima, Ohio, and Fort 
Wayne, Ind. 

Eoff Electric Co., Portland, Ore. 

Stull Bros., Kingston, Pa. 

Rumsey Electric Co., Philadelphia, Pa. 

M. V. Mansfield Co., Pittsburgh, Pa. 

Radio Distributing Co., Harrisburgh, Pa. 

Radio Laboratories, Charleston, S. C. 

Graves Electric Supply Co., Greenville, 
De Ge 

J. F. Blackford Co., Chattanooga, Tenn. 

Holston Appliance Co., Johnson City, 
Tenn. 

Wayne Spinks Co., Memphis, and Nash- 
ville, Tenn. 

Meletio Electric Supply Co., Dallas, Tex. 

Jefferson Distributing Co., Beaumont and 
Houston, Tex. 

Rowles Sales Co., San Antonio, Tex. 

Associated Dealers Supply Co., Salt Lake 
City, Utah 

Twin State Electric Supply Co., White 
River Jct., Vt. 

Tower-Binford Electric and Mfg. Co- 
Richmond, Va. 

Herb E. Zobrist Co., Seattle, Wash. 

Sandard Sales Co., Spokane, Wash. 

Pugh Furniture Co., Charleston, W. Ve- 

State Distributing Co., Milwaukee, Wis. 

Warren Radio Co., Toledo, Ohio 


1946—ELECTRICAL MERCHANDISING 








ELEC 


























) 
| 
jton, 
. C, 
ville 
. 
Fla. 
lanta 
>, il 
polis, 
pouth 
‘a 
V0. 
Yes Sir! Profit on 1 Koiled Kord 
_ Equals Profit on 5 Ordinary Cords 
; H FIGURE OUT YOUR PROFIT: 
10 ordinary appliance cords  60c average ea. . . $6.00 
ester, Dealer's profit © 3344%....... $2.00 
10 Kellogg DeLuxe Koiled Kord Sets © $2.95. . . $29.50 
Dealer's profit “ 33'4%....... $9.83 
d Average profit, each....... 98'3 cents 
; : EXTRA PROFIT, 1 Carton Kellogg Koiled Kords . . . $7.83 
‘ine, PACKED IN ) A 
ATTRACTIVE —" moe And it's just as easy to sell ten Kellogg Koiled Kords 
ome.nrepcay og ebltatermttane keh from the highly stimulating, self-display carton as 
- 3 ten of the ordinary kind. Why? Because Koiled 
a CARTON OF Kords have a strong sales appeal that starts them 
_ 10 KORDS moving as soon as your customers spot them on the 
- counter. They sell fast because housewives and 
d ————— others are tired of the old straight cords that kink 
c Oe and fray and always get in the way and wear out all 
ts Yserw Sag: too soon. Today, buyers demand a durable, long-life, con- 
i syst the right length of venient appliance cord .. . one that won’t kink, fray, tangle 
ae nero he time—never too or dangle. And they want this kind of cord now. Sell them 
“ : cord allt estat little.” Kellogg Koiled Kords . . . the patented, longest-wearing 
ork, much—ne agers rid of @ cords on the market. Give them their money’s worth! 
w rtain y 
NC lene one nuisance — a KELLOGG KOILED KORD S-T-R-E-T-C-H-E-S 6 FT. EASILY 
. ° re , all over 
innati, cords dragg'ng ' 
lace.” : 
eland, Pe mmakes it a lot easier te RETRACTS TO 1 FT. —q—Scuamammmmmy“* 
te a appliances —"° long Yes, housewives and other buyers go for this patented, ex- 
o e se to wind up.” clusive, Kellogg Koiled Kord—the cord that proved its 
_— pe Koiled Kord is practicability, ruggedness and dependability aboard U. S. 
“A ocr oO flatirons—fine submarines, planes, ships and tanks in every war theatre, 
just swel sother appliances, in all climates. Koiled Kords use no metal springs or elastic 
Pa. fora loto bands. The tough rubber cover is permanently molded into 
Pa. too. the spiral shape to provide lasting retractability and con- 
sh, Pa. ductor life. 
C. 


ORDER FROM YOUR JOBBER—Your jobber can supply 
Kellogg Koiled Kords and help you be first to offer them to 
your customers. Stock this sure-fire profit item now. Simply 
use these code numbers when you send in your order. 
No. 6000-2 (with attachment plug and heater jack) List $2.95 
No. 6000-1 (with attachment plug only)... . . List 2.75 

Slightly Higher West of Rockies 
ns, Tex 


nt and KELLOGG KOILED KORD DIVISION 


Cr | 
{ KELLOGG SWITCHBOARD & SUPPLY COMPANY 
Tex — 6626 South Cicero Avenue, Chicago 38, Illinois 


enville, 


Tenn. 


| City, 


Nash- 





It Lake leading Manufacturers of Telephone Systems, Radio Apparatus and 
ap Industrial Electrical Equipment 





ash. 
WwW. Va. 
e, Wis. 
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INGRAHAM again maketh 
clocks and ton a 


But... the demand so far exceeds the supply that we must allocate our 
production until we get back to normal. We shall increase allotments 
of these fast selling Ingraham Clocks and Watches as rapidly as we 
can, until we are able to supply all of our customers’ requirements. 


LYRIC — miniature self-start- 
ing electric alarm clock. Sil- 
ver plated metal case, silver 
finished metal dial, black nu- 
merals. Self-starting motor 
completely sealed in oil. 1-2-3 
alarm. Height 4%". Model 
SA-14. 


SD-179 —a self-starting elec- 
tric desk clock, walnut or 
maple finish, Roman numeral 
dial with floral decorated 
corners and gold color lac- 
quered sash. A most graceful 
Early American design. 





SST-6—a modern, streamlined 
self-starting Tambour, 20” 
long, 5%” high. Case of fin- 
est figured walnut, with in- 
laid panels of burl walnut. 
Gold plated sash with oval 
etched silver plated dial. 
Hand-rubbed lacquer finish. 








\ [NGRAHA 


CLOCKS AND WATCHES 


MJ: 








NS THE E. INGRAHAM COMPANY, Bristol, Connecticut Lz 











NEW POSITIONS 


—< 





General Mills, Inc. 


William F. Uthe’s appointment 
eastern Pennsylvania district manage; 
for the home appliance department of § 
General Mills, Inc., has been announced §f 
by Roscoe E. Imhoff, department man. 
ager. Mr. Uthe attended the Univer. 


WILLIAM F. UTHE 


sity of Pennsylvania and is a graduate 
of the Columbia School of Business. 
He is a former regional sales manager 
for the Cory Glass Coffee Brewer Co, 
and a district sales manager for 
Schick Dry Shavers. 

Robert P. Kelly has been named 
South Central district manager. He 


ROBERT P. KELLY 


was formerly employed by Westing- 
house. 

The H. K. Dewees Co. of Atlanta, 
Ga., has been named manufacturer’s 
representative for the Southeast dis- 


H. K. DEWEES 


trict. Owner-manager Dewees was 
formerly associated with the Edison 
General Electric Appliance Co. tor 4 
period of 21 years. 
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SAFETY FIRST 





Ss: S: so" 
Ss Ses 





aud Last! 
ao@ede 


OTH Underwriters’ Laboratories and The 
Good Housekeeping Institute subjected 
The Trilmont Safety Heater to exhaustive tests 
before awarding it their seals of approval. 
These are your warranty of Trilmont’s inherent 
safety and in-built quality . . . your assurance 
that you can recommend this Nationally Adver- 
tised heater with absolute confidence. 


Trilmont’'s two non-glowing “Black Heat” coils, 
which assure exceptionally long life, radiate 
healthful, cheerful warmth throughout the en- 
tire room—not just a spot. And because these 
oversize coils are enclosed in an insulated, 
dual-wall cabinet, all four sides of the heater 
remain cool—minimizing the chance of shock 
or fire hazard to children, pets or property 
...@ sales point no parent will overlook! ... 
Write today for complete data and name of 
nearest distributor. 


SPECIFICATIONS ... Width 1912", Height 18%’, Depth 9%", 
120 Volts, 1200 Watts, AC or DC current. Weight 19 Ibs. Carries 
Underwriters’ approval. 


APPROVED 
OPA PRICE $ 00 
Including Cord Set 


95¢ EXTRA AT AND WEST OF THE MISSISSIPPI! 


<n ON gs Funp or 
= Senate’ by > 
Good Housekeeping 


DEFECTIVE OF ~ 
Las Aoveariseo TES 






TRILMONT PRODUCTS CO. 


24th & WALNUT STS + PHILADELPHIA 3 
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HERE'S THE MOWER LINE YOU HAVE 
BEEN WAITING TO SEE. EXTRA POWERED 20-INCH 
POWER MODEL, FOUR 16-INCH HAND MODELS, ELECTRIC 
HEDGE TRIMMER. ALL PRICED RIGHT FOR SALES AND PROFITS. VIG- 
OROUSLY ADVERTISED « SOLD DIRECT TO DEALERS ¢ PINCOR'S 
ADVANCE FEATURES ARE REVOLUTIONARY @ ALL WELDED STEEL 
CONSTRUCTION ¢ BUILT-IN SHARPENER © EXCHANGEABLE CUTTING 
UNIT ¢ QUICKLY HAND ADJUSTED TO CUT FROM !/2 TO 2!/," ¢ RIGID 
CHASSIS OF EXTRAORDINARY 
STRENGTH. PRICES SHOWN ARE 
O.P.A. APPROVED. 








PINCOR POWER MOWER 


20-inch cut 


$115.00 


f. o. b. factory 


PINCOR HAND MOWERS 


4 models 
16-inch cut 


$1 0.95 to $22.50 


PINCOR HEDGE TRIMMER 





PINCOR POWER PLANTS 
500 to 10,000 watts 
ean 1317," cutting width $29.50 


AC or DC f.o.b. factory 


DON'T MISS OUT ON PINCOR—Get in on the ground floor. Pincor 
is going up, way up! Representatives are in the field right now with 
samples. Write or wire for catalog giving complete details. 


PIONEER GEN-E-MOTOR CORPORATION 


5841 Dickens Ave., Dept. EM-2, Chicago 39, Ill. 
Export Office—25 Warren St., New York 7, U. S. A. Cable—Simontrice, U. S. A. 





LAWN MOWERS « HEDGE TRIMMERS + POWER PLANTS « WATER SYSTEMS 
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Immediate Delivery! 
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Replacement Coils 


FOR SERVICE AND REPAIR 
OF ELECTRIC RANGES 
AND SMALL APPLIANCES 


These fast selling, highly dependable "JIFFY" replacement coils 
are now available in unlimited quantities. 


"JIFFY" coils are made from a high grade nickel chrome alloy 
which is totally resistant to alkaline solutions, practically all acids, 
corrosion and heat. All "JIFFY" coils are cut to resistance and 
not to length to insure greater accuracy and long life. Special 
resistance coils can be supplied to meet requirements. 


"JIFFY" has available compact, economical kits of various 
units which can be used readily for repair of most appliances 
and electric ranges. We will furnish gladly on request a list 
of these kits . . 


. their contents and prices. 


THE HARTFORD ELEMENT CO. INC. 
272 Windsor Street 
HARTFORD CONNECTICUT 











NEW POSITIONS 





General Electric Co. 


Ralph B. Wil:on, formerly execu- 
tive vice-president of the Electric 
Vacuum Cleaner Co., Cleveland, has 
been appointed manager of manufac- 
turing and engineering of the General 
Electric Co’s. electric vacuum cleaner 
division, it has been announced by H. 
L. Andrews, vice-president. The ap- 
pointment follows the November pur- 
chase by GE of the Electric Vacuum 
Cleaner Co. and the establishment of 
that firm as a division of the GE 
Appliance and Merchandise Dept. Mr. 
Andrews disclosed that John Tuteur, 


RALPH B. WILSON 


president of the absorbed concern, has 
resigned. Mr. Wilson, a graduate of 
Princeton, was first employed by the 
Sacramento Valley Irrigation Co., the 
McClintic Marshall Construction Co., 
and the Goodyear Tire and Rubber Co. 
He joined the Electric Vacuum 
Cleaner Co. in 1921 as director of 
branch offices. In 1929 he was ap- 
pointed vice-president in charge of 
sales and two years later he was named 
executive vice-president. 

A. W. Gilmore has been named as- 
sistant to C. R. Pritchard, general 
sales manager of the Appliance and 
Merchandise Dept., and will aid in 
sales of construction materials. He 
first worked with the B-R Electric 
Co., Kansas City, Mo., distributor. 
He served with the GE Supply Corp. 
as salesman, sales manager, and dis- 
trict manager. During the war he was 
a lieutenant-colonel in the Air Trans- 
port Command. 

Carl M. Lynge has been appointed 
manager of GE’s Bridgeport works, 
it was recently announced by W. 
Stewart Clark, manager of manufac- 
turing for the company’s Appliance 
and Merchandise Dept. In his new 
capacity Mr. Lynge succeeds Mr. Clark 
as operating head. He will continue 
as assistant manager of the A and 
M Dept. Mr. Clark, who relinquishes 
the works manager title he has held 
for over a quarter of a century, will 
continue as A and M Manufacturing 
manager of all the department’s plants. 

Harold Sergeant has recently been 
named manager of manufacturing of 
the home laundry equipment division, 
it was announced by C. E. Anderson, 
division manager. The appointment 
is one of a series affecting the manu- 
facturing operations of the division at 
the Bridgeport plant and the newly 
purchased Trenton works. Succeeding 
Mr. Sergeant in his former position 
as superintendent of manufacturing is 
Harry Kilbey. Harold T. Twigg, 


FEBRUARY I, 


who has been in charge of setting y, 
the Trenton factory for the many. 
facture of automatic washers, has been 
named manager of the works. Work. 
ing with Mr. Twigg will be J. x 
Driscoll, as assistant to the manager 
in special charge of personnel anj 
employee relations; H. N. Simpson 
assistant to the manager on many. 
facturing matters; J. W. Huggins 
plant engineer; and B. F. Grudging; 
supervisor of production. 

Dr. Martha Johnson, former heai 
of the division of analytical chemistr; 
in the laboratories of the Genera! 
Foods Corp., has joined the staff 
the GE Consumers Institute, Mis; 
Elizabeth Woody, institute director. 
lias announced. Dr. Johnson will super. 
vise research activities in the appliance 
test rooms and laboratories. 

Robert C. Padgett, Jr., has beer 
named local manager of appliance sales 
for GE in Seattle, Wash., it has been 
announced by B. M. Tassie, Pacif 
district manager. Mr. Padgett, a GE 
employee since 1936, recently returned 
from three years with the armed 
forces. 


General Electric Electronics Dept. 


Grady L. Roark has been appointed 
sales manager of Musaphonic receiy- 
ers for the General Electric Co’s, re- 
ceiver division, according to an an- 
nouncement by Paul L. Chamberlain, 
manager of division sales. Mr. Roark 
succeeds W. Hayes Clarke. Since 
1933 Mr. Roark has been associated 
with GE in various sales, customer 
relations and manufacturing capacities 
In 1945 he took a few months out t 
act as merchandise manager for the 
W. R. Grace Co. 


GRADY L. ROARK 


Philip G. Caldwell was recently 
named sales manager of television 
equipment in the transmitter division 
of GE’s Electronics Dept. The an- 
nouncement was made by James D 
McLean, manager of sales for the 
division. In his new capacity, Mr 
Caldwell will be responsible for the 
sale of television transmitters, studio 
equipment and facsimile apparatus. He 
will maintain headquarters in Sche- 
nectady for the present. 


Assistant Appointed 


Walter D. Wood has been appointed 
assistant to the manager of the appli- 
ance distributing branches of the GE 
Co., it was recently announced by 
P. A. Tilley, manager of the branches. 
Mr. Wood was a GE employee from 
1934 until he took time out in 1% 
to join the army as a Ist lieutenant and 
rise to the rank of lieutenant-colonel. 
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NEW POSITIONS 


—_ 





General Electric Co. 
(Continued) 


The appointments of Clayton P. 
Dunning as manager of the newly- 
organized New York Appliance Sales 
District of the General Electric Co. and 
of Carleton A. Reeves as manager of 
the company’s Northeastern Appliance 
Sales District, Boston, have been an- 
nounced by C. R. Pritchard, general 
sales manager of G-E’s Appliance & 
Merchandise Department. 

Mr. Dunning attended Alabama 
Polytechnic Institute and, in 1925, be- 
came associated with the Matthews 
Electric Supply Co., a G-E distributor 
in Birmingham, Ala. Ten years later 
he transferred to the General Electric 
Supply Corp. in Atlanta, Ga., and, in 
1942, went to Washington as liaison 
between the WPB and General Elec- 
tric. 

Mr. Reeves was named to succeed 
Lieut. Col. James A Ramsey, who died 
September 24. He joined the eneral 
Electric Co’s Edison Lamp Works, 
Harrison, N. J. in 1924. Later he went 
to Denver and then to New York as 
a lamp specialist. He became asso- 
ciated with Rex Cole, a G-E distribu- 
tor, in 1936 and was named the com- 
pany’s range and water heater repre- 
sentative in Boston in 1937. During 
the war, Mr. Reeves was with WPB 
in Washington and Boston. Since 
January, 1945, he has been acting 
manager of the Northeastern district. 


Mowry Appointed 


Ralph J. Mowry has been named 
sales manager of General Electric’s 
Newark appliance distributing branch, 
it has been announced by J. C. Saur, 
branch manager. 

Mr. Mowry has been merchandising 
General Electric appliances since 1928, 
as vice-president and general sales 
manager of the Alfred L. Hart Co., 
Long Island distributors of G-E 
products. 

Edgar A. Jett, II, has been appointed 
General Electric clock representative 
for the Cleveland area of the company’s 
Great Lakes district, R. A. Buescher, 
district manager, has announced. 


K. C. and Philadelphia 


Don C. Ross has been appointed 
representative in Kansas City for 
General Electric clocks, fans, heaters, 
sunlamps, heat lamps and heating pads, 
it has been announced by H. A. War- 
ren, Central District manager of the 
Company’s Appliance & Merchandise 
Department. 

Raymond L. Gilmour has been ap- 
pointed eneral Electric clock repre- 
sentative for the Philadelphia area of 
the Company’s Atlantic district, H. T. 
Hulett, district manager has an- 
nounced. Mr. Gilmour was associated 
with the Elliott-Lewis Electric Co., 
Philadelphia distributor of G-E traffic 
appliances, from 1930 to 1935. 


Portland, Ore., Appointee 


In Portland, Oregon, Robert P. 
Moser has been designated GE adver- 
tising and sales promotion manager. 
His territory includes the states of 
Oregon, Washington, and part of 
Idaho. 
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“Zn more than 75 years, Union Pacific 
has served thirteen western states ... been 


a partner in their development. 


This vast fertile territory is more than the 
bread-basket of the nation. Due to its 
great wealth of industrial raw materials— 
ore, minerals, petroleum and lumber—it 
might also be called the nation’s treasure- 
chest. Rivers have been harnessed—pro- 


viding irrigation and power. And there is 


splendid rail transportation. 


For example, in Colorado, Wyoming, 
Utah and other metal-mining states in 
Union Pacific territory, there is a large 
source of supply for the electrical ap- 


pliances industry. Union Pacific has 


TTT) =" | 
unas Gl ie Oe 


The Progressive 








Above map does not attempt to sl.ow all 
products available in the various staies 


the equipment and personnel to meet 
all the requirements of shippers in 


those regions. 


These thirteen western states served by 
the railroad are ripe for postwar expan- 
sion. They have the materials, facilities 


and space. 


Union Pacific will continue to play its 
part in the future progress of this western 
territory by providing unexcelled freight 
and passenger transportation over its 


Strategic Middle Route. 


he- 
Zo Mion Tcl 


* Union Pacific will, upon request, 
furnish information about avail- 
able industrial and mercantile 
sites in the territory it serves. 
Address Union Pacific Railroad, 
Omaha, Nebraska. 





UNION PACIFIC RAILROAD 
The Sitalegic Middle Leute 
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Noblitt-Sparks Industries, Inc. experience, who has since been made Hamil 
plant manager of appliance production, | 
H 


At a December meeting of the board Other newly elected officers of the ; 
of directors of Noblitt-Sparks Indus- company are: Harlan B. |} rlke mande: 
tries Glenn W. Thompson was elected —_yjce-president in charge of the auto. sion ¢ 
president of the company to succeed motive division; Fred E. Daniel, vice. N. Y., 
Q. G. Noblitt who became chairman president in charge of purchasing; an anr 
of the board. Mr. Thompson, erst- and Dee S. Lenfesty, secretary and nation: 
while vice-president, will have more production manager of the Columbys started 
active management responsibilities in plants. Dr. Frank Sparks, former son Ci 
his new position. partner in the firm, is still a director, Jgresig® 





This automatic coffee maker does its work ... then 


shuts off at precisely the right moment! 
Magic? 
Hardly that. Simply a magnet-and-piston arrange- 
ment made possible by the use of two unique metals. 
One of these is nickel; the other is Monel*. Both 


GLENN W. THOMPSON 


Fresh from college, Mr. Thompson 
began his career in the Arvin division 
of the firm as a salesman. After five 
years, in 1929, he was promoted to 
vice-president. He has been respons- 
ible for the development of new prod- 
ucts and conceived the Arvin line of 


ROBERT A, CHESNUT 


Other directors are: Paul H. Davis, 
Robert Miller, Merle Sidener, Earl 
3ooth, C. C. Noblitt, and B. F. Ham- 
ilton. 

Discharged from the navy and back 
at work as general service manager 
is Robert Alan Chesnut. He is now 








manag 
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are tough and strong and rustless. They resist heat appliances in 1942 when he hired building a service department organ- Baltim 

and corrosion. And—most important of all—neither E. A. Farr, an engineer of 23 years ization for the complete line of Ar- BgYSt' 

reacts with coffee or affects its flavor. on 
In G-E Automatic Coffee Makers—and in scores iL. ' was a 

of other quality appliances—nickel and its alloys te = 

are widely used to make them work befter... and 

last longer. 

The International Nickel Co., Inc.,67 Wall St., New York 5, N. Y. 
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. 4 “ace : : vice-p 
Inside the glass tube = Ty : a. ' ing. | 
of the upper bowl t : : 3 
is a Monel piston, 
secured by a Monel 
spring clip (A). 
A nickel disc (B) 
on the lower end of 
the stem, rests on the inside of the lower bowl. 


Starting lever (C), when depressed, raises the Alnico 
magnet to position outside the lower bowl, under the 
nickel disc. 

When the water level drops below compensator hole (D) 
in the tube, flow stops. Remaining water boils, and is forced 
into upper bowl with a rush. This carries a Monel washer 
(E) up the stem to close the ports at the piston’s top. The 
nickel disc (which has exactly the degree of magnetism 
required to hold the piston to this point) is pulled from 
the bottom of the bowl, allowing the Alnico magnet to 
drop and open the contact switch, 


Coffee’s ready! 


ADVANCEMENT in 25 Years 


Nothing like it on the American market—astonishingly 
quiet, beautiful and ingenious. A flip of the switch and your 


en 


customers will stand by in amazement! Vornadofan begins 
where other manufacturers leave off! Truly a triumph of air 
circulation. Fifteen great models rolling off assembly lines. 


15 GREAT MODELS 
FROM WHICH TO CHOOSE 


DEALERS ' - 1, ‘ ze sete = & a 








te 








HERE'S A SELLE lAp- A ats ae 
SEE your vistrisutor ©, A, SUTTON PF CC ~ Bh is 
OR WRITE DIRECT.....) oi is Se =" Ieper s 
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— yin products. Before naval service he 


worked for over two years in the re- 
turn goods and adjustments depart- 
ment 





P Easily demonstrated advantages 
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Foulke [gg mander, has joined the Olympic Divi- 
auto. sion of the Hamilton Radio Corp., 
L vin N. Y., as sales manager according to 
lasing: jggan announcement by Jack F. Crossin, 
y and [ggnational sales director. Mr. Murray 
| aie started in business with the Penn Edi- 
former son Co. of which, at the time of his 
iretter resignation, he was merchandising 

















H. D. MURRAY 


manager for Pennsylvania, Ohio and 
Indiana. Subsequently he moved on 
to a district managership with Nash- 
Kelvinator, managed Carrier Corp’s. 
Baltimore distributorship, and was 
western regional manager of Crosley 
Radio Corp. until his call to the 
Navy in 1942. In service Mr. Murray 
was a member of the group designated 
to run plants seized by the Navy in 
the interest of efficient war production. 


nd back 
nanager 
is now 
organ- 
of Ar- 





z Phileo Corp. Insulation can be a real selling feature— 
Philco’s director of research has 

hen promoted to vice-president in can help you close many a sale when that 

charge of engineering. David B. 

Smith, with Philco Corp. since 1934, insulation is Fiberglas*. That’s one big DID YOU KNOW... 

and holder of S.M. and S.B. degrees 

from M.I.T., first served the concern reason Fiberglas is so widely used today 

aa patent engineer, and in 1938 was 
appointed technical consultant to the 
vice-president in charge of engineer- 

¢ ing. He has played an active part in 





Highly efficient, lightweight Fiberglas is used 
to insulate the sensational new “flying refrig- 
in insulating home appliances. erator” recently introduced by United Air 
Lines. With a single loading of dry ice, tons 
Never before has any insulation been of perishables (even fresh-caught fish) are 





: 


. . , kept at safe, low temperatures for hours... 
such a standout—first choice with manu- 
for more than a thousand miles. 





facturers, distributors, retailers and con- 





sumers alike. Outstanding performance in 


millions of homes—in ranges, refrigera- acceptance. And today, Fiberglas Thermal 
tors and other household equipment built Insulation is better than ever .. . a swell 
before the war—accounts for this broad feature to sell. 





DAVID 8. SMITH 


AG: SE 
he development of television and was IN SULATI ON 
7 /t_ imember of the Television Commit- oT, M. Reg. U. S. Pat. Off. 
| ‘te of the Radio Manufacturers Assn. 
RP. He is the author of: several technical 

3 Mpers in the fields of television, fre- 
mency modulation, and mathematics. 


/ 
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Bendix Home Appliances, Inc. mander Atkinson, a graduate of the 4 
U. S. Naval Academy, entered the 
M. R. Denison has joined Bendix appliance field in 1927, becoming affili- lland 
Home Appliances, Inc., South Bend, ated with the National Refrigerating _ 
Ind., as purchasing agent, it has been Co. Prior to war service he was - pex E 
evealed by H. L. Spencer, vice-presi- metallurgist with the Great Lakes 4 
Me 
v sion 
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IT SERVES YOU RIGHT 
Nestled like a priceless jewel in its plush-lined 
shadowbox, this beautiful 


M. R. DENISON Cc. L. ATKINSON, Jr. 


dent in charge of manufacturing. With Steel Corp. and a sales engineer with 
32 years experience in production and the Michigan Steel Tube Products 
purchasing for automotive manufac- Co. 

turers, Mr. Denison last worked for 





pine? Mes 


A od e the White Motor Co. He was previ- i Clev: 
E LE ously employed by Studebaker Corp Ao 
ee 1¢ TA B Mullins Manufacturing Corp. Delos 


gee Easy Washing Machine Corp. A formal announcement card re 


cently bore the news of H. M. Hecka- 


attracted thousands of buyers from every section New sales-service manager for the thorn’s appointment to the position of re: 
i Easy Washing Machine Corp. is Lt. executive vice-president of the Mullins e 

of the country at the Housewares Show in Commander C. L. Atkinson, Jr., re- Manufacturing Corp., located at - ow 

cently returned from the navy. Com- Salem, Ohio. woes 

“4 training 

Chicago last month. — ee army 





They were amazed at its beautiful streamlined de- SUMMER OR WINTER... IT’S ALWAYS 


sign, its sturdily constructed cast aluminum body 


— to a - silver ~~ its — | THE RIGHT TIME FOR 

an ammered pattern, its modern efficiency, 

its simplicity of operation, and especially, sts two M 4 R E PR OF | ls W/ TH 
distinct high and low broiling heats, and its many | PALM ER 1 et @) dD) 6 on By 


other eye-appealing and sales producing features. 


You're set for profitable sales all year 

They were also unanimous in acclaiming the ‘round with the complete Palmer line of 
am : ; : air coolers and gas furnaces. Let us 
HMolliwood Electric Table Broiler show you the advantages of handling 
appliances from one dependable source 

1nomMe 
euten 


“THE HIT OF THE SHOW” anf 7 
TWO POPULAR SIZES: ‘ Ray. 
No. 40-T—19% x 11 x 6" to Retail for : , iit The 
No. 38-T—18 x 10% x 6" to Retail for ‘ y GAS 0-Vat 





FURNACES Yan, | 


We are happy to report that we have (floor furnace shown) was fe 
again stepped up production on (galt o's nal B 
Motliwood Electric Table Broilers. 


aa ae 
While we are still unable to meet all ‘a aren = SF. BINGEN 
ee _f— a 


your requirements, we are doing our , — = chain 

best to supply each one of our distribu- | | =a EVAPORATIVE ‘tonic 
° ° P > Manas 

tors on an equitable and fair allot- : COOLERS se 

ment basis. So be patient a little while . 4 = 

longer. Motliwood Electric Table ; : 3 Alia 


tinues 
sion : 





Broilers are well worth waiting for. 


(horizontal Por 
blast blower held 


FINDERS MANUFACTURING CO. ny cop 


Manvtacturing ° Lurn 
3669 S. MICHIGAN AVE., CHICAGO 15, ILL. Phoenix, Arizo — 


Phila 
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sllicrafters, Inc. 





Paul Eckstein has been appointed 
ger of the Echophone divi- 





ales Mma 





—— : of Hallicrafters, Inc. Mr. Eck- 
sein was tormerly with Westinghouse 
tectri rp. and Stewart-Warner. 

he 


. olland-Rieger Division, 
7a Apex Elec. Mfg. Co. 


kes w. A. Umlauf has been appointed 
Jes manager of the Holland-Rieger 
sion (Sandusky, Ohio) of the 








with 
Klucts W. A. UMLAUF 
\yex Electrical Manufacturing Co. 
Cleveland, according to A. C. Scott, 
Apex vice-president in charge of sales. 
Before joining Apex in 1943 Mr. 
_ Umlauf was employed by Wallace 
8 he a Tierman, manufacturers of com- 
on of mercial refrigeration equipment. 
ulline C. D. Thomas has joined the Apex 
_ irn to assume responsibilities in mat- 


of sales promotion and_ sales 
training under the direction of adver- 
sing manager Frank S. Ryan. Mr. 





iS 





‘ear 

2 of 

us 

ing Cc. D. THOMAS 

rce 
omas served in the navy as a 
itenant mmander. 





4 Ray-O-Vac Co. 


The sales organization of the Ray- 
0-Vac Co. 1s headed jointly by J. C. 
Kyan, sales manager, and Norman D. 


Vea, director of promotion. Mr. Ryan 
Was tormerly general manager of Sig- 
tal Battery Co. R. J. Williams con- 
inues as manager of the jobbing divi- 
ay ion while William C. Weeks, back 
‘rom the Navy, will again manage 
lain store sales. Contacts in the elec- 
tronic field are directed by Dave Cook, 
anager oj 
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manufacturers’ sales. 








Alliance Manufacturing Co. 





Porter Turner 
held engineer 


has been named a 
for the Alliance Manu- 
Alliance, Ohio. Mr. 
‘umer, former sales engineer with the 
um, will cover the New York and 
Yhiladelphia territory. 

















Many significant figures pointing to Cincinnati's substantial 
position are revealed by the 1946 Payroll Poll, which has 
just been completed by the Cincinnati Times-Star for the 9th 
consecutive year. We believe you'll find many uses for it, 
Ask your nearest Times-Star office for your free copy. 
Cincinnati Payroll Pet! 


Owners ond operctors of Rodio Station WKRC 
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Hist 


Cincinnati 
hits the 

Jackpot every 
Friday... 


Every day is payday in Cincinnati, but on Friday Cincinnati's pay check is really 
BIG. Every day there’s a BIG flow of spendable income. from Cincinnati's BIG 

manufacturing payrolls .. . that in 1945 gave 196,000 Cincinnati manufacturing 

employees MORE earnings than the average American worker. When Friday 








falls on the 15th, Cincinnati's biggest monthly payday ... as on February 15, 1946 
... payrolls reach the staggering total of $6,284,166." These are steady wages 
from Cincinnati's diversified industries that assure steady employment and steady 
buying of advertised products. Greater Cincinnati’s 227,579 families purchased 
more than $500,000,000 retail goods from 11,151 retail stores in 1945. Cincinnati 
continues to be prosperous and great . . . great for the workers and the manu- 
facturers and prosperous for these who advertise and supply the host of things 


Cincinnati needs and is able and willing to buy. 





HULBERT TAFT, President 
and Editor-in-Chief 





-.- IN ADVERTISING 





AND DAILY CIRCULATION \_ 


( wmes-stan ADVERTISING OFFICES 
NEW YORK 17, N.Y 


60 East 42nd Street 

Albert H. Parker, Mgr 
CHICAGO 1, ILLINOIS 

333 North Michigan Ave 
Fred D. Burns, Mgr 

WEST COAST REPRESENTATIVE 

John E. Lutz, Chicago 11 

435 North Michigan Ave J 
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BEN-HUR Sxuge Getter Lining! 





Home-frozen foods will bring better 
living to added thousands of American 
homes. Up-to-date home planning demands 
the convenience and satisfaction of a 
BEN-HUR Farm and Home Freezer in 
utility room, kitchen, or basement. 


Ben-Hur Dealers are in direct line to 
profit by today’s widespread popular de- 
mand for dependable Freezers. A BEN- 
HUR Dealership will increase your cus- 
tomer-prestige and profits. Write regard- 
ing franchises still available. 


BEN-HUR 
MFG. CO. 


324 East Keefe Ave., Milwaukee !2, Wis. 


Continuous Manufacturing Since 1911 


= FARM;&,HOME FREEZERS, } 






































on ere the “Stand-Out” sli 


tures of the Quality-Buile 
BEN-HUR... 


*% ALL STEEL CONSTRUCTION 


*% LIFETIME TESTED 

*% FOOD SURROUNDED BY COLD 

*% SIZE FOR EVERY FAMILY 

*% THICK INSULATION 
(Hermetically Sealed) 

% MODERN DESIGN 

% ECONOMY-ENGINEERED 

% INSULATED AGAINST POWER 

FAILURE 











7 al 








FOR IMMEDIATE DELIVERY 





Cash-in on the demand 
for this needed home appliance! 


Looking for a home appliance to sell right now? 
Then investigate Sav-U-time, the remote control 
system that converts ordinary “side-arm” gas 
water heaters into automatic units — efficiently, 
economically. Easy to sell! Easy to install! Re- 
quires little or no servicing. A real volume pro- 


ducer and profit-maker. The orig- 
inal system—and leader for 25 
years. Dealerships now open... 


Sav'U-time | | [ 


write today! 


ig eer eo | 
—) 





























BECOME A 
SAV-U-TIME DEALER 


Write today for complete 
details of Selling Plan. 








SAV-U-TIME Sales Company 
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NEW UTILITY POSITIONS 











Central Mass. Electric Co. 


New merchandising manager of the 
Central Mass. Electric Co., the Spen- 
cer Gas Co., and the Webster division 
of Worcester County Electric Co. is 
Everett A. Geer. He entered the serv- 
ice of the New England Power Co. 
shortly after his graduation from Tufts 
College in 1914 and later became con- 
nected with the Central Mass. Co., the 
becoming sales manager in 1932. 


Gulf States Utilities Co. 


Miss Leonora O’Neal, home service 
advisor of Gulf States Utilities Co’s 
Navasota division since 1943, has been 
appointed home service director of the 





LEONORA O'NEAL 


Gulf States systém, a newly created 
position. Her appointment, according 
to announcement by L. F. Riegel, gen- 
eral sales manager, is part of the com- 
pany’s postwar plan for home service 
educational and demonstration work 
in urban and rural homes in coopera- 
tion with electrical appliance dealers in 
the company’s operating area and is 
coordinated with the company’s com- 
prehensive rural electrification pro- 
gram. 


Chattanooga Electric Power Board 


George B. Barnett, returned to the 
Electric Power Board of Chattanooga 
after three years of army service, has 
been named coordinator of electric ap- 
pliance dealers, according to an an- 
nouncement by Bert Osborne, board 
sales manager. Prior to military serv- 
ice, Mr. Barnett was assistant purchas- 
ing agent. 


West Penn Power Co. 


Vice-president P. H. Powers of the 
West Penn Power Co. has announced 
three recent promotions in the firm. 
John E. Mueller, manager of the com- 
mercial customer department, has been 
upped to assistant sales promotion 
manager. Logan R. Cole, Keystone 
division sales manager, will be trans- 
ferred to Pittsburgh as manager of 
the residential customer department. 
The residential customer department 
is a new subdivision of the sales promo- 
tion department and includes all resi- 
dential sales promotion. Fred C. Sch- 
werer, who succeeds Mr. Cole as 
Keystone sales manager, has been 
assisant to the manager of the indus- 
trial customer’s department since 1943. 


FEBRUARY 1, 1946—ELECTRICAL MERCHAND!SING 





Puget Sound Power & Light Co, . 


Henry R. Kruse, formerly heaq d 
the department of economi levelop 
ment and research, becomes the 





e 
general sales manager of !\ Aw 
Sound Power & Light Co. as an 
nounced recently by president Fran] 
McLaughlin. The department in th 
future is to be known again as th, 
general sales department, instead g 
the utilization department. unde 





which title it has operated for the pas 
few years. He operates directly unde 
C. Patrick Johnson, vice president ¢ 
the company. 

In the sales department will be D; 
Geo. W. Allison, dealer sales promo 
tion director, Ted Bakeman, directy 






























of industrial development, Emory ¢ 
Branch, commercial and industrial di THE t 
rector, T. K. Dimmitt, farm electrifica 
tion director, Art Kramer, experi @' 
mental laboratory director, and Mr e' 
Edith Rauch, home service director > 
K. E. Hollinsworth will have charg: e| 
of commercial sales and C. A. Scheye: + 
will be industrial sales supervisor, bot 4 
operating under Branch. @' 
e 
Conn. Light and Power Co. 
Abner C. Bristol, manager of thi 
Essex district for the Conn. Power an I 





Light Co., has succeeded Walter P 
Schwabe, retired, as northern divisior 
manager. Gilbert J. Williams, form 
erly eastern division engineer, becam 
manager of the eastern division subse 
quent to the retirement of H. D. Larra 
bee. B. H. McElhone succeeded Mr 
Bristol as manager of the Essex dis 
trict and Hugh T. Corcoran becam 
New Britain manager. 













B. C. Electric Ry. Co. 


Appointment of W. C. Mainwaring 
Vancouver, as vice-president of 
B. C. Electric Railway Co. for Vap 
couver Island has just been announced 
Mr. Mainwaring was previously vic 
president in charge of sales for t 
company, and the new appointment wi 
mean moving from Vancouver to Vi¢ 
toria which is the headquarters of th 
Vancouver Island territory. Ms 
Mainwaring’s appointment follows th 
retirement as a result of ill health a 
Albert T. Goward, who has been oper 
ating vice president of the compat 
for many years and associated wit 
its development in Victoria since 18 


















































Lawrence Gas and Electric Co. 


James F. Dolan has been appoint 
sales manager of the Lawren0 
(Mass.) Gas and Electric Co. M 
Dolan entered the employ of the co 
pany in 1927 and was promoted to sald 
supervisor in 1937. 
































Utah Power and Light Co. 


Evelyn Hansen, with the Navy fo 
the last three years, will become ho 
service director for the Utah Powé 
and Light Co., succeeding Nan 
Finch. She formerly served as 
service worker for the firm in Bing 
ham. 
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DISING 








Suey Home Wants 

GITS PLASTIC 

PROTECT-O- 
SHIELDS 


(Patented) 





THE LIGHT SWITCH WALL PROTECTOR 

WITH SUPERIOR FEATURES: 

@ Unbreakable Plastic 

@ Wide Range of Colors 

@ Actually Adds Beauty to Room 

@ Permanent, Washable Finish 

@ Smooth, Pleasant Touch 

@ Easily Installed 

@ Low Cost—Retails at 25¢ (Single), 
35¢ (Double) 

@ Merchandised for Quick Sales 


Order from your jobber 


Holds V3 ation 


4656 WEST HURON ST., CHICAGO 44, ILL. 
onvfocturers of the fcmous Gits Flashlights, Knives, 
Games, Protect-o-shields, Savings Sen, Etc, 
CANADIAN DISTR°2UTOR: 
Kahn, Bald & Ladden, Lid., 69 York St, Toronto 


NO TEDIOUS 


HAND TURNING! 
That's what SELLS the new 


KASSON | 
ClecDuc 








Bar ?B-O. 


MEAT TURNER 


It has all these highlights: 
@ Revolves three times a minute; meats are 
cooked evenly. 


Operates on house current (110 Volts 
AC). 


Equipped with 50 feet of cord. 
Sturdy, all-metal—won't tip over. 
Adjustable height and width. 


Extra, short set of uprights Included for 
use in indoor fireplaces. 

Holders for drip pan permit basting with 
natural juices. 


BARBECUE FANS have always wanted a 
power driven meat turner .. . For the first 
time in history here it is on a production 
basis. Sell KASSON ELECTRIC BAR-B-@ 
to eliminate the drudgery of hand turning. 
List Price $39.50 F.O.B. New York. 


IMMEDIATE DELIVERY! 


DISTRIBUTORS, DEALERS: Write or 
wire today for literature and discounts 
on this fast selling, tested product. 
GENERAL DIE AND STAMPING COMPANY 
267 Mott St. Dept. EM WN. Y. 12, N. Y. 


ELECTRICAL 





NEW POSITIONS 





house Co., 
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A. E. Rittenhouse Co., 


The appointment of E. C. Dvorak 
as sales manager of the A. E. Ritten- 
Inc., Honeoye Falls, N. Y., 
manufacturer of electric door chimes, 


Inc. 








has recently been announced. Mr. 
Dvorak was formerly employed by 
| 

E. C. DVORAK 
General Electric Co. and was sales 


manager of the electric range division 
of that firm. In his new capacity he 
will have general direction of both 
sales and advertising. 


Airtemp Div., Chrysler Corp. 


H. A. Malcolm, former assistant 
general sales manager of Airtemp Di- 
vision, Chrysler Corp., was appointed 
general sales manager by president 
D. W. Russell. In his new capacity 
he will direct the sale of air condition- 
ing, heating, and commercial refriger- 
ation products. Before his promotion 
to assistant sales manager he was as- 
sistant to the vice-presidents of sales. 
Prior to that he was regional sales 
supervisor in charge of the southern 
half of the U. S. 

J. J. Donovan, former eastern divi- 
sion manager, has been appointed as- 
sistant general sales manager by news 
sales manager H. A. Malcolm of the 
Crysler Corp’s Airtemp Division. 


Conlon Corp. 


C. J. Campbell, known to the appli- 
ance trade through his service with 
Westinghouse, Easy, Bendix, and 





Cc. J. CAMPBELL 


Meadows, has become district sales 
manager for Conlon washers and 
ironers in Western Pennsylvania. 


1946 





ELECTRIC _—_—=— 
PLANTS 


= 





FOR ANY JOB—ANYWHERE 


ONAN ELECTRIC GENERATING PLANTS 
supply reliable, economical electric service 
for industrial uses, as well as for scores of 
other general applications. 


Driven by Onan 4cycle gasoline engines, 
these power units are of single- 
unit, compact design and sturdy 
construction. Suitable for mobile, 
stationary or emergency service. 


Models range from 350 to 35,000 
watts, A. C. types from 115 to 660 
volts, 50, 60, 180 cycles, single or 
three-phase and 400, 500 and 800 
cycles, single phase. D. C. types 
from 6 to 4000 volts. Also avail- 
able in dual voltage and special 
frequency types. 


D. W. ONAN & SONS 


3248 No. Royalston Ave. Minneepolis 5, Minn. 





QUICK PROFIT 
BIG VOL — 







_ a n ad U Retail 
Prices 

ELELTRUE <a 
CHURN $14.32 
Dealers say Gem Dandy is a DELUXE 
sales volume sensation because MODEL 


Gem Dandy Electric Churn ban- 
ishes one of the chief drugeries 
of farm wives. Investigate Gem 
Dandy yourself and you'll want to 


$17.32 





stock it. You'll find Gem Dandy 

far superior, yet popular priced. for 

Gem Dandy has slow-speed long 

life motor; aluminum base, shaft IMMEDIATE DELIVERY 


and dasher. Easy to operate, easy 
to clean, produces 15% more but- 
ter in 15 minutes. Churn supports 
and electric cord are covered with 


long-lasting, sanitary Neoprene. 


Ask your 
Jobber Or 


Write To Us 











ALABAMA MANUFACTURING COMPANY 
1801 First Avenue, N. ° Birmingham, Alabama 
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NEW POSITIONS 








Graybar Electric Co., Inc. 


Gordon M. Colwill has taken over 
the duties of supply sales manager for 
the Graybar Electric Co. He is former 
manager of the supply department in 
the company’s Detroit territory. He 
started his career with the Standard 
Sank of Canada, Brooklin, Ontario, 


S. V. REISS 


in 1916. Two years later he joined the 
Northern Electric Co. in Montreal and 
in 1923 associated himself with the 
Graybar organization as a salesman. 

S. V. Reiss has joined Graybar as 
manager of commercial research, it 
has been announced by A. H. Nicoll, 
president. He was formerly director 
of research of the Grocery Manufactur- 
ers’ Information Council. He _ has 
worked for General Electric and the 
Dallas Power and Light Co. Follow- 


—— 


ing that he was employed by the Mid- 
dle West Utilities Co. to make rate 
studies and analyses of operating costs 

Burton R. Cole has _ been med 
communications sales manager for 
Graybar. Prior to service wit 
Army Signal Corps. Mr. Col 
manager of the lamp, lighting and sup- 
ply departments in the Seattle terrj- 


was 


BURTON R. COLE 


tory. He has been employed in the 
past by Bell Telephone Laboratories 
and the Western Electric Cor; 


Amana Society 


Oliver B. Hafner, industrial engi- 
neer, and Floyd C. Lowell, engineer, 
have been added to the staff of the 
refrigeration division of the Amana 
Society. 








Get Ready to Supply 


when Customers Demand 


"POLAR-FREEZ, 


PLEASE!" 
a —- 


It will pay you to investigate the profit oppor- 
tunities of the Schelm ‘Polar Freez,’’ cold-storage 
food cabinet now in demand by so many quality- 
conscious housewives, farmers, sportsmen, and 
commercial users. Here’s a low-temperature unit 


that can be a real money-maker for you . . 


- an 


economical, convenient, long-wearing appliance 


you'll be proud to sell. 


Write, ‘phone or wire us TODAY for complete 
details on the Schelm line of profit-makers . . . 
“Polar Freez’’ food storage cabinets, air con- 


The Schelm “Polar Freez” is modern 
in design economical to operate 
Available in 8 cu. ft. capac't 
home or commercial use 


ditioning units, attic fans and furnace blowers. 


‘““‘BUILDING BETTER PRODUCTS: FOR 


FEBRUARY I, 


CHICAGO OFFicE: 
1737 Howard Street 


40 YEARS’ 
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Get back in stride . 
easier with sound help : 


from these timely new 


McGraw-Hill 





books 


1. GOING INTO BUSINESS 
FOR YOURSELF 


By 0. Fred Rost, Editor, Wholesaler’s Salesman. 
334 pages, 5% x 8, illustrated, $3.00. 





A practical, readable manual to help the 
reader start his own business with best possi- 
bilities for success, no matter how little his 
experience. Covers major aspects of the 
problen—what it means to start your own 
business, assets and personal qualities re- 
quired, legal and financial problems, and 
methods of locating, organizing, and operat- 
ing the business. An invaluable guide to 
starting any kind of retail store or small 





service shop. 


2. MONEY-MAKING SALESMANSHIP 
By Michael Gross. 196 pages, 5% x 8%. $2.00. 

A book on business-getting principles and methods of salesmanship for every sales- 
man who would like the know-how of thirty years successful sales experience. Covers 
every aspect of selling, including learning the fundamentals, selecting prospects, pre- 
approach, what to say when you get in to see the prospect and how to say it, factors 
that help land orders and those that help lose them, how to demonstrate your product 
effectively, and how to close the deal. 


3. HOW TO RUN A SALES MEETING 


By Edward J. Hegarty, Director of Sales Application, Westinghouse Electric and Mfg. Co., 
Mansfield, Ohio. 237 pages, 5% x 8, $2.00. 

Based on twenty years’ experience in putting on sales meetings, this book tells in a 
practical way how to plan and conduct successful meetings in order to get best results. 
The book shows the new and veteran sales manager how to be the meeting chairman, 
how to get out attendance, general conduct of the meeting, how to handle charts, films, 
and demonstration pieces, and how to hold audience interest. 


4. BASIC PROBLEMS OF SALES MANAGEMENT 


Printer’s Ink Refresher Course Giving Time-tested Solutions 

By Frank LaClave, Associate Editor, Printers’ Ink. 115 pages, 5% x 7%, Illustrated, $1.25 
A handy refresher course reviewing the basic problems of sales management for sales 
managers who have become rusty during the wartime sellers’ market and for return- 
ing servicemen about to enter selling and sales management. Discusses hiring and 
training of salesmen, compensation, laying out sales territory, creating sales manuals 
and training films, handling expenses and reports, presenting merchandise, sales meet- 
ings and conventions, and many other important aspects of sales management. 


5. THE TECHNIQUE OF PERSONAL ANALYSIS 


Tested Ways for Fitting Your Personality to a Future 

By Donald A. Laird, Middie Hadd Conn. Assisted by El C. Laird, Research Librarian. 
Whittlesey House Publication. 408 pages, 5% x 8, 32 photographs. $3.00. 

Check up om your personality with nearly 2000 questions and discover your strength 
and weakness as a good worker, a business leader, a successful marriage partner— 
in all the important capacities of life. Dr. Laird’s penetrating book will not only help 
jou analyze your personality but will also show how you can use your strong qualities 
tnd improve your weak points to win the goals in life you desire. 


See them for 10 days FREE! 
Ue 


cGraw-Hill Book Company, 330 W. 42nd St., New York 18 
Send me the books encircled below for 10 days’ examination on approval. In 10 days 


I will pay for the books, plus few cents postage, or return books postpaid. (Postage 
paid on cash orders.) 


1 2 3 4 5 | 








City and State 


Company ... 
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BAR-BROOK 


ATTIC and WINDOW FANS 











Summer is Here! 


NOW is the time to place your order for 
summer cooling and ventilating equipment. 
This is especially important in 1946 because 
of the lack of materials. MAKE A NOTE NOW 
to write for information on prices, specifica- 
tions and delivery dates on Bar-Brook Attic 
Fans and our new line of Window Fans. 




















SHREVEPORT 
ENGINEERING CO. 


1553 TEXAS AVE. SHREVEPORT, LOUISIANA 























| | 


AUTOMATI 


fF Automatic 
Electric 


WATER HEATER 


Designed in 1915... periodically improved and per- 
fected . . . today the Sepco water heater is the choice of 
a number of leading public utilities. Meeting the rigid 
requirements of the U. S. Navy, the Sepco is used aboard 
Naval combat vessels and other craft in the service of our 
armed forces. 


Read what Mr. William Montgomery Bennett of Wood- 
bury, Conn., wrote us about his Sepco . . . ten years after 
it was installed: “It has never been out of order .. . not 
once has it needed repair.” And at the end of fourteen 
years Mr. Bennett stated: “I haven't even looked at the 
heater during the last four years. It has been at work 
every day and is still as good as new.” 


Our files contain many letters like this. You too, can 
become a satisfied user of the Sepco water heater. Why 
not investigate its possibilties? Write today for detailed 
information. 














C ELECTRIC HEATER CO., INC. 


P¢ ITTSTOWN, PA., U. Ss. A, 


DISTRIBUTORS 
This may be the product 


you re looking for! 


Thermoseal Combination Screen and Storm Sash combines all the 
advantages of screen, storm-sash and weather stripping in one compact 
unit. The patented, all-metal, adjustable closure frame simplifies 
installation, adjusts to shrinkage and expansion, eliminates seasonal 
fitting and provides a permanent weather seal. 

The Thermoseal Three-In-One Window Insulation has a ready market. 
Mr. and Mrs. America are more storm sash conscious than ever before. 
The wartime fuel situation made conservation a strong habit. 

The result is ever-increasing demand for Thermoseal Three-In-One 
Window Insulation. Thermoseal has already acquired national distribu- 
tion and public acceptance. 


An Established Sales Appeal 


Thermoseal Three-In-One Windows have a sales story that really sells— 
greater comfort, convenience and economy (fuel savings usually pay 
for the windows in a few seasons) .. . rainproof, draft-free ventila- 
tion . . . only seconds to change from screens to storm sash, all from 
inside the house. There's nothing like Thermoseal Windows on the 
market. Contain many patented features. Average installations run 
between $200 and $300, with an attractive profit margin and very 
little seasonal variation in sales. Big seller in low-cost homes. 

Inquires are pouring in and demand for this product is booming. 
We have expanded production and are planning further expansion to 
take care of this huge market. 


Distributors Invited 
A limited number of good territories are now available. if you want to obtain 


@ valuable franchise with a live, aggressive organization marketing a fast- 
selling product, write today for information. 


THE THERMOSEAL COMPANY 


1836-D EUCLID AVENUE CLEVELAND, OHIO 








CASH IN on te 


DEMAND FOR 


~~ 


_ ee 
HARDER /%<; 
HOME LOCKERS 


COMPARE HARDER-Freez with any other home or farm 
freezer, and you'll see why it’s so easy to sell. Large capacity—up 
to 18 cubic feet. Convenient. Appealing design. Nationally adver- 
tised. Amazing low price. Experienced manufacturer. Dealerships 
available. Write today! 


UPRIGHT AND CHEST MODELS AVAILABLE 


=. 1 ¥YLER 


TYLER FIXTURE CORPORATION, NILES, MICHIGAN 


SS Se eae ee eee ee ee ee ee ee oe 
| TYLER FIXTURE CORP., Dept. EM-2, Niles, Mich. 
Rash data on Harder-Freez Home Locker line and deal- 
| ership agreement. 


NAME —— 
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MODERNIT® PLUS: Modern home equipment will be featured in the modern home 
to be occupied in Scranton, Pa., by Samuel Weinberg and Sons, Inc., electric appli- 
ance dealers. The firm has purchased a corner building which it will remodel to 
look like the picture. The interior of the store will be finished in accordance with 
Frigidaire's Design for Selling and will include a permanent display of 20 model 
kitchens. Cooking and heating equipment will be emphasized in the concern’s 50th 


year of business. 





DEPARTMENT STORES 











Pray Rounds Out Stock 
by Adding Appliances 


John H. Pray and Sons Co., Bos- 
ton, has added appliances to make it 
a complete home store. The firm al- 


.ready has the following departments: 


furniture, rugs, curtains, draperies, 
bedding, linoleum, lamps, and gifts. 
A recent ad assured Pray shoppers 
that their dreams were getting better 
all the time and bore out the motif 
with a dream cloud containing appli- 
ances and home furnishings. 


Ad Man Heads Swados 
Furniture Store 


Gordon Cohen, Buffalo, N. Y., ad- 
vertising man, has been appointed gen- 
eral manager of Swados Furniture 
Department Store, retailer of electrical 
appliances. He has been a partner in 
the advertising agency of Cohen and 
Roizen. 


Veteran Promoted to Applance 
Manager at Haverty Furniture Co. 


Pfc. Lloyd E. Gibson, recently re- 
turned from World War II, is now 
manager of the appliance department 
for the Haverty Furniture Co., his 
employer since 1939 except for the 
20 months he worked for Uncle Sam. 


Jarret Furniture Co. Now 
National Furniture Co. 


Effective January Ist the name of 
Jarret no longer was official for the 
Asheville, N. C., furniture firm. The 
new name is National Furniture Co., 
but it will continue to retail Philco 
radios and other appliances. 


Toledo Outlet Planned 
for Grinnell Co., Detroit 


The Grinnell Co. of Dertoit, which 
operates several stores throughout 
Michigan and Ohio, has leased a five- 
story building in downtown Toledo as 
the site for its new outlet. In the new 
location a full line of major and minor 
appliances will be carried. G. E- 
Barber is manager. 
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Marcus to Market 
Appliances 


Joseph Marcus and Co., Providence 
furniture firm, has announced that it 
will carry a full line of electrical 
appliances. 


Davega Stores Corp. 


Jules M. Smith has been announced 
as vice-president of Davega Stores 


JULES M. SMITH 


Corp. For more than 15 years he has 
been in charge of radio and refrigera- 
tor merchandising for Davega and 
also secretary of the corporation. 


HARRY STEIN 


Harry Stein has been named to the 
position of radio and appliance buyer 
for Davega. 
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Harkness of Tacoma 
Adds Appliance Dept. 


The Harkness Furniture and Appli- 
ance Co., 6612 South Tacoma Way, 
Tacoma, Wash., has added a complete 
line of electrical appliances. 





Lasalle and Koch Appoints 
Assistant Appliance Manager 


Edward Missler has been appointed 


assistant department manager for 
major appliances in the Bowling Green, 
Ohio, branch of Lasalle and Koch Co., 
Toledo, Ohio, department store. 


Intra-Store Television 


Planned for Marshall Field 


Number one priority for the instal- 
lation of a GE intra-store television 
system has been held for over a year 
by Marshall Field and Co. of Chicago. 
L. B. Sizer, sales promotion manager, 
said that the store was interested in 

levision as a selling medium 


Roy and Co, Adds 
Major Appliances 


Early spring will see the addition 
of a major electric appliance depart- 
ment to the stocks of Roy and Co., 
25-year-old Columbus, Ohio, jewelry 





store which recently moved into a new 
four-story building. Small appliances 
are now offered on the second floor. 


Pearson Converts Apartments 
To Department Store 


A former part owner of Pearson 
Co., Inc., has purchased a six-story 
apartment building at 430 Massachus- 
etts Ave. in Indianapolis and is re- 
modeling the floor storerooms to serve 
as a modern appliance and furniture 
store, the Home Outfitting Co. Ac- 
cording to the new store owner, Ed- 
win A. Pearson, display windows and 
entrances will front on both Massa- 
chusetts Ave. and Alabama St. 


Arkansas Store to Open 
Electric City 


Five businesses will be replaced by 
Electrical City, a new appliance store 
which will occupy half a business 
block to be opened by the J. F. Sample 
Co., El Dorado, Ark., department 
store. 


Balassa Buys Appliances 
for Spear and Co., N. Y. 


Cornelius Balassa has been appointed 
radio and appliance buyer for Spear 
and Co’s. New York stores, succeeding 
Charles J. Corpina, recently resigned. 
Mr. Balassa has been with the Spear 
organization since 1929. 


New Appliance Department 
for United Furniture Co. 


Expansion plans of the United Fur- 
niture Co., Louisville, Ky., include a 
first floor appliance department as 
part of the firm’s $200,000 building ad- 
dition. Construction will start when 
building materials become available. 


South Bend Store Hopeful 
to Fill Empty Appliance Dept. 


The Ries Furniture Co. of South 
Bend, Ind., has added a new appliance 
department, but is still hoping to find 
appliances to put in it. 


Halversen Helps Helper Hardware 
Co. Develop Electrical Department 


The electrical department now being 
developed by the Helper Furniture 
and Hardware Co. of Helper, Utah, is 
in charge of Allen Halversen, former 
salesman and service man with the 
company. 


Youngstown Store Names 
Appliance Manager 


Stambaugh-Thompson Co., Youngs- 
town, Ohio, department store has ap- 
pointed P. J. Burke manager of the 
appliance department. 


(3c NYKELKROM 


REPLACEMENT ELEMENTS 





they will 


BuiltD Your 
SERVICE and 
PROFITS 


Prompt deliveries—the highest 
quality materials and careful 
workmanship assures you of 
profitable service and satisfied 
customers, 





Flat Iron Elements 
Fits 90% Irons in Use 
Approx. 600 Watts 





6/. and 5% Inch bricks 
wired for single heat— 
also wired for 2 or 3 heat switches 


Complete line of Replacement 
Coils for most Electric Ranges 
— special heating units — flat 
iron elements — Cone Elements 
for space heaters, and spooled 
coiled resistance wire. 





Cone Elements for Room Heaters 
600 Watt and 1000 Watt. 


H.W. TUTTLE & COMPANY 


ADRIAN, MICH. 


Write for Complete Catalog 













































“HOLD EVERYTHING, JARVIS—THERE’S BEEN A SLIP-UP SOMEWHERE ALONG THE LINE" 


ELECTRICAL MERCHANDISING—FEBRUARY 1, 1946 








The demand for WATERBURY HANDY PLUGS has 
been terrific. And production is being increased 
as fast as possible—so please be patient, for 
orders will be filled "on time" very shortly. 





TO ASSEMBLE SIMPLY INSERT WIRE AND SCREW ON CAP 


No Bare Wires—No Short Circuits 

Easy To Attach—Handy To Use 

Long Uninterrupted Service 

Safe For Public Use—Underwriter Approved 


Write for complete information 


WATERBURY COMPANIES, Inc. 


FORMERLY WATERBURY BUTTON CO., EST. 1812 


VOLT WAY, WATERBURY, CONNECTICUT 
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IS ALWAYS 








RELIABLE 


LOOK FOR THIS TRADE MARK 


ELECTR 
PLUGS 


ON THE 


APPLIANCES 
YOU BUY 


SOLD EXCLUSIVELY 
BY 
UNITED STATES 
RUBBER COMPAN 
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PROPS 


mean 
QUIET 
PERFORMANCE 


@ When you use Meier Nu-Air Quiet 
Props you can be sure of quiet. efficient 
performance in your ventilating equipment. 
Accurately static-balanced, insulated 
blades with plated spider makes these 
much desired features possible. 
Available in sizes 10” to 54” and from 11° 
to 34° pitch. 

For technical data, write for Bulletin No. 
2100. 





Produced under license 
from The Torrington 
Manufacturing Company 


MEIER ELECTRIC & 
MACHINE COMPANY 


3525 E. WASHINGTON STREET 
INDIANAPOLIS 7, INDIANA 
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BUILDING A 
SALES TRAINING PLAN 


FOLLOW THESE practical, com- By 

mon sense rules in building and EDWARD J HEGARTY 

operating a successful sales train- . 

ing program, checking your pres- Manager, Sales Training, Electric 

Appliance Division, Westinghouse 
Electric Corp. 


198 pages, $2.00 


ent program, or revitalizing an 


ineffective one. Based on popular 
articles from Printers’ Ink, this 
book not 


mental 


only outlines funda- 


sales training principles, 
but gives specific suggestions from 
wide field experience for putting [Do you know how to set up training objects— 
develop a unit of work for salesmen—audit the 
results of a plan? How to get the salesman 
to continue to use the school methods in the 
field—how to sell the training plan to the 
organization—how to teach trainers speaking, 
presenting the subject, teaching methods? It’s 
all in this book. See it today. 


them in practice, and shows how 
trainers may get the vital points 
across in their programs 


You: 


—16 suggestions for teaching sales- 
men right work habits 


Gives 


—17 suggestions for teaching more 
than product 


— points to check to see if your 
salesman is getting the right 
im pression 


SEND THIS FREE-EXAMINATION COUPON 





McGraw-Hill Book Co., 330 W. 42 St., NYC 18 


Send me Hegarty’s Building a Sales Training Plan for 
days’ examination on approval. In 10 days I will sen 
$2.00, plus few cents postage, or return book postpaid 
(Postage paid on cash orders.) 


—1I17 suggestions for coordinating 
school and field training 


—7 point summary of things all 
trainers should know 


Name 
—7 suggestions on training reports 


and methods EE .cncascuahststviatbcenscccceves 


—18 suggestions for the retailer in City and State 
using the sales training plan Company 
principles 


Position 








and many others 
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UNDISPLAYED RATE: 


$1.00 per line or fraction per 
insertion—minimum $4.00. First 
line small black face type. 
Discount 10% full payment in 
advance for 4 consecutive in- 
sertions. 


WHERE TO Buy 


Parts, Services & Accessories 


DISPLAYED RATE: 


$12.50 per inch per insertion. 
Contract rates on request. (An 
advertising inch is %"" on one 
column—4 columns—48 inches 
to a page.) 














FOR EXTRAS. 


on all popular makes. 
nominal fee. 


. FLAT BELTS (seven sizes) 
HOOVER BELTS (two sizes) 


Fine cloth. Beautifully tailored. 


126 S. 2nd Street e 


Vacuum Cleaner Armatures 


Our low price includes COMMUTATORS when required. NO CHARGE 
Our large stock of new and rebuilt vacuum cleaner 
armatures permits shipment same day order is received. Exchange basis 
Armatures, fields and bearings installed at 


VACUUM CLEANER BAGS and BELTS 
in ath tata as aha eae G-a.3'ehb © Siac ok = per panes 


No belt trouble when you use our high grade Neoprene belts. 
BELT CHART, showing correct size belt for all makes. 


PENN APPLIANCE DISTRIBUTORS 


Harrisburg, Penna. 
Quality Material — PROMPT SERVICE 


SEND FOR FREE 


Bags for all popular makes. 





ep 


ARMATURE 
GROWLERS 























Burned Out or Broken Electric 


= Heating Elements 


{ repaired with NICHRO- 
| 


CITE PASTE Simply 
<a overlap ends, apply paste, 


turn on current, Used by utility com- 
oo panies, etc. Family size, $1.00, 4 oz. 
size $2.50. Satisfaction guaranteed 


Armstrong Mfg. Co., Box 861E Minneapolis, Minn. 








Resistance wire. Heating Units. 
Switches for Standards and all 
makes of Electric Ranges. 


F. N. CUTHBERT CO. 


Distributor and Manufacturer's Agent 
Toledo 2, Ohio 





Genuine 


PARTS Exclusively 


PREMIER - ROYAL - G. E. - EUREKA 
VACUUM CLEANERS 
Write for complete details 
BROCKWELL ELECTRIC CO. 
106 E. 9TH ST., CHESTER, PA. 











WASHING MACHINE PARTS 
“For any and all makes" 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co, 
191 W. 7th St. St. Paul 2, Minn. 














10 


_O 


WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


EF 


rant? 








Aerobell — Boss — Gainaday — Laundry Queen 
Sunnysuds — Woodrow and Thirty Other Makes 


AGITATORS — BELTS — LUBRICANTS 


HIGH POST CHANGE-OVER 
For EASY and G. E. Washers 


We have 80 Parts Jobbers from 
Coast to Coast to serve you 


ADDRESS ON REQUEST 


MANUFACTURING CO. 


3650 EAST 93rd STREET 
os; Ge t-@ 


 < 


a a oo 





After-Inventory 





Your Vacuum Cleaner Belt Problem . . . Solved 
NO MORE WORRYING ABOUT: 


—the Makes and Models they fit because: Every bag is marked with Makes and 
Model Numbers and the transparent bags keep the belts fresh and clean. 
—the Price Problem because: The price is prominently printed on each bag. 


oo 


VACUUM CLEANER 


RANTEED “Quy | ORDER NOW! 


8 assorted belt cards consisting of 


wT REPLACEMENT BELTS 96 belts will fit 130 makes and 

















" ee — models 
a : a Satins ng Vour cost . . . $10.08 net 
) eteeadta® ral 
/ ) | S C ) NT STANDARD STANDARD. —ee 
? sepals tcarnes ba te Retails for $24.00 
d HOOVER HOOVER 
ae PARTS pei f MODELS e 26-3R8 Bad eee hte Te 2 : 
pene SERVICES | Jase =S== | FREE—with above 
“a ow a OUR NEW CATALOG 
Write for this catalog — —_ negate Listing 4531 items and 2911 illustra. 
ps epee — “snails. 0c 30 tions giving list prices and your cost 
flor expires Feb 28,1946 — oe in code 
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2438 W. NORTH AVENUE 
CHICAGO 47, ILLINOIS 








Repair your own 


NOW ELECTRICAL APPLIANCES 


CHANITE Self-Welding ELECTRICAL 

HEATING ELEMENT flux Generous amount, 

| | instructions losed $1.00 postpaid. Guaranteed 

nothing like it. Stick form 25¢ ea. $2.00 doz. 
CHANITE SALES COMPANY 

$14 South Main Fort Worth 4, Texas 




















| Our 132-page 
\PREE °:../0°% FREE 
| Washing Machine & Vacuum Cleaner Parts. 
| Save money by ordering all your supplies 
from one dependable source. 
(uality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 





2720-22 W. Division St. Chicago 22, Ill. 








SAFEG 
Your P 


Use ORAN 
TRUCKS 


ratchet 
throughout. 


dling refrigerators, ranges, radios, kitchen cabi- 
nets, etc. Only truck with patented quick change 
nose. 


circular and prices on request. 


ORANGEVILLE MFG. CO. 
Manufacturers complete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 





varo “ 
rofits! 


GEVILLE ‘“@& 
for han- 





Completely rubber upholstered 
Several convenient sizes. Descriptive 








SPECIALTIES 


| Electrical Mangle Roll Pads and Covers 

‘écuum Cleaner Bags, Ironing Board Pads 
end covers, washing and ironer covers. Ohio 
—Xtile Specialty Co., W. 54th, Cleveland, O 


NEW ADVERTISEMENTS 

















~e ved by February 19th will appear in the 
‘arch issue subject to space limitations 





This 

Section 

supplements other advertising in this issue 
with these additional announcements of prod- 
ucts and services essential to efficient and eco- 
homical operation in the field of Electrical 
Merchandising. 
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WASHING MACHINE PARTS 


“Any 







Leading Manufacturers 












For Complete Catalog 


WASHER SALES & SERVICE CO 


PITTSBURGH 12 


NOT—The old story, but the result of a year of experimenting and testing! 
NOT—A belt for less money, this belt costs a little more—worth it! 
NOT—A substitute to be excused, but a better belt—soft, resilient, durable! 


#102-105-541 $5.50 Per C 


2034 Euclid Ave. 


NEW REPLACEMENT 
VACUUM CLEANER BELT 


BELTS TO FIT HOOVER CLEANERS 
#543-700-800-150-25-26-Etc, $6.00 Per C 
A TRIAL ORDER WILL CONVINCE YOU 


ELECTRIC SWEEPER SERVICE CO. DIV. 


PEARSOL APPLIANCE CORP. 
Cleveland 15, Ohio 











Part For Any Washer” 


ele saallthicl ae iol ae: V1 


Write In 


10 Federal Street 


PENNA 








JUST OFF THE PRESS! 


ORDER YOUR 
copy TODAY! 


THE PRICE IS | 


$1.00 


MONEY REFUNDED 
If you are not entire- 
ly satisfied with this 
catalog after receiving it, 
return it and we will gladly 
| refund your money. 


Get this big WASHER G CLEANER 
catalog! Thousands of critical parts 
listed and illustrated in this big val- 
uable book. 





UNE TED 


APPLIANCE COMPANY 


1913 Washington Ave., Houston, Texes 
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HAVE YOU HEARD 





yo 





3ruce Corrtin, Co-Owner with his 
brother of the Hytron Corp., Mass. 
tube manufacturing concern, probably 
got darned good and tired of searching 
his pockets for a pencil every time he 
wanted to mark up a golf score. Any- 
way, he did something about it, be- 
cause he has just been issued patent 
No. 2,391,392 for a golf tee with the 
end treated so that it can double as a 


“1 
penci. 


RIGHT IN THE Do-It-YourRseELF tra- 
dition of farm boys everywhere, coun- 
try lads in Hazleton, Idaho, have 





Scheduled Meetings 


The following is a list of meetings 
scheduled to be held in the near 
future: 


Western Merchandise Mart 
Spring Market Week 
Feb. 7-11, 1946 


National Association of Home Builders 
Hotel Stevens, Chicago, Ill. 
Feb. 25-28, 1946 


Paul S. Van Auken, Convention Direc- 
tor 


National Electrical Wholesalers Asso- 
ciation 

Annual Convention 

Hotel Stevens, Chicago, Ill. 

April 21-25, 1946 

Charles G. Pyle, Managing Director 


International Lighting Exposition 
Hotel Stevens, Chicago, Ill. 
April 26-30, 1946 


Electric Home Appliance Show 

Texas Electric Service Co. 

Will Rogers Memorial Coliseum, Fort 
Worth, Texas. 

April 26-May 3, 1946 

A. E. Schwarz, 2 Rector St., N. Y., 
Space Assignments 


Housewares Show 

Convention Hall, Atlantic City, N. J. 
May 13-17, 1946 

Flo English, Managing Director 











formed a Kilowatt 4-H club under 
the supervision of Harry Nye, former 
manager of the Idaho Power Co. in 
that city, and they are learning how 
to read meters, make simple motors, 
wire a three way switch, and make 
floor plans of their own farm wiring 
layouts. 


Reppy Kirowatr Has BEEN sstar- 
struck and his creator, Ashton B. 
Collins, recently visited Hollywood to 
preview his high voltage prodigy’s 
cinematic debut. 


Frank E. Tuompson, president of 
the Thompson Electrical Co., was 
elected president of the Raleigh Cham- 
ber of Commerce, succeeding Grover 
A. Dillon. 


THe Tor Portcy Group of the 
American Red Cross, the Central Com- 
mittee, has a new member in Sheldon 
C. Coleman, executive vice-president 
and general manager of the Coleman 
Co., Inc., Kansas. Mr. Coleman will 
serve for a three year term. 


Bitt’s Rapto Service lost its owner 
early in January with the death of 
William A. Beckland, long-time opera- 
tor of the Milwaukee, Wis., service 
shop. 


Arter 34 Years or Service, Arthur 
R. Dennington, Westinghouse Lamp 
Division engineer, has retired. Mr. 
Dennington was in charge of the ap- 
plication engineering of the Sterilamp 
and is known as a contributor of many 
articles to technical and trade publica- 
tions. 


Once a Top AMATEUR GOLFER and 
recent manager of the Electric Center 
in Phoenix, Ariz., George H. Cornes 
died recently at the age of 51. He 
reached a high golf rating in 1927 
and had been employed by the N. Y. 
Life Insurance Co. and the Del Webb 
Construction Co. as well as by Gold- 
waters Electric Center. 
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Bigelow's open in Jamestown, N. Y., with many modern ideas 


Make Them "Marry" Their Appliances 
By Tom F. Blackburn 50 


Says Myrna Johnston, home economist who believes ties of frequent 
use make women really go for appliances 


Servicing Estate Ranges ...........-..--...:sseesseeeeeeees 52 

“A Avamnad™ Radio Sarvie®.....--0:000sssescecccsecsesees 59 
Paine Furniture Co. stresses quality in repairs 

"Dream Farm Kitchen" to Lure Rural Women ........ 63 


Younker's Department Store, Des Moines, takes steps that will be 
widely copied 


Crankcase De-lcer Good Utility Promotion ............ 70 


Central Hudson promotion idea makes good dealer tie-up 


Roviowinn Viele AAG -....05c0csieks cscs cceee cesses 76 


Electrical Women's Round Table starts refresher course 


Television Shows Promise in Intra-Store Trial......... 9% 
Gimbels—RCA-Victor tries “Shopping by Television" 
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Latest OPA Actions 
Affect Appliances and Radio 


Agency disclaims responsibility for radio parts 
production delay .. . Radio price regulation gets 
minor revisions ... Appliance changes summarized 


Office of Price Administration 
as not been responsible for the delay 
1 the manufacture of radio parts, Earl 
H. Morse, head of the OPA electrical 
quipment section, industrial price 
vision, declared recently 

“Only three percent of the 1,368 
udio parts manufacturers of the coun- 
try have applied for price adjustment,” 
Mr. Morse said. “This is on the 
nerical basis of the actual number 
yperating throughout the country.” 
Measured on a dollar volume of busi- 
ness, Morse continued, less then 10 per- 
ent of the radio parts manufacturers 
ave applied for price relief. “And 
his is a very liberal estimate,” he 
Morse said that 45 price adjustment 
ipplications from radio parts manu- 
facturers had been received by his sec- 
tion during the fall and winter. 
“Processing of the applications takes 
10 days, if the individual firm has pro- 
vided all the necessary data,” Morse 
said. Applications from radio parts 
manufacturers are given No. 1 priority 
nthe OPA national office, he asserted. 
Delays in processing applications or 
Nn pricing, as complained of by parts 
*rs, Morse said, was due, first, to 
own failure to apply to OPA 
price relief, and, secondly, to their 
failure to submit adequate data with 
: ; 6" 


. . , 
applications tor price reliet 





“We have had to send accountants 
into the field to get the necessary 
tacts,” Morse declared. 
fe then pointed out that “if only 10 
ent of the radio parts manufactur- 
ers (on a dollar volume basis) have 
1ested price relief, we must assume 
majority are satisfied with their 
ent ceiling prices.’ 
teferring to statements by parts 
ers that they may have to close 
doors, Morse said: “The radio 
arts business accounted for total 
les of $750,000,000 in 1941. In 1944 
the total volume had jumped to 3.7 
billion dollars, much of it direct war 
sales. The best estimates today, based 
1eutral surveys, indicate the volume 
yusiness in this field for 1946 may 


h two billion dollars, more than 


& 





double the 1941 civilian sales—but ap- 
proximately half the 1944 volume 


Price Regulation Changed 


The radio price regulation has been 
changed in several minor respects, 
without any significant change in the 
consumer price level. 

The action, effective January 26, 
1946, has instituted these changes: 

1. Raised by one dollar the cut-off 
point defining the upper limit of the 
medium price range 

The low, medium and high ranges 


are based on manufacturers’ pre-war 
prices to wholesalers, and the medium 
range has been from $11 to $30 at the 
manufacturing level. Each price range 
has its separate resale mark-up, to be 
applied by the manufacturer for pur- 
poses of preticketing with the retail 
price, as required by the regulation. 
The mark-up is substantially higher on 
high priced sets than on medium 
priced sets, and as a result, consumer 
ceilings broke off at about $58, with 
the next higher price about $65. 

The familiar price of $59.95, fre- 
quently used before the war for sets 


in one popular quality class, was there- 
fore eliminated, and it has seemed 
desirable to restore the $60 radio to 
the retail market 

In order to do so, OPA has raised 
the upper limit of the medium price 
range by one dollar, so that manufac- 
turers are now free to apply the lower 
mark-up to slightly more expensive 
sets and obtain a retail price in the 
neighborhood of $60. 

2. Set specific mark-ups over manu- 
facturer prices for sales by mail order 
houses distributing under their own 
brand names. Heretofore, mail order 
house owners of brand names were re- 
quired to apply individually to OPA 
for ceiling prices on sales of the sets 
specially manufactured for them. 

The mark-ups are slightly lower 
than those applicable to sales by other 
types of retail outlets, to reflect pre- 
war differentials between mail order 
house and other retail prices for special 
brand radios. 


Radio Parts Makers May Fill Old Orders 


Radio and electronic circuit parts 
manufacturers have until February 1 
to file applications for permission to 
make deliveries under orders taken be- 
fore December 3 at prices in effect 
when the orders were taken. The 
authority was to expire January 15, 
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Auto Radio Parts 
Brought Under MPR 188 


New Electric Ranges 
Get 1942 Ceilings 


However 


dard electri 


required to pre- 
its OPA retail 
h price includes 
rvice harge and 
presents the total 

> consumer 
nge, a one year 
ry performance 
guarantees also 
each electric range 
OPA said A bout 
gas and electric 
pected on the market 


prices, OPA 
the remaining com- 
ppl ations, they 


and-cent ceilings 


Tag Traffic Appliances 
After Feb. |—OPA 


reminded that on and 
1946, small electrical 
inder MPR _ 188, 

e sold unless they 

them retail ceiling 

tz labels. Failure to com 
ith this requirement will consti 

1 violation of the consumer dur 

ible goods pricing regulation Only 
ceptions to this rule are mail order 
uses, which are not required to tag 


ippliances sold by mail for which a 
e no higher than their OPA retail 
is published in their current 


Inder the provisions of the regula- 
no manufacturer may, on or 
February 1, 1946, ship to any 
aser a small electric appliance 
under the above Order unless 
is attached to it a retail ceiling 

price tag or label. This tag or label 
must state the manufacturer’s name or 
the brand name; the model designation 
of the the retail ceiling price 

including [ 


article; 
Federal excise tax) for 
and that the tag 
label may not be removed before 


in each zone, 


he article is delivered to the consumer 

Any retailer who receives “untag- 

ged” an article which is required under 
above provisions to be tagged 

ag it with the proper retail ceil- 

‘e before it is displayed, offered 
or delivered at retail 

also is responsible for 

tag on the article until it 
delivered to the consumer 


OPA Ups Fluorescent 
Transformer Prices 


Establishment of a price increase 
factor of 63 per cent for fluorescent 
transformers and of 14.4 per cent for 
all other specialty transformers was 
announced recently by OPA. The 
action becomes effective January 17 
1946, and gives for these transforme.. 
substantially the same method of com- 
puting prices as is provided for radio 


parts 


Resellers’ Prices 


Ceiling prices for resellers are as 
follows: 

1—For sales of fluorescent trans- 
formers to manufacturers resellers 
add to their 1941 prices the dollar-and- 
ent amount of increase in their costs 
resulting f use by manufacturers 
yf the increase factor. 

On sales to retailers, they may add 
70 per cent of the dollar-and-cent 
amount of increase; retailers must ab- 
sorb increased costs resulting from the 
higher prices. 


2. For all other 
resellers may add to their 
1 prices the dollar-and-cent amount 


e increase on all sales. 


specialty trans- The increase in manufactur 
prices represents the amount necess 
under OPA’s reconversion progran 
permit the industry to realize its a 
age normal peace time earning 

after effect has been given to iner« 
in material prices, and basic fact 
wage rates which the industry has 
perienced since 1941. Resellers’ 

gins are not adequate to permit 
sorption of the manufacturers’ 

crease, and the increase is theref 
being passed through to buyers. 

*In addition to the price increa 
OPA also announced the profit fa 
of 6.5 per cent which manufacturer 


ormers, 
194 
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Oil Burners Get 
9% Price Hike 


\n increase of 9 percent over manu- 
facturers’ October 1, 1941, prices for 
lomestic oil burners has been an- 
nounced. Resellers are permitted to 
add to their maximum prices any in 
crease in their present acquisition cost 
resulting from the price advance 
granted manufacturers. These price domestic oil burners are to us¢ 
udvances became effective January 14, applying for individual price adj 
1946 ment for these items. 





NO BOTTLENECKS in Howard radio production, reported Joseph M. Muniz, left, 
the company's vice-president and general sales manager, at a recent meeting and 
celebration of over 60 sales executives and distributors at Chicago's Bismarck Hotel, 
which perhaps accounts for the smiles on himself, Paul Hichborn and Joseph Regueria 
of Gulf Appliance Distributors, and Rodney Young of the Rodney Young Co., Cin- 
cinnati. The meeting included a cocktail party and dinner and a speech by Mr. Muniz 
in which he said that bottlenecks had been broken and assembly of the new Howard 
radios was increasing with each day's operation. 


~ - 
A BOAT STRETCHING CERTIFICATE was presented to A. M. Frost, retiring agri- 


cultural sales manager of the Pacific Gas and Electric Co., at a recent luncheon in 
his honor in Fresno, Calif. Thor Christenson, left, farm division, and Jack McElroy 
right, Fresno division sales manager, participated in the presentation—which took 
the form of a model boat, guaranteed to stretch to practical dimensions with the 
resumption of pleasure craft manufacture. 
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lark Sees $4.5 Billion Annual 


ilectrical Business in Next 5 Years 








| Despite today’s industrial strife and 
e likelihood that it will be winter 
sain before appliances are produced 
p quantity, speakers at the 1946 pre- 
jew of Westinghouse home products, 
eld for the press in New York’s 
‘aldorf-Astoria on January 30, were 
ptimistic about the future of the 
Jectrical industry. 

During the next five years, said B. 
’ Clark, vice-president in charge of 
ules for the Westinghouse Corp., the 
odern age of electrical living will 
rovide jobs for more than 600,000 
en and women and will mean an an- 
al business of $4,500,000,000. 

“When we began planning this pre- 
lew... we neither realized nor 
agined our country would be 
junged into industrial strife, but no 
hatter how serious our troubles seem 
lay, the future of this business of 
lectrical living is vast and certain. 
othing can stop it,” Mr. Clark said. 


Production Below Pre-War 


The gloomy picture of present pro- 
uction difficulties was presented by 
H. Ashbaugh, vice-president in 
marge of the electric appliance divi- 
n, who said, “The summer may 
me and go before appliances are 
ilable in quantities.” He pointed 
it that although the division’s recon- 
rsion was on schedule up to the time 
the electrical strike and employment 
s only 400 below the prewar peak 
5,500, yet production was 40 percent 
low prewar output because of the 
ecessity for restraining employees, 
rtages of materials and the general 
roblems involved in  reconversion. 
hese factors, added to a cost of pro- 
ition increase of 25 percent, and 
sses due to lack of parts, substitu- 
on of materials, and extra handling, 
ve served to “almost double” pro- 
ction cost of the appliances so far 
duced. Of the appliances made in 
45, Mr. Ashbaugh said that 92 per- 
nt had been shipped and the other 
ght percent were held by the lack 
parts. 
Mr. Ashbaugh affirmed his faith in 
¢ company’s long range plans despite 
¢ problems of the present and imme- 
ate future and declared that even 
ough he expected a lower produc- 
n in 1946 than was previously esti- 
ated, the company intended to com- 
lete its $11,500,000 expansion program 
y midsummer. 


Analyzes Ten Year Demand 
In a financial analysis of future de- 
and, Mr. Clark pointed out that im- 
roved wiring in new and remodeled 
mes would cost more than $215,000,- 
N annually; small and large appli- 
Mees will have a market demand of 
hore than $2,000,000 a year ; expanded 
ectrification and power demands will 
tquire annually from $1,000,000,000 
1946 to $2,000,000,000 in ten years 
rt electricity, and new capital invest- 
ment by the utility companies to pro- 
ide this power will exceed $1,000,- 
0,000 a year. 
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1946 Outlook Poor, However, Ashbaugh Tells Press 
At New York Showing Of Westinghouse Products 


Mr. Clark suggested the following 
figures as a conservative estimate of 
the number of people who will be en- 
gaged in electrical work: making of 
radios and appliances, 150,000; produc- 
ing generating and distribution equip- 
ment, 125,000; maintenance, installa- 
tion and operation of utilities, 80,000; 
wiring and rewiring of homes, 30,000; 
distribution and sale of appliances, 
250,000. Declaring that we will need 
between seven and ten million new 
homes in the next ten years, Mr. 
Clark said at a probable average cost 
of $160 per home, new house wiring 
should amount to a volume in mater- 
ials, labor and costs of upwards of $65.,- 
000,000 per year. Wiring costs for 
existing homes he pegged at around 


$150,000,000 per year. 
Estimates Appliance Demand 


Mr. Clark estimated the annual de- 
mand for electric appliances in both 
new and existing homes as follows: 
electric refrigerators, 3,000,000; elec- 
tric ranges, 800,000; washing machines, 
2,500,000; vacuum cleaners, 2,000,00, 
and radios, 5,000,000 (1946 only). 

“At average expected prices,” Mr. 
Clark continued, “these items total 
$1,300,000,000 in sales volume per 
year for five years. If we add the 
business in appliances not mentioned— 
such as flat irons, roasters, coffee 
makers, room heaters, sun and heat 
lamps, lighting lamps and fixtures— 
here is an annual market of more than 
$2,000,000,000 a year in utilization de- 
vices alone.” 


Cites Wage Increase 


Summarizing the increased trend 
toward electrical living, Mr. Clark 
said, “Today we buy an electric re- 
frigerator for half the money we would 
have spent for it ten years ago. We 
buy a unit of electrical energy to per- 
form so many of our ordinary daily 
tasks for half the money. While this 
has been happening, all wages have 
been going up. So has almost every- 
thing else. But real wages—the things 
they will buy in electrical living—have 
truly skyrocketed.” 

Mr. Clark emphasized in his speech 
that housing and wiring were the fun- 
damental basis for all electrical living 
and this theme of the Westinghouse 
preview was brought out in the show- 
ing of a Walt Disney production, “The 
Dawn of Electrical Living,” created 
to inform the public of the importance 
of adequate wiring in old and new 
homes. 


Defines Flexible Living 


Westinghouse’s better homes depart- 
ment manager, Irving W. Clark, who 
was host at the preview, declared that 
electrical living must be flexible and 
said that it is a mistake to apply the 
term only in connection with deluxe 
installations of equipment. “There 
must be,” he said, “a degree of ‘electri- 
cal living’ for the dweller in the most 
simple cottage and for the occupant 
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of the most pretentious mansion. There 
must also be degrees for those whose 
incomes are between these two ex- 
tremes.” Mr. Clark divided electrical 
living into four degrees, thrift, budget, 
ideal, and deluxe. The size of the 
average home has little to do with the 
degree, he asserted, since small well-to- 
do families often live in small homes 
and require ideal or deluxe installa- 
tions while large, poorer families may 
live in large houses and require budget 
or thrift installations. The four de- 
grees were established on a basis of 
the three fundamentals of modern liv- 
ing—the preparation and preservation 
of food, cleanliness, and see-ability. 
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Ceilings Apply on Some 
Store Close-Out Sales 


Price ceilings will apply on some 
appliances if any of them is offered 
when Army and Navy sales stores hold 
close-out sales. This limited removal 
from the price control exemption pre- 
viously granted on sales by these stores 
is effective January 29, 1946. 

Ceiling prices on the excepted thir- 
teen items will be the dollar-and-cent 
ceilings already established for then 
when sold in the general civilian trade. 
The items and the number of the regu- 
lation providing the ceiling prices for 
each one, follow: 

Used household mechanical refrig- 
erators, MPR 139; new household 
vacuum cleaners, MPR 111; used 
household vacuum cleaners, MPR 
294; new ice boxes, MPR 399; used 
domestic washing machines, MPR 
372: used domestic gas cooking ranges, 


MPR 8527. 


at Westinghouse Exhibit 























MODEL HOME LAUNDRY—The elaborate exhibit at New York's Waldorf-Astoria 
recently, included this unique Westinghouse home laundry arrangement. Dominating 
the display is the Laundromat automatic washer, the new dryer and the ironer. 


0 





“DELUXE” ELECTRICAL INSTALLATION—This display board shows all equip- 
ment for the ultimate in “Electrical Living," according to the standard established 
by the Westinghouse Better Homes Department. In addition to furnishing electrical 
servants for most household task and the top degree of automatic control for those 
devices, the “DeLuxe” home employs fluorescent illumination almost completely. 
Extra wiring and wiring apparatus insured adequate current and safety for best 
performance, 
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GIBSON LEADERS: Al Vining, left, Gibson Refrigerator Co. assistant sales manager; 

next in line, former vice-president; J. Leonard Johnson, sales m 
owne, district sales manager, met with 60 distributors and their key men at 
the Union League Club in Chicago. 





NO RUBES, THE GOLDBERGS: Sure not to be left behind the times are the four 
Goldberg brothers of Washington who traveled to the Home Furnishings Show in 


Chicago where they met the electron twins, symbol of the Simmons Co.'s electronic 
R. J. Cochran, general manager of the electronic blanket division of 
llustrates a point by means of the display board while all of the four 
Goldbergs, each a leading retailer in separate cities of the Northwest, listen. 
to right are Cy of Kelso, Cyrus D. of Aberdeen, Arthur of Olympia, and Harry 


Goldberg of Everett. 










“OUT OF THIS WORLD!” —Louis 
St. Joseph, Mich., and just re-elected president of the American 
Washer and lroner Manufacturers’ Association, enthuses over the industry's new 
products as he visits with Maxine Livingston, left, Parents’ Magazine; Elizabeth 
Sweeney, McCall's; Mrs. Ida Migliario, Household; and Ada Bessie Swann, Woman's 
Home Companion, during the industry's annual meeting recently in Chicago. 








FCC Denies Zenith Appeal for 
Lower FM Broadcasting Band 


Armstong and McDonald 
Decry "Crippling" Decision 


Defeat for the Zenith Radio Corp. 
and the General Electric Co. in their 
prolonged battle to obtain an additional 
FM band between 44 and 50 megacy- 
cles while retaining the present band 
of 88 to 108 megacycles was made 
positive in a Federal Communications 
Commission statement issued January 
24. The FCC will formal 
opinion later setting forth its reasons 
for denying the petition. 

The two radio manufacturing com- 
panies had long been carrying on a 
campaign to secure allocation of the 
additional broadcasting band and both 
E. F. McDonald, president of Zenith, 
and Edwin H. Armstrong, inventor of 
Frequency Modulation, deplored the 
decision of the FCC in censuring state- 
ments 


release a 


McDonald Retort 


“The FCC has crippled FM _ by 
shackling it to the 100-megacycle 
band,” Mr. McDonald said, on learn- 
ing that the 44-50 band, presently in 
additional television 
would not be reassigned to FM. 
means that the 


WwW ill be 


use as an band, 
“This 
farmer and small town 
deprived of the static 
eee FM service they need so badly 


dwe lhe r 


fr 


and to which they are entitled. No- 
body can profit by this decision,” he 
continued, declaring that it wouid 


make obsolete over half a million home 
“except the networks which 
suggested that FM be moved up and 
manufacturers who are 
now tooled up for production of 100- 


megacy le sets. 


receivers, 


, 1 
radio 


™ 
SOE 


Inventor Mystified 


Mr. Armstrong declared that the de- 
cision was beyond his understanding. 
“At the hearing on which this decision 
was based,” he said, “not only the 
Zenith measurements, but the commis- 
own Andalusia measurements 
showed the superiority of the old band. 
One by one the theories of the com- 


sion’s 





EUREKA MEETING: A group of delegates who attended the Eureka Williams Corp. ' 
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mission’s expert K. A. Norton, § 
put forth in October, 1944 have b 
disproved. The climax was reached 
the meeting of the Washington sect 
of the Institute of Radio Engineers 
Jan. 14, where Mr. Norton's cone 
ions were directly challeng 
the presentation of the Zenith te 
The chairman asked Mr. 
reply, but this he declined t 

“This episode, coupled with the y 
drawal of his name from the Insti: 
paper he wrote a year ago, indic 
the value of the evidence on 
was moved. 

“The issue is no longer a t 
one. The issue is a publi e al 


is simple: Are we going to have 
best service of which FM is ca 
limited only by the laws of nature 
are we going to have one hedged i 
regulations and restricted by artif 


means?” 


Furniture Mart Shows 
Have Largest Attendance 


After final checkup on registrat 
at the recent American Ft 
Mart, Chicago, homefurnishi 
market is completed, more than 
buyers will have been accounted i 
Nearly 12,000 manufacturers of | 
salesmen, designers, mater 
suppliers, etc., were on | 
bringing the total attendance to 
proximately 34,000, according 
Lawrence H. Whiting, Mart presid 

The Board of Governors ol 
American Furniture Mart have 
the winter and summer market d 
for the next two years. The Merc! 
dise Mart management announced t 
its markets would run 
with those of the Furniture Mart 
dates confirmed are: 


Summer, 1946 — July 8-20 
Winter, 1947 — January 6-18 
Summer, 1947 — July 7-19 
Winter, 1948 — January 5-17. 





goods, 
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concurre! 
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recent meeting of distributors and sales representatives watch George T. Stevens 


vice-president and manager, demonstrate the tank type cleaner. Reading let to 
right are: O. H. Goldberg, sales manager of Eureka's western division; Mr. Stevensi 


L. |. Taylor, Taylor Refrigeration Co., Montana; Don Shirley, Shirley Onstead, N. D.: 
N. Schneider, Eureka Electric Co., Oregon; and Arch Carter, Carter-Squire, Uteh. 
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Appliance Deliveries 
Unpredictable Says G-E 


\ nce delivery dates have been 

nto the unpredictable future 

N, fl because of the strike of the United 
ave DEE Electrical Workers-CIO, Charles R. 
hed Pritc! rd, general sales manager of 
General Electric Cos. Appliance 

rchandise Department, said 


I 


t, Form of Reconversion 


Fy when the strike is over, it 
: t the company some time to 
h sources of materials and 
yply and start up the actual 
n lines,” he said. “Our shut 
s can't be started merely by 
he switches. In a way it 

form of reconversion.” 
- Between the time that G-E start 
_— | production in 1944 and the 
uf lkout, the company had pro 
yroximately 2,000,000 appli 





eices—from irons and clocks to re 
rs, ranges and washers, 95 
hich went to U. S. dis 


and the remaining 5 percent 


Full Production Nearly Reached 


As a result of our efforts,” 





M Pritchard said, “we were fast 
Ss roaching the day when consumers 
lance here could buy the appliances 
anted. But now the strike has 
gistra ly stopped production in G-E 
Furnit ts of refrigerators, washers, irons, 
ur 7 blankets, disposals, dish- 
in 22 shers, portable heaters, toasters, 
yunted { fee makers, roasters and fans, and 
Ss of he sential electrical construction ma- 
ils. It is quite likely that if the 
o1 strike continues for long, many other 
to liance production lines will also be 
9 by the lack of essential parts 
1 by many shut-down G-E 
rs its 
iV 

rket No Back-log 
> Mer M Pritchard declared that be 
unced t se of the efforts of General Elec- 
mcurreritric to supply the enormous consumer 
Mart. Ti¥demand for appliances it had been 


ssible to build up a back-log of 
rchandise for immediate deliveries 

he strike settlement—whenever 
t may be. 





Philadelphia Lamp 
Campaign A Success 





The tenth in the series of lamp sell 
ing campaigns conducted by the Ele 

| Association of Philadelphia, held 
g the short day season of Novem- 
set a new record with 2,361,268 
lamps sold at a money value of $511,- 
383. The highest previous total was 
setin 1941 with 2,795,458 lamps valued 
at $470,105. Although the 1945 num 
ber of lamps sold fell short of the 
M1 total, the dollar value was con 
Siderably higher. 

Following study and tabulation of 
Me report forms submitted after the 
thse of the activity, the results were 
atmounced at a “victory dinner” held 
January 21st. The dinner was at- 
ttnded by approximately 200 prize 
Winning lamp dealers and distributor 
lesmen, together with representa- 











































ns Corp ; - pate 
Stevens 8 of the manufacturer and distribu- 
g left to organizations. 
Stevens; campaign covered the five 
inty territory served by the Asso- 


‘d. N. D.; 
 Uteh. 


and was aimed at the entire 
‘ket, including all residential, com- 








mercial and industrial customers. 
Lamps of four companies were fea- 
tured, including General Electric, Syl- 
vania Electric Products, Inc., Wabash 
Appliance Corp., and Westinghouse 
Electric Corp. 


Many Participants 


In addition to the manufacturers and 
the utility company, 22 distributors 
participated in the activity. A total of 
1,262 lamp agents in the territory reg- 
istered and actively participated in 
the campaign. 


Purpose of the campaign was to in- 


crease the sale of lamps and to pro- 
vide a means through which lamp dis 
tributors and their agents could resume 


aggressive promotion of better light- 
ing and also rekindle in the public 
mind the high pre-war interest in 
lighting. 


Prizes Awarded 


The campaign was conducted along 
ines similar to the campaigns of for- 
mer years with prize awards for both 
agents and_ distributor salesmen. 
Agents received $1,020 in awards and 
distributor salesmen received $600, 
making a sizable total 

George E. Whitwell, vice-president 
in charge of sales, the Philadelphia 


I 


1 
] 
I 





Electric Co., congratulated the par- 


ticipants in the campaign on their suc- 


Porcelain Enamel On Aluminum 
Feature Of New Dishwasher 


That porcelain enamel is now being 
applied successfully to aluminum is 
news from the Fleetwing branch of 
the Kaiser Aircraft Division, Bristol, 
Pa., which is producing a new Kaiser 
dishwasher. 

Colors come through very well, it is 
said, but it is difficult to control white 
The machine, which is called the 
Kaiser jet-propelled dishwashing ma- 
chine, is powered by ordinary faucet 
water pressure. Information such as 
price, distribution and other details 
have not | 
written 


veen released as this was 
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PRISONER'S FRIGIDAIRE: Lt. E. B. 
Connors, with the knife-edged trousers 
and the big smile, was the first dis- 
charged service man to claim his Frigid- 
aire, earned by his prize winning letter 
in the recent Stors and Stripes War Bond 
Contest. Lt. Connors, who spent 14 
months as a prisoner of war in Germany, 
will be followed by 24 other winners as 
they are released from service. Judges 
of the contest were the editors of the 
army paper. Pictured above are M. G. 
Attree, branch comptroller, St. Louis 
branch, Frigidaire Division; Lt. Connors; 
F. A. Molumby, chairman of the Indus- 
trial Division, War Finance Committee, 
St. Louis; and B. D. Maness, appliance 
sales manager, St. Louis branch, Frigid- 
aire Division, who made the presentation. 





NOW, IF YOU HAD A STEAK it would 
fit nicely into the Frigidaire Meat Tender 
which, as C. W. Glenny, manager of the 
Major Dealers Department of Frigidaire, 
explains to John R. Miles, Stern and Co., 
Philadelphia, operates on the most-cold 
storage principle. 
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Frigidaire Models The Once-Over 





HOT STUFF: W. H. Van Riper of the Weiboldt Stores, Chicago, and C. J. Prashaw, 
manager of range and water heater sales, Frigidaire Division, General Motors Corp., 
enter into a heated discussion on the advantages of the broilers in the new Frigidaire 
electric ranges while attending the National Furniture Mart Show in Chicago. The 
innocent bystanders are L. J. Wolfe, on the left, Weiboldt Stores, and C. W. Kirby, 
appliance sales manager of Frigidaire's Chicago branch. 


crore 





OLD MOTHER HUBBARD had nothing on these Frigidaire kitchen inspectors. They 
too are finding the cupboards bare, but they are, we are assured, not looking for 
something to eat. Taken at the Furniture Mart Show in Chicago the picture includes, 
from left to right: R. N. Holibaugh and Eleanor Baker of the Rike-Kumler Co., Day- 
ton, Ohio; |. W. Buchanan, Chicago district manager for Frigidaire; Arthur M. Pauly, 
Rike-Kumler; and D. W. Horton, manager of the kitchen cabinet department of 


Frigidaire. 
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POSTER POSTULATIONS are presented by Carle Robbins, left, of the Maxon 
advertising agency to A. A. Brandt, general sales manager for the GE Electronics 
Dept., as they discuss posters for radio dealer windows. The one pictured was OK, 
because it was mailed to all GE distributors for circulation to dealers. 
























CORY COMPETITION is up against not one sales manager, but seven. Called the 
Sales Executive Committee, or the S.E.C., this group of men represents a new policy 
of J. W. Alsdorf, president Cory Glass Coffee Brewer Co. The duties ordinarily 
delegated to one sales manager are handled by the committee, which works with all 
sales policies and programs. Pictured at a recent convention are N. H. Schlegel, 
T. R. Chadwick, T. J. Major, H. G. Blakeslee, W. J. Lynch, J. W. Alsdorf, and D. B. 
Huggard. 
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Here's all YOU do 
with o BENDI 


+ 
} automatic 


e Laundry 


a te 






























BIG SMILES at the Housewares Show in Chicago are flashed by W. H. Roth, 
Milwaukee distributor, Edwina Nolan, director of the Bendix Home Laundry Institute, 
and M. R. Rodger, head of Bendix public utility sales. 
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Says Policies Impede 
Return to Normal Conditions 


The laying of a foundation for an 
industrial depression was the charge 
hurled at the OPA by William J. 
Cashman, director of promotion and 
publicity at Landers, Frary and Clark, 
at a recent luncheon meeting of the 
American Marketing Association in 
New York City. Mr. Cashman as- 
serted that the depression would result 
from what he declared was the OPA 
policy of creating a consumer psy- 
chology of “saving with fear” instead 
of “buying with confidence.” 

Speaking chiefly on the problems 
of merchandising of mechanical appli- 
ances, Mr. Cashman said that labor 
and pricing difficulties were greatly 
handicapping the appliance industry 
and interfering with a return to 
normal competitive conditions and 
were promoting a major business de- 
pression by imposing price policies 
which impede production. He declared 
that most estimates of the demands for 
new appliances were highly optimistic 
and asserted that the demand for 
radios, for example, “can be met within 
six to nine months after production 
reaches full scale and major appliances 
can be filled within two years.” 


Competitive Battle 


He warned that competition in the 
appliance field would eventually result 
in a bitter and injurous battle. “While 
the demand may rise 30 percent over 
the 1940-41 average in the first year of 
post-war production, competition will 
increase at a far faster pace. There 
will be many more retailers and manu- 
facturers in the field, stressing the 
need for better merchandising by the 
retailer and selective distribution by 
the brand name manufacturer.” 

In continuation of his attack on the 
OPA he accused it of lacking leader- 
ship and decision. “Labor is tired,” 
he said. “. . . Now labor is sitting 
down on the job, as evidenced only 
in part by petty jurisdicitional strikes 
and insistent demands for higher wage 
levels. 3ut strikes are only one 
factor causing delays. Actual case his- 
tories demonstrate that slowdowns are 
currently resulting in decreased pro- 
ductivity per worker.” 


Lack of Leadership 


Labor shortages were attributed by 
Mr. Cashman to “lack of leadership 
and maladministration in Washington” 
and he referred to “labor’s new slogan, 
$25 a week for 26 weeks”—layoff pay 
during strikes—as a major cause of the 
situation. 

“Full production is the best antidote 
to inflation and is, at the same time, 
the greatest asset to full employment— 
but we'll have neither unless the 
OPA is consigned to limbo,” he said. 

Expressing perturbation over the 
number of retail newcomers “falsely 
propagandized into overestimating the 
lushness of the market ahead,” Mr. 
Cashman said that even if the demand 
for appliances was ballooned 20 to 25 
percent and in some instances 40 per- 
cent over pre-war figures, competition 
has increased 100 percent. To prepare 
for the pitfalls which he declared 
were self-evident, Mr. Cashman de- 
clared that brand name manufacturers 
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Cashman Predicts Depression, 
Blames OPA Pricing Difficulties 





Advice to Retailers 


Warning of an OPA-induced in- 
dustrial depression and dog-eat-dog 
competition, William J. Cashman, 
Landers, Frary and Clark promo- 
tion and publicity director, proposed 
the following four point program 
as a guide to retailers: 

1. Develop your best physical ap- 
paratus for sales: store appearance, 
displays, lighting, etc. 

2. Shrinking profits because of 
OPA will force you to look closely 
at costs and margins; don’t deal 
with fly-by-nights just because you 
can get a quick buy. 

3. Better marketing and lowered 
distribution costs and the elimina- | 
tion of pre-war frills will be man- 
datory. 

4. Rehabilitate your entire struc- 
ture for selling, promotion, adver- 
tising, etc., and watch out for the 
cutthroat days ahead. 
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would have to conduct their distribu- 
tion on a selective basis. 


Force Action 


Asserting that manufacturers coul 
do very little about OPA-~causec 
labor slowdowns and strikes and that 
increasing production by increasing 
labor would be prohibitive, Mr. Cash- 
man urged his listeners to “start t 
express your opinions as citizens and 
force action. As it is, you won't get 
much merchandise for a while as fast 
as you'd like it, despite the fact that 
manufacturers are trying every con- 
ceivable means to produce.” 


Surplus Bulbs To Be Sold 


Approximately 7,000,000 25-watt in- 
candescent lamps are being offered for 
sale as surplus goods by the Consumer 
Goods Division, War Assets Corp 
says Frank L. Seymour, associate 
regional director, region number 2 
The lamps are described as standaré 
sized, Al9, inside frosted, and bearing 
such trade names as General Electric 
Westinghouse, Sylvania, and Cham: 
pion. 






NEW IRONRITE AD 


ager. 
the January markets in Chicago. 


MANAGER— 
Dick Sierk, who was a captain in the 
tank destroyers in Europe until recently 
has joined lronrite Company in Detroit 
as advertising and sales promotion man 
He took his bow to the trade at 
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Sylvania Survey Shows 4,263,000 


Potential Fluorescent Buyers 


| Use by Commercial Owners 
Undeveloped, Mansfield Says 











enel When Frank Mansfield, Sylvania 
<ae Electric Corp’s. sales research director, 
a came up in December with a prediction 
- that the public wants 18,700,000 radios 
4" 8P- TB e surprised quite a few people. Now 
— he has popped up with another sur- 
— this one a survey uncovering a 
“losely (a tial market of 4,263,000 com- 
t deal mercial establishments almost totally 
se vou |qgignored by fluorescent lighting sales- 

. ignored by ffuorescent lighting sales- 
wwered | fm men 
imina- | Small Commercial Use 
+ man- 

“Throughout the entire commercial 

struc- |B field,” he declared, “not more than ten 
adver- Mor twelve percent of the lighting has 


or the [been converted to fluorescent. Yet all 
but five percent of the non-users think 
it has an advantage over incandescent 
lighting. Three out of every ten non- 
listriby-q wers don’t even know enough about 
fluorescent lighting to decide whether 
to install it or not, and 85 percent of 
those who have already installed this 
newer type lighting initiated the pur- 


: Bers chases themselves.” 

hg oe The Sylvania survey, first in a 

and tha . . . 

concise. series of studies on commercial estab- 

Cah lshments, was conducted in cities of 

start ¢ 200 population and over from coast 

ens andi? ©st to help determine the market 

‘on't get?” Auorescent lamps and fixtures and 

, as fast” find the most popular channels of 

tact that distribution _Establishments surveved 

o- ae included retailers, wholesalers, service 

’ organizations, hotels, banks, offices, 
sartment and ‘public buildings, 
hools. hospitals, churches. amuse- 
ment places, professional offices and 

e thers 

‘watt in- 

fered for 22%, “Pushovers for Salesmen” 

onsumer . 

s Corp Only about a third of the owners of 

sssociol surveyed establishments were so resist- 


mber 2 %t to change that they sienified their 
standard "tention of stickine to incandescent 
bulbs, Mr. Mansfield reported. Own- 
ers of 22 percent of the establishments 
were described by him as “pushovers 
for the lighting salesman” because they 
expect to install fluorescent lamps and 
fixtures. The remainder, 46 percent, 
are undecided about changing. 

In Mr. Mansfield’s opinion profit 
engineering is the big problem which 
jobbers face in getting to this market, 
because of the widespread area and the 
probability that 75 percent of the busi- 
tess would be in accounts that would 
purchase less than $25 worth of lamps 
ayear. “However,” he said, “the 
market is there and somebody is going 
to find a way to make it profitable.” 


bearing 


Electri 



















































Retail Store Users 





The survey revealed that drug stores 
tse fluorescent lighting more than any 
other type of retail establishment. Six- 
ty-four percent of them use a combina- 
fon of incandescent and fluorescent 
lighting and five percent use fluores- 
tent exclusively. Food stores, although 
Comprising the largest group of retail 
3, totaling 560,000, use fluorescent 
hting exclusively in only a one 
frcent proportion and only 170,000 of 
tem use a combination of lighting 
Surces. Banks and hospitals have the 
“tgest percentage of fluorescent lights 
mong non-retail establishments and 

















IAGER— 
in in the 
recently 
in Detroit 
tion man 
trade at 














almost half of the nation’s theatres use 
some form of fluorescent lighting. 
Nearly half the people who installed 
fluorescent lamps and fixtures in com- 
mercial establsihments did so because 
they expected to secure better light. 
Thirty-eight percent changed over be- 
cause they felt fluorescent lamps would 
be more economical to operate, and 
the remainder believed that they would 


be more up-to-date and attractive and 


easier on the eyes. It was remarked 
by Mr. Mansfield that only five per- 
cent of fluorescent installations were 
made to help sell merchandise. “This 
fact alone,” he said, “indicates an 
urgent need for real salesmanship on 
the part of lighting salesmen.” 


Poor Wartime Service 


Less than one out of four owners of 
fluorescent lighting found any fault and 
less than one out of twenty declared it 
entirely unsatisfactory, mostly Mr. 
Mansfield thinks, because of the war- 
time shortage’ of lighting servicemen 
and because of neglect on the part of 
contractors in selling maintenance con- 
tracts. 

The survey further revealed that 
only 14 percent of present fluorescent 
users found it on the premises when 
they rented or bought commercial 
space and the remainder installed 
fluorescent lighting themselves. Of 
the latter group only a few were in- 
fluenced by salesmen, although Mr. 
Mansfield said that that might be an 
exaggeration of the truth because 
people don’t generally like to admit 
that they have been sold something. 


Who Sells the Most 


A study of the division of the fluor- 
escent selling business showed that 
electrical wholesalers sold fluorescent 
fixtures to one out of every three pur- 
chasers, with the electrical retailer 
and electrical contractor getting all but 
16 percent of the remainder of the 
business. More installations were 
made by electrical contractors than by 
any other group. 

Commercial users of either fluor- 


NEW GROUP, NEW LEADERS: Officers and directors of the National Associa- 


escent or incandescent lighting who do 
not sell lighting themselves were found 
to keep extra bulbs on hand in one 
case out of four. About two-thirds of 
the bulb retailers, the survey showed, 
get their supply of incandescent and 
fluorescent lamps from wholesalers, 
and electrical wholesalers are their 
biggest source of supply. 


Refrigeration 
Contractors 
Organize at Meeting 


A two-day meeting in the Carter 
Hotel, Cleveland, on January 21-22 was 
the scene for the formal organizing of 
the National Association of Refrigera- 
tion Contractors. Contractors from 38 
states representing over 1,000 firms 
unanimously approved the constitu- 
tion and by-laws of the association 
which places control in the hands of a 
board of 12 directors, six representing 
geographcial areas and six chosen di- 
rectors-at-large. 

An intensive campaign for new 
members is being launched and it is 
expected that if present interest is con- 
tinuing, membership will exceed 1,000 
by the next meeting in October. 

Regional directors elected included: 
L. C. Anderson, River Forest, Ill.; W. 
E. Booth, Richmond, Ga.; Nathan 
Edelstein, New York City; C. R. 
Faulkner, Longview, Texas; M. M. 
Jamison, Dayton, Ohio; and J. F. 
Park, Los Angeles, Calif. 

Directors-at-large are: W. L. Drake, 
Indianapolis; William G. Euth, De- 
troit; Warren W. Farr, Cleveland; 
A. M. Palen, Minneapolis ; Lee Shirar, 
San Francisco; and Eldon S. Wright, 
Youngstown, Ohio. 


Officers Chosen 


National officers were chosen by the 
directors. Warren W. Farr was named 
president and first and second vice- 
presidents respectively were named as 
M. M. Jamison and J. F. Park, A. M. 
Palen is treasurer, E. S. Wright, re- 
cording secretary, and L. C. Anderson, 
sergeant-at-arms. 

Both officers and directors will serve 
until the next meeting of the N.A.R.C. 

A life membership was voted to W. 
Ray Kromer of Cleveland, instru- 





tion of Refrigeration Contractors chosen recently at the organizational meeting in 
Cleveland include in the front row, left to right: L. C. Anderson, W. A. Kromer, 
Warren Farr, president, M. M. Jamison, E. S. Wright, A. M. Palen. In the back 
row are: W. E. Booth, W. L. Drake, Nathan Edelstein, C. R. Faulkner, Lee Shirar, 


and William G. Euth. 





Scheduled Meetings 


Following is a list of meetings 
scheduled to be held in the near 
future: 


National Association of Home Builders 

Hotel Stevens, Chicago, Ill. 

Feb. 25-28 

Paul S. Van Auken, Convention Di- 
rector 


National -Electrical Wholesalers Asso- 
ciation 

Annual Convention 

Hotel Stevens, Chicago, Ill. 

April 21-25 

Charles G. Pyle, Managing Director 


National Rural Electric Cooperative 
Association 

Annual Convention 

Statler Hotel, Buffalo, N. Y. 

March 4-6 

E. J. Stoneman, Chairman Convention 
Program Committee 


Mid South Gift and Housewares Show 
Ellis Auditorium, Memphis, Tenn. 
April 1-4 


Commercial Section Meeting 

Edison Electric Institute 

Edgewater Beach Hotel, Chicago, Ill. 

April 2-4 

C. E. Greenwood, Commercial Di- 
rector 

Internatonal Lighting Exposition 

Hotel Stevens, Chicago, Ill. 

April 26-30 


Electric Home Appliance Show 

Texas Electric Service Co. 

Will Rogers Memorial Coliseum, Fort 
Worth, Texas 

April 26-May 2 

A. E. Schwarz, 2 Rector St., N. Y., 
Space Assignments 


National Modern Homes Exposition 

Metropolitan Association of Real Es- 
tate Boards 

Grand Central Palace, N. Y., N. Y. 

May 4-11 

Matthew G. Ely, Chairman M.A.R.E.B. 


Housewares Show 

Convention Hall, Atlantic City, N. J. 
May 13-17 

Flo English, Managing Director 


Annual Trade Show 

Electrical Manufacturers Representa- 
tives Club of New England 

Mechanics Building Boston, Mas. 

May 15-17 

James J. Slater, Chairman of Show 
Committee 











mental in organizing the association 
and who served as chairman during the 
period of organizing. 


Three classes of membership were 
provided for at the meeting: 
Class A—Individual firms employing 
one or more refrigeration mechanics, 
and located in an area in which there 
is no local refrigeration contractors 
association affiliated with the N.A.R.C. 
Class AA—Individual firms, located 
within the jurisdiction of an affiliated 
local contractors association, who wish 
to join N.A.R.C. on a member-at-large 
basis. These firms must also be mem- 
bers of their local associations. 
Class B—This classification covers 
local contractor associations having ten 
or more members qualifying for mem- 
bership under N.A.R.C. standards, and 
allows these groups to be represented 
in the national organization in relation 
to their local membership strength. 
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- tremendous sales momentum Rittenhouse Magazine 
advertising has already created for 1946 Rittenhouse 


lealers know they are not gambling 


whole salers an { ¢ 
get behind the new, “Big Time’ Ritten- 

It’s paying off now and coming months 

lealers can take our word that the greatest, most 
handising drive ever launched will gain 

1—in its 1946, pre-tested chime-selling job! 


] 
ry 


liminated all objectionable chime “‘static’’— 
ises—from 1946 models and thus made possible 

in tone perfection . . . so will continually publicized 

Chime beauty, mechanical features and Norman Bel 

les style accomplishment start a steady flow of consumer- 


rs to Rittenhouse dealers—in Ali ¢ 


Ivory Plastic BEVERLY MODEL is but one of the 
house 1946 Chime beauties home owners will open 


pocket-books to, the moment they see and hear it. 


D Rittenhouse 7 


AMERICA’S FINEST CHIME SIGNALS 


THE A. E. RITTENHOUSE COMPANY, INC., HONEOYE FALLS, NEW YORK 
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NEW POSITIONS 





lvania Electric Products, Inc. 





aD C. Mitchell was elected execu- 
e vice-president of Sylvania Electric 
1u Inc., at a meeting of the 
ard of directors on January 23 in 
ew Y President Walter E. Poor 
Je the announcement. Mr. Mitchell 






d Sylvania as vice-president in 
sales in 1942. 


DON C. MITCHELL 


essed Steel Car Co. 


rmer OPA public relations man 
rtis L. Peterson has been appointed 
pervisor of advertising to handle 
program of the domestic appliance 
sion of the Pressed Steel Car Co., 
4s announced recently by A. Rays- 
the firm’s general sales manager. 
ring the war Mr. Peterson served 
1 an engineer regiment and prior 
war was’director of advertising 

r Ekco Products in Chicago. 
mber C. Ludwig has been added 
e advertising staff of the domestic 
iance division of Pressed Steel 
Co., Inc., A. Raysson, general 
manager, announced recently. 
ts. Ludwig is a graduate of Indiana 
Teachers’ College. She will be 
tor of home service with the 





dion Electric Institute 


y Godley, recent head of the rural 
artment, Monongahela Power Co., 
sumed the newly established posi- 
n of rural service manager in the 

1ercial department of the Edison 
Institute on February 1. His 
s include assisting the electric in- 
‘try to expand its rural electrifica- 
luding the fostering of all 

f electric service with the view 

easing the farm income. He 

Monongahela in 1936 as agri- 
| counselor and in 1944 became 
f the rural department. 








ational Electric 
anufacturers Assn. 


A. Wright, assistant general 
nanager of Cutler-Hammer, 
been elected to the chairman- 
f the Industrial Control Section 
¢ National Electric Manufacturers 
Prior to his election Mr. Wright 
4 term as vice-chairman of the 
€ section. 


} 














ISING 





Hoffman Radio Corp. 
Walter Addison Watson has been 


appointed advertising manager of the 
Hoffman Radio Corp., H. Leslie Hoff- 
man, president, announced recently. 
Mr. Watson will organize a new de- 
partment to handle all advertising, 
sales promotion, publicity, public rela- 


tions, and house organ activities. He 





W. A. WATSON 


ng manager and 
director of public relations with the 
Packard-Bell Radio Mfg. Co. He 
recently completed three and one-half 
years of service as public relations 
officer with the AAF 

R. J. McNeely, sales manager, takes 
the newly created post of general sales 
manager. He was plant,superintendent 
during war productioh-and sales man- 
ager previous to Pearl -Harbor and 
since earlier this year. 

D. D. Spence becomes assistant sales 
manager. He was manager for Plant 5. 
Previously he was with Firestone 20 
years on the coast as western branch 
manager and in other capacities. 

Earl F. Noyes, employment direc- 
tor, becomes sales supervisor for Los 


is formerly advertis 


l 
‘ 
i 


Angeles area, San Bernardino county, 
and on the coast between Paso Robles 
and San Juan Capistrano. He had pre- 
viously been with Sperry Gyroscope 
four years, the same period of time 
with Hoover vacuum, and seven “years 
at General Fireproofing in sales pro- 
motion. 

Harland Bassett transfers from out- 
side production to sales, as does E. H. 
Knox, formerly supt. of Plants 1 and 2. 


Olin Industries, Inc. 


Sales managership of the Win- 
chester Repeating Arms Co. and the 
3ond Electric Corp., subsidiaries of 
Olin Industries, Inc., has fallen to 
William S. Allen. 


Altorfer Bros. Co. 


Glen H. Franks, after more than 
three years in the Navy, has resumed 
his position as sales manager for Al- 
torfer Brothers Co., Peoria, Ill. He 
has been associated with the firm since 
1929 and has held key executive posi- 
tions in the ABC sales organization. 
As a It. commander in the Navy he 
served as a carrier flight officer. In 
his civilian job Mr. Franks will con- 
tinue to deal with the company’s mer- 
chandising program for the sales and 
distribution of washers and ironers. 
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Maguire Industries, Inc. 


Raymond Koontz, vice-president of 
Maguire Industries, Inc., has been 
named general manager of all the com- 
pany’s operating divisions, Russell 
Maguire, president, announced re- 
cently. Mr. Koontz is charged with 
the supervision of the manufacturing 
operations of the company and its sub- 
sidiaries—Columbia Machine Works 
and Radiart Corp. He has been con- 
nected with the Maguire concern since 
1936. 


Prest-O-Lite Battery Co. 


William E. Schneider 
pointed advertising manager of the 
Prest-O-Lite Battery Co., Inc., India- 
napolis, Ind., it has been announced by 
\. A. Feldman, sales manager. Prior 
to war service in the Navy Mr. Sch- 
neider was associated with the Kernel 
Optical Co, and the Stewart-Warner 
Co 


las bee nN ap- 


Premier Vacuum Cleaner Div. 


C. A. Thompson's appointment as 
sales manager of the Premier Vacuum 
Cleaner Division of the General Elec- 
tric Co. was announced recently by 
R. B. Wilson, manager. Mr. Thomp- 
son has served as sales promotion man- 





Cc. A. THOMPSON 


ager for Premier since Oct. 1. For 
ten years prior to joining the organiza- 
tion he was with the Perfection Stove 
Co. of Cleveland as assistant advertis- 
ing manager. 





D. M. OGLESBY 


D. M. Oglesby has been appointed 
Atlanta district sales manager after 
five years as office and credit manager 
for the Carroll French Co. in Atlanta. 
Previously he ran his own business, the 
City Tire Co. He will serve six 
southeastern states from Atlanta, offer- 
ing both parts and service for all 
vacuum cleaners. 


Hart Oil Burner Division 


M. J. Murray has been appointed 
general sales manager of the Hart Oil 
Burner Division of Avery Farms Ma- 
chinery Co., according to an announce- 
ment by L. A. Welch, president. Mr. 
Murray joined Hart from the assistant 
sales managership of the heating di- 
vision of Conco Engineering W orks. 
Prior to that he was associated with 
Oil-O-Matic for ten years. 


Knapp-Monarch Co. 


Robert S. Knapp, son of the presi 
dent and founder of the Knapp-Mon 
arch Co., x. S: Knapp, has been elected 
to the position of vice-president of the 
firm. Since 1941 Mr. Knap, 
on duty as an officer in Army Ord- 
nance. He recently completed a study 
of German industrial techniques in the 
iron and steel industry for the War 
Department 


) has he en 


Crosley Corp. 


The promotion of Norman C. Mac- 
Donald to vice-president and; general 
manager of the New York branch of 
the Crosley Distributing Corp. has 
recently been announced by president 
R. C. Cosgrove. 

Mr. MacDonald was eastern sales 
1 


manager for five years and is succeeded 


al 





N. C. MacDONALD 


in that position by Sherman A. Bishop, 
former eastern merchandise manager. 
Kelvinator Corp. and Atwater Kent 
were sometime employers of Mr. Mac- 
Donald while Congoleum-Nairn, Inc., 





SHERMAN A. BISHOP 


at one time counted Mr. Sherman on 
the staff. 


Electro Mfg. Co. 


Thomas Moore, Jr., has been named 
district manager in the South for the 
Electro Manufacturing Co. 


PAGE @ 


















































































NEW POSITIONS 





Bendix Home Appliances, Inc. 


been named divis- 

for Bendix Home 

with headquarters in 
rding to W. F. Lin- 
nager. The division in- 
ynsin, Minnesota, Iowa, 
the Dakotas. Mr. Hall 
f the Bendix picture for 
starting as a factory dis- 
list with the mission of 


training dealers and salespeople. Prior 
to his Bendix association he was 
regional field manager for Montgom- 
ery Ward’s west coast stores and, more 
recently, midwest regional manager 
for Adel Precision Products Corp., 
Burbank, Calif 


Noma Electric Corp. 


Joseph G. Burke, formerly executive 
buyer of sporting goods and toys for 
Butler Bros., has been appointed to 
the executive staff of the Noma Elec- 
tric Corp., it was announced by Joseph 
H. Ward, executive vice-president. 


JOS. G. BURKE 


Mr. Burke has beer 

store and wholesale 
than 30 years and v 
Noma’s chai 


charge of 


Faraday Electric Corp. 
K. K. Gordon, has been elected vice- 


president in charge of sales for the 
Faraday Electric Corp. after two years 
as Eastern district n anager. Mr. 
Gorden succeeds Paul H. Hill, who 
resigned to become general sales man- 
ager of Schick, Inc., Stamford, Conn. 
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Templetone Radio Mfg. Corp. 


Former director of distribution 
S. A. Kelsey of the Templetone Radio 
Corp. has been promoted to sales man- 
ager for the New London, Conn., con- 
cern. Mr. Kelsey became known to 
the business through his former asso- 
ciations with the Conn. Electrical 
Contracting Co. as sales manager, 
Nash-Kelvinator as district manager, 
and Bendix Home Appliances, Inc., as 


S. A. KELSEY 


livision manager. During the early 
days of the war he was in charge of 
all expediting, purchasing and sub- 
contracting for the Precision Mfg. Co. 
and immediately prior to joining 
Templetone was an industrial special- 
ist with the WPB. 


Hallicrafters Co. 


Jack F. McKinney’s appointment to 
the position of southwest regional sales 
manager of the Echophone home radio 
division has been announced by the 
Hallicrafters Co. Mr. McKinney be- 


gan his business career in Dallas, 


JACK F. McKINNEY 


Texas, in 1934 with a large wholesale 
company, becoming in due course 
manager of the firm’s appliance di- 
vision. Later he organized and headed 
his own wholesale concern, engaging 
in the distribution of major and small 
appliances. Immediately prior to the 
outbreak of the war he was associated 
with the Dearborn Stove Co. 

Paul Eckstein has been appointed 
sales manager of the Echophone divi- 
sion of Hallicrafters, Inc. Mr. Eck- 
stein was formerly with Westinghouse 
Electric Corp. and Stewart-Warner. 


Blackstone Corp. 


Geoff A. Powers has been named 
district sales manager in the North- 
eastern district for the Blackstone 
Corp., manufacturers of Blackstone 
washers and home laundry equipment. 
Mr. Powers was formerly sales man- 


G. A. POWERS 


ager for the Holland-Rieger division 
of the Apex Electrical Manufacturing 
Co. and prior to that was vice-president 
and sales manager of the Sweeper-Vac 


Co. 


Majestic Radio and 
Television Corp. 


The appointment of Carlos V. del 


H. A. BARNARD 


Mercado as assistant sales manager of 
Majestic Radio and Television Corp. 
was announced recently by E. A. 
Tracey, president. Mr. Mercado has 
been the firm’s export manager for 
several years and in his new position 
will work with sales manager Parker 
H. Ericksen in the formulation and 
administration of sales policies. 
Majestic’s field organization has 
been enlarged by the addition of H. A. 
3arnard, newly appointed divisional 
manager. Mr. Barnard recently left 
the army as a It. col. of Ordnance. 


Proctor Electric Co. 


Paul Coolidge has been ayppointe 
Baltimore manager by Robert MM. (jj 
ver, vice-president of the Procto 
Electric Co., Philadelphia manufac 
turer of electric appliances. Mr. Coo} 
idge returned to Proctor from oye 


PAUL COOLIDGE 


three years of government service j: 
the office of the Chief of Ordnance 
Prior to that he was special represen 
tative for Proctor in the Washingtor 
D. C., district. 


Electronic Corp. of America 


Major Frank O. Blake has been ap 
pointed sales executive in charge o 


MAJ. FRANK O. BLAKE 


M. K. ZEITZ 


New York State except the New Yor! 
metropolitan area for the Electr 
Corp. of America. .Before ent 
the AAF Major Blake was generé 


manager of the Albany Distributing 


Co. and prior thereto served for 
years as a merchandising executive ! 
the Graybar Electric Co. 

Mortyn K. Zeitz has been named by 
the Electronic Corp. of Ameria 
sales executive for the New Englan 
area. He will maintain offices |! 
Boston, where he will establish ead 
quarters to supervise operations. 
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Gibson Refrigerator Corp. 


Eugene F. Carr has been appointed 
district manager of the Southwest Dis- 
trict, with headquarters in Dallas, 
Texas. Mr. Carr was formerly as- 
sociated with Ingersoll-Waterbury in 
the same district. 





WM. H. DENNISON 


F. E. Basler, vice-president in 
charge of sales, Gibson Refrigerator 
Co., announced recently the appoint- 
ment of William H. Dennison as divi- 
sional sales manager of Gibson terri- 


tory No. 9. 


A. O. Smith Corp. 


Jim Donnelly has been handed the 





Estate Stove Co. 


New assistant advertising manager 
of the Estate Stove Co., Hamilton, 
Ohio, is Allen Maxwell Wyman, ac- 
cording to an announcement by Walter 
S. Rowe, merchandising manager. 
Previous to his association with Estate 





A. M. MAXWELL 


Mr. Wyman ran his own advertising 
agency in Lima, Ohio, and during the 
war was employed by Westinghouse. 


Stromberg-Carlson Co. 


Rounding-out of the Stromberg- 
Carlson Co. sales organization neared 
completion with the recent addition of 





D. E. GALLOWAY 


Eureka Williams Corp. 


L. E. Loveland, associated with the 
vacuum cleaner industry for 20 years, 
has been named Cleveland regional 
manager for the Eureka Williams 
Corp. it was announced by George H. 
Wilkens, sales manager of the Eastern 
division. 

Mr. Loveland has accumulated six 
years of service with the firm. During 
the war he worked in the Detroit plant 
where he had charge of the spare parts 
requirements for aviation control 
motors. In his new post he will direct 
sales activities in Ohio, western Pen- 





L. E. LOVELAND 


nsylvania and New York, assisted by 
Ben Fleetwood, John Scurle, E. Hill, 
and Deane Lynch. 


Regional Manager Named 


Duncan J. Tutt has been named 
Southwest regional manager for Eu- 
reka Williams Corp., it was announced 
recently by George E. Wagner, sales 
manager of the central division. Mr. 
Tutt was formerly superintendent of 
appliance sales for Higgins Industries 
in New Orleans. During the war he 
served with the AAF. 


Sunroc Refrigeration Co. 


Head of the New York offices of 
the Sunroc Refrigeration Co., Glen 
Riddle, Pa., is Frank X. Scheidel, in 
the refrigeration field since 1928. He 
has been engaged in the merchandis- 


Philco Corp. 


A man who played a leading part in 
the development of the Philco Corp’s. 
Frequency Modulation, William E. 
Bradley has been named director of 
research for the concern by President 
John Ballantyne. He succeeds David 
B. Smith, recently named vice-presi- 
dent in charge of engineering. Mr. 
Bradley joined Philco in 1936. In 
1937 he became a research engineer in 
the television engineering department. 
Five years ago he was placed in charge 
of the advanced research section of the 
research division and early in 1945 





W. E. BRADLEY 


became assistant director of the 
division. 


Frigidaire Division 
General Motors Corp. 


J. A. Mitzelfelt has been named 
branch manager of the Frigidaire Di- 
vision of General Motors Baltimore- 
Washington office, it was made known 
recently by R. H. Huston, Eastern 
regional manager. During the past 
eight of Mr. Mitzelfelt’s 20 years of 
association with the company he has 
been Southwest zone manager. L. W. 
Curl, Mr. Mitzelfelt’s predecessor in 
the Baltimore-Washington office has 
been shifted to Birmingham, Alabama. 


New Sales Promotion Mgr. 


Cal H. Carlson is Frigidaire’s new 





J. E. WOODALL 


job of product supervisor of water 
heaters at A. O. Smith Corp. J. E. 
Woodall, former holder of the post, 
resigned because of ill health. Mr. 
Donnelly was sales manager of Smith- 
Way gas water heaters until his new 
assignment. 

Mr. Woodall joined A. O. Smith 
in 1940 as sales manager of the 
home appliance division. When he 
recovers from his present set-back he 
plans to devote his efforts to the ex- 
pansion of the J. E. Woodall Co. in 
Milwaukee, Smithway distributors. 


E. V. HYDE 


E. V. Hyde and Donald E. Galloway 
as district merchandisers for the South 
Central and New England areas re- 
spectively. 


Western Mass. Co's. 


Howard J. Caldwell has been elected 
president of the Western Mass. Com- 
panies and subsidiaries. He entered 
the utility’s employ in 1929 and in 1945 
was appointed acting president to suc- 
ceed Fred C. Abercrombie. 
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FRANK X. SCHEIDEL 


ing of water coolers since 1936. 


Admiral Corp. 


An as yet unassigned territory will 
be covered by Edwin M. Perkins, 
newly appointed regional manager for 
the Admiral Corp., according to a 
recent announcement by Wallace C. 
Johnson, manager of field activities. 
Mr. Perkins preceded his wartime ex- 
perience in the Signal Corps with em- 
ployment with the McGraw Electric 
Co. and the Kansas Power Co. 


J. A. MITZELFELT 


manager of advertising and sales proe 
motion in Chicago 


Hoskins Mfg. Co. 


Illness has forced the retirement of 
James D. Sterling, formerly manager 
of the Cleveland office of the Hoskins 
Mfg. Co., Detroit, Mich. He had 
been district manager since 1919. 
James W. Stereuberg has been named 
to replace him and Mr. Stereuberg’s 
Chicago job has been taken over by 
D. E. Swan. 


PAGE I1 



























































NEW POSITIONS 





Raytheon Mfg. Co. Westinghouse Corp. 


Robert C. Dunson has been made 
product laundry 
equipment department of the Westing- 


receiving tube division 
Mig. C as a new gen 


> 
mal 1 O'Brien 


Th rad 
supervisor of the 


R. O'BRIEN R. C. DUNSON 


, > — 
formerly director of 1S¢ Electric Appliance 


Rad Tube and Lamp Mansfield, Ohio. Mr 
as appointed Ernest Kol has been with the firm since 1932, will 
irtis Hammond to sales engi 
ions Mr. Kohler was partment with the production depart- 
lovee of Ken-Rad ment on the Laundromat automatic 
nm of manager of washer and the new Westinghouse 
commercial engineering Mr. Ham automatic clothes dryer as well as 
mond was employed by Ken-Rad t electric ironers and conventional wash 


handle 2 


Division, 
Dunson, who 


coordinate the plans of the sales de- 


emp 


sales engineering problems. er 


5. 


The Maytag Co. 


John E. Ettner was recently pro- 
moted to regional manager of the 
Maytag West Coast Co., serving the 
San Joaquin Valley. From 1935 to 
1942 he was employed in the sales 
department of the Electric & Gas 
Home Supply Co. at Porterville, and 
joined Maytag West Coast Co. after 
V-J Day. 

Charles H 


Lear, Inc. 


R. Sorenson, former employee of 
Westinghouse and Frigidaire, 
been named Pittsburgh manager 


Lear home radio sales, according 


Long, after 34 years 
selling Maytags in Kansas_ City, 
Winnipeg, Portland, and Oakland 
branches, finally becoming president of 
Maytag Northwest Co., Portland, Ore- 
gon, in 1936, resigned 

Herbert W. Hall has been elected 
pt Maytag Northwest Co., 
Mr Long 


as regional manager for 


esident ol 


He served over 


Ohio, and has been with 
e 1927 except for a period 
His office at 1136 
Portland serves 
Idaho, Utah, 
portions of 


( 
luring last wa! 
R. SORENSON rthwest Hoyt St 
Oregon, 
Nevada and 
ng and California, plus Alaska 


Hall Ss successor 


to 


Carter, recently 
harged fror he Army Air Corps, 
has been appointed regional manager 
at Detroit to replace Mr. Evans. Mr 
Carter has been with Maytag since 
1924 when he started in the advertising 
department at Newton, took over re- 
gional managership in 1929, and served 
Indiana and 


various territories in 


Michigan 


New General Mills 


E. D. SARGENT 


General Mills, Inc. 


William S. Owen and Frank Clo- 
peck have been announced by depart- 
ment manager Roscoe E. Imhoff as 
new district managers for the home 
appliance department of General Mills, 
Inc. Mr. Owen will have the New 


WILLIAM S. OWEN 


York district and Mr. Clopeck will 
operate in New England. A total 
of 19 years in the electrical appliance 
business in New York was accumu- 
lated by Mr. Owen despite service in 
two wars. He makes his new head- 
quarters in Syracuse. Mr. Clopeck 


FRANK CLOPECK 


amassed 23 years of experience in 
housewares sales and in addition served 
as a pilot in World War 1 

Lloyd Hocraffer, former special 
methods and production engineer, has 
been appointed manager of the West 
North Central district. Prior to his 
General Mills association he was a dis- 
trict representative of General Electric 
and manager of production and cabinet 
sales for the Illinois Refrigerator Co. 
In the East North Central district, 
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LLOYD HOCRAFFER 


Appliance Managers 


A. W. SELLERS 


Earl D. Sargent has been appointed 
manager. He was formerly merchan- 
dising supervisor for the firm’s grocery 
products in Detroit. Arthur W. Sell- 
ers has drawn the managership of the 
Middle Atlantic district. He was 
formerly a merchandiser of electrical 
equipment for the General Cable Corp. 


Mitchell Mfg. Co. 


Herbert M. Rose, recently released 
from the Navy after 24 years service, 
has been appointed sales representative 


HERBERT M. ROSE 


Cc. F. ALLEN 


for the Pittsburgh-West Virginia 1 
ritory for the Mitchell Mfg. Co., ma! 
ers of fluorescent lighting equipm: 
Prior to the war he was a dist 
manager in Southern California. 

Clyde F. Allen has been named sales 
manager for the entire Pacific C 
area for Mitchell’s Tru-Ad divis 
He has formerly been associated 
such firms as Graybar, Edison, Gen 
Electric, and the Electric Kitchen 
pliance Co. 
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Here is the daddy of them all — 


‘“‘AMERICA’S FIRST AND 
FINEST WASHER“’ 


Today’s matchless performance is 
backed by 75 years of continuous 


manufacturing and development 


Back in 1871, when Dr. Theodore Horton conceived and started 
to manufacture America’s first practical home “washer and 
child’s bath tub’”’ he laid down this rule: 


“Every Horton machine must always be as good 
as we are humanly capable of making it, in 
order that we may keep faith with our friends.”’ 


That rule has never been broken! 
As a result, during the past 75 years we have made friends— 
thousands upon thousands of them. And we have held them. 


MAKERS OF AMERICA’S FIRST AND FINEST WASHERS FOR 75 YEARS 


In that time we have made many changes and many improve- 
ments and refinements. But we have never made those changes 
at the expense of proved features until we were certain of 
bettering them. 

And in so doing we have kept the “faith” so highly regarded 
by Dr. Horton. That is why, today, as we start our 76th year 
of continuous manufacturing, we are moving ahead on a firm 
foundation of confidence—the confidence of the tens of thou- 
sands of women who have bought and used our machines—the 
confidence of the dealers and distributors to whom we have 
always rendered an honest service. 

To maintain that confidence, and extend our friendships and 
yours, we are giving you in our Diamond Jubilee Models the 
finest designed, the most mechanically perfect, the most sal- 
able washers and ironers we have ever produced. 


HORTON MANUFACTURING COMPANY 


Fort Wayne 1, Indiana 








ATTENTION CANADIAN DEALERS: The trade name, HORTON ELECTROHOME, 
distinguishes Horton designed and engineered products manufactured and sold in 
Canada by its affiliate, Dominion Electrohome Industries, Ltd. of Kitchener, Ont. 
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AL The radio set leads a double life. 


Serving two masters, husband and wife. furni 





She may like a set just because it’s attractive, mana 
While his meat’s performance; he’s radioactive! 

The problem is solved if you simply attack it 

By appealing to both (man and woman, in bracket). 


Yes, reaching them both is your obvious move, to h 
Do as Admiral does and you’re right in the groove. 


The American Magazine double-exposes mane 
Their ads to both sexes, it’s under both noses. 


5 forme 
Double exposure, a singular force EVERYTHING'S COMPLETE the I 
A shot in the arm for your 35337, IN EACH ISSUE! ing d. 


(sales curve, of course). work 























THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y, fnis 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 


Ge 
ated 1 
Po ve 
chand 
mont, 











FEBRUARY 15, 1946—ELECTRICAL MERCHANDISING @ELEC 























DEPARTMENT STORES 





Dealer Manages Appliances 
in Greensboro Store 


Sydney B. Wood, formerly an inde- 
pendent appliance dealer, has joined 
the staff of Morrison-Neese Furniture 
Co. Greensboro, N. C., as appliance 
manager. W. W. Morrison, returning 
yresident of the firm, said that Boyd 
Barker has been appointed store man- 
ager. 


Meier and Frank a ey 
Bernstein Appliance Buyer 


Herbert Bernstein has been named 
buyer of appliances and home furnish- 
ings in the New York office of Meier 
and Frank Co., Portland, Ore., depart- 
ment store. He succeeds Arthur 
Greenstein. Mr. Bernstein formerly 
bought for Gimbel Bros. and Mont- 
gomery Ward. 


Magrish New Merchandise 
Manager at Foley Bros. 


Alfred E. Magrish, recently released 
Navy lieutenant, has joined Foley 





A. E. MAGRISH 


Bros. Dry Goods Co., Houston, Texas, 
as merchandise manager of all home 
furnishings and hard lines. Max 
Levine, vice-president and general 
manager of the firm, announced the 
appointment. Before the war Mr. Mag- 
tish- was divisional merchandise man- 
ager of home furnishings at Shillito’s 
in Cincinnati. 


Hamel's Hires Page 
to Manage Store 


Gilbert A. Page has been appointed 
manager of Hamel’s Furniture and 
Home Appliance Store at 67 South 
Main St., Concord, N. H. He was 
formerly associated for 20 years with 
the Lincoln Furniture Co. An open- 
ing date for the new store has not been 
set because of delays in construction 
work, but when completed it will com- 
bine two buildings providing 25,000 
feet of floor space and 10,000 feet of 
storage space. The front will be 
finished in black glass. 


Ex-Utility Man 
Joins Jones, Inc. 


George D. Boyd, formerly associ- 
ated with the Monongahela-West Penn 
Power Co., has been appointed mer- 
chandise manager of Jones, Inc., Fair- 
mont, W. Va., department store. 





Lubell Co. to Open 


Branch in Toledo 


Sam Lubell, who operates the Lubell 
Furniture Co. in Toledo, Ohio, will 
open a new outlet at 132 Dorr St. 
where a full line of refrigerators and 
radios will be handled in addition to 
washers and ironers and small appli- 
ances. The new store will occupy 
two stories and provides 6,000 square 
feet of floor space. 


Appliance Salesroom 
Opened by Kaybee 


A display room for the sale of elec- 
tric appliances has been opened by the 
Kaybee Clothing Co., Sioux Falls, 
South Dakota, and a complete line will 
be shown as soon as merchandise be- 
comes available. Henry Saitlin is 
manager. 


Appliances Added 
by Katz Drug Stores 


Household appliances, including re- 
frigerators, washers and ironers, will 
be added to the merchandise list of the 
Katz Drug Stores in Oklahoma City, 
Okla., as soon as they become avail- 
able. Two new stores will be built 
by the firm for the purpose of present- 
ing electric appliances and will total 
about $250,000, according to George 
W. Taylor, Katz manager. The plan- 
ned outlets will include parking facil- 
ities. Mr. Taylor said that the firm 
is considering the opening of other 
stores throughout the state. 


Weinberg Promoted by 
Kobacker Stores, Inc. 


Harold R. Weinberg, who recently 
joined Kobacker Stores, Inc., as di- 
rector of planning and statistics, has 
been promoted to secretary and con- 
troller which he will combine with his 
previous duties. In his new post he 
succeeds James H. Varney, resigned. 
Kobacker stores are located in New 
York and Ohio. 


New Duties for Levinson, 
Sterling's Merchandiser 


Major Benjamin H. Levinson, gen- 
eral sales manager for Sterling’s Inc., 
New York and New Jersey depart- 
ment store chain, has added the buying 
and merchandising of radios and ap- 
pliances to his other duties. Al Ehr- 
lich, former holder of the radio and ap- 
pliance position, resigned to open his 
own business. Major Levinson is also 
general sales manager of Pearson’s, 
Indiana subsidiary chain of the Ster- 
ling organization. 


Walker Builds New 
Store in Toledo 


Louis Walker has constructed a new 
store building in suburban Toledo, 
Ohio, to be known as the Walker 
Furniture store. The firm is located at 
3950 Monroe St. and specializes in 
furniture and radios. Floor space pro- 
vided totals 5,000 square feet and there 
is 400 square feet of window display 
area. 
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Oregon Firm 
Adds Appliances 


Rubenstein Furniture Co., Eugene, 
Oregon, Store, has announced that a 
full line of appliances has been added to 
merchandise stock. 


Hotpoint Franchise 
for Sharon Firm 


The Northside Furniture Co. of 
Sharon, Ohio, has been franchised by 
the Edison General Electric Co. to re- 
tail Hotpoint appliances. 


Columbia Piano and 
Furniture Co. Ltd. 


Eric Horner has rejoined the staff 
of the Columbia Piano and Furniture 
Co., Ltd., of New Westminster, B. C. 
He will specialize in radio repairs and 
electronics. 


Gilmore's Plans Move 
to New Quarters 


Gilmore’s Furniture store, Pensa- 
cola, Fla., was burned out in 1943 and 
has been in temporary quarters since, 
but a new home for the firm will be 
ready March 1 at 14-16 N. Palafox St. 
According to M. G. Gilmore, one of 
the concern’s two partners, twice as 
much space will be provided by the new 
location and jewelry, furniture, and 
appliances will be handled as before. 


Tennessee Firm 
Adds Second Store 


The J. F. Walker Furniture Co., 
Knoxville, Tenn., has announced that 
a new store building on Commerce 
Ave. will be ready for occupancy about 
April 1. The new store will be devoted 
to furniture, thus supplying more room 
for the display of appliances, gifts 
and jewelry on the first floor of the 
original Gay St. building. The two 
buildings are joined by an overpass. 


Earl Perry 
New McClurg Buyer 


Earl Perry has been appointed buyer 
of electrical appliances for A. C. Mc- 
Clurg & Co., Chicago, according to 





EARL PERRY 


an announcement by D. H. Sparks, 
president. Mr. Perry recently received 
his discharge from the armed forces 
after 38 months service. 


New Firm Geis Doyle 
as Merchandising Manager 


A. T. Doyle has joined the newly 
formed Bear store of South Bend, Ind., 
as merchandising manager. For the 
last 17 years Mr. Doyle was associated 
with Hadley Finsterwald, Detroit 
furniture concern 


Appliances Featured in 
New Toledo Store Branch 


Alvin Walker, president of the Art 
Furniture Co. in Toledo, Ohio, an- 
nounced that the firm will open the 
Art Furniture Appliance Shop, a 
branch store, at 2412 Monroe St. 
The building selected will be com- 
pletely remodeled and will have 5,000 
square feet of floor space. A complete 
line of washers, ironers, radios, and 
refrigerators will be carried. 



































“OF COURSE YOU REALIZE IT ISN'T NECESSARY TO DEMONSTRATE THIS, MISS NORPSE.” 
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FLORIDA 


McGowan, manager and 
hief stockholder of the recently es- 
tablished McGowan Electric Supply 

, announced last month that the 
firm is open for business at Macomb 
and St. Francis Streets, Tallahasse« 
Associated with Mr. McGowan is 
Goodwyn White, sales manager. The 


Lomax 


ializes in wiring supplies and 


construction materials 


GEORGIA 


Forrest L. Glasco has been promoted 
to sales manager of the Refrigeration 
237-245 Pryor St., 
\tlanta, according to an announce- 
ment from Ed Rawls, president, and 
Harry Mislow, vice-president. Mr 
Glasco, veteran of 18 years of sales 
promotion, has been with the firm for 
three months. Coincident with his 
promotion was the announcement of 
the addition of two new men to the 
sales staff, George T. Johnson and 
Thomas L. McClain. The Refrigera- 
tor Exchange is Georgia Distributor 
of Tyler commercial refrigerators. 


Exchahnge, Inc 


INDIANA 


L. M. Williams, a traveling sales 
counselor for General Electric Supply 
Corp. since 1936, has been named 
manager of the Evansville, Ind., branch 
of the firm, succeeding the late Ray V. 
Heitzmar 


LOUISIANA 


Walther Grothers’ newly organized 
kitchen service division is headed by 
W. F. Sancho 
New Orleans appliance distributor he 
vas with the National Food Products 
{ ) 


Before joining the 


MASSACHUSETTS 


Equipment Distributors, Inc., east 
rn Mass. distributors for Monitor 
ome appliances, will occupy its new 
home at 594 Newbury St., Boston, on 
February 1. The new address provides 
ibout 12,000 square feet of display 
space and 125 feet of window frontage. 
Alvin C. Zises, president of the con- 
cern, said that the offices will be 
modernly appointed and that indirect 
lighting will be used _ throughout. 
Equipment Distributors are whole- 
salers of Westinghouse, Savage wash- 
ing machines, Jabar kitchen cabinets, 
Mectrone phonographs, and Miracle 


, 1 afl 
SMail apphances 


MISSOURI 
rp Electric Co., organ- 

j “ars ago by Roy Thorp 

ry Barr, has been purchased 

from the original owners by Selleck B. 
Warren and Charles V. Dunn. Mr. 
Warren, formerly with the Warren 
Mort is president and prin- 
yal stockholder. Mr. Dunn is treas- 
Other 
sruce Maxwell, vice- 
president in charge of sales: J. H 
Carswell, secretary and plant superin- 
tendent; Perry Aber, sales manager; 
Miss Ina Mae Sydenstricker, comp- 
troller; John W. Gustavson, plant 


urer and general manager. 
othicers are 


engineer. 








PART-TIME CHEFS —Trying their culinary skill with the new General Mills pres- 
sure saucepan are two district managers for General Mills’ Home Appliance depart- 


ment, Arthur W. Sellers and Frank Clopeck. 


The occasion was the first home 


appliance district manager's conference, held recently in Minneapolis, Minnesota. 
Thirteen district managers met with Roscoe E. Imhoff, manager of the Home Ap- 
pliance department, and reviewed and developed plans for future distribution of 
automatic electric irons and pressure saucepans. 





Edwards and Co. and Franklin Bros. 
have been appointed distributors in 
Kansas City, Mo., of electric clocks 
manufactured by the O. B. McClintock 
Co. The clocks are distributed only 
through wholesale jewelers. 

The Woodstock-Hoefer Jewelry Co. 
is Kansas City distributor for Proctor 
Electric Co. merchandise. 


NEW JERSEY 


Alterations and renovations have 
been completed and Appliance Whole- 
salers are now operating from their 
new location at 271-273 Halsey St., 
Newark, N. J., Myron D. Rutkin, 
president of the firm, has announced 
that Albert A. Eisenberg is general 
manager and Harry E. Mintz is sales 
manager. 


NEW YORK 


Stephen Bennis has been appointed 
manager of the utility products depart- 
ment of Gross Distributors, Inc., it 
was announced last month by Benja- 


STEPHEN BENNIS 


min Gross, president. His new re- 
sponsibilities include the administra- 
tion of the sales program and the ad- 
vertising activities on the utility pro- 
ducts handled by the firm. He was 
formerly connected with the sales staff 
of the Consolidated Edison Co. and 
prior to that was president of the Elec- 
tric Time Co., Inc. During the war 
he was in charge of electrical inspec- 
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tion tests for the Electrolux Corp's 
electric motor plant. 

E. B. Ingraham, president of West- 
ern Merchandise Distributors, In 


LEE WELLS 


Buffalo, has announced the appoint 
ment of Lee Wells as vice-president 
for the company. Mr. Wells, formerly 
with Westinghouse, has been manag- 
ing the company for the past five years 
and has also been treasurer. 


NORTH CAROLINA 


The Piedmont Distributing Co., re 
cently organized in Salisbury, began 
business on February 1 as distribut 
for <Aireon automatic phonograph 
according to an announcement by L. |! 
Cox, general manager. 

Lt. Col. Joe E. Pleasants, on termi- 
nal leave from the Army Signal Cor} 
has been appointed manager of 
major appliance department of 
Allison-Erwin Co., Charlotte. Prior 
his military service he was engag 
in the electrical appliance business 
both the Carolinas. He has recent 
returned from a tour of factories whi 
supply products which Allison-Er 
distributes and has announced that t 
firm will handle Zenith radi 
Youngstown kitchens, Gibson re 
erators and ranges, Horton wash¢ 
and Quaker oil heaters. 


OHIO 


Stanley Lake, identified with 
appliance business for many years, | 
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hee ppointed sales manager of Ohio 
Appliances, succeeding M. A. Vern 
Rise, promoted to general manager of 
11 Ohio appliance units in the state. 
During the war Mr. Lake was a budget 
analyst and employment agent for the 
Curtiss-Wright Corp. in Columbus 

H. G. Bogart, regional OPA di- 
rector in northwestern Ohio, has been 
selected as jobber for the Monitor 
Equipment Corp., N. Y., for 54 coun- 
ties in Ohio, Michigan, and Indiana. 
Headquarters of his firm, the H. G. 
Bogart Co., will be maintained in 
Toledo. Mr. Bogart, formerly a dis- 
tributor for GE lines, will remain with 
the OPA until merchandise becomes 
available. 

The Modern Distributing Co. an- 
nounces that it is located in its new 
home at 1415 Walnut St., Cincinnati. 
The firm distributes Crosley products, 
Whirlpool laundry equipment, Phonola 
phonographs, Cadillac vacuum clean- 
ers, Victor electric products, and Ken- 
Rad light bulbs. 


PENNSYLVANIA 


The Hi Major Division of Minsky 
Bros. and Co., Pittsburgh, has pur- 
chased the six-story Love building in 
the city’s Golden Triangle. The new 
building adjoins the firm’s present 
structure and will, after alterations 
and modernization, be part of it. In 
addition to extra display space the 
building will provide room for offices. 
Appliances will be sold only to fran- 
chised dealers 

Matthew Slap and Harry Lasky 
have combined their near 55 years of 
appliance experience into the electrical 
appliance distributing firm of Slap and 
Lasky, 2530 North Broad St., Phila- 
lelphia. The new firm boasts show- 
rooms, offices and a warehouse with 
22,000 square feet of floor space and 
separate shipping and receiving plat- 
forms, and a private parking lot. At 
resent the firm is distributing Temple 
dios, Vogue appliances, Hytron radio 
tubes, Usalite flashlights and radio 
batteries, International oil burners and 
eaters. When more merchandise be- 
comes available Slap and Lasky will 
andle refrigerators, home freezers, 
ranges, ironers, vacuum cleaners, 
kitchen cabinets, and commercial sound 


systems. 


Ta 


OREGON 


Lt. Commander J. G. Severtson, late 
with the U. S. Navy where he gained 
fame as beachmaster at Iwo Jima, 
Okinawa and Mindoro, has returned 

Portland where he resumes work 
as general manager for the Appliance 
W iolesalers 

G. A. Charleston, manager of the 
Eoff Electric Co., Portland distribut- 

firm, has announced the purchase 
the building at Northwest Tenth 
Ave. and Glisan St. formerly occupied 
y the Sunset Electric Co. 
juarters are to be 


The new 
completely re- 
odeled, with the latest in lighting 
lipment in both 


es. 


warehouse and 


TEXAS 
Ine of the sizeable orders placed 
uring the American Furniture Mart 
»w in January was for Haag double 


wn 
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tub washers. The Edwin Flato Co. of 
Houston and Corpus Christi ordered 
more than two trainloads of Haag 
machines, according to Capt. M. A. 
Compton, Jr., sales manager, who with 
Fred Flato, president, attended the 
show. The firm has been in the ap 
pliance wholesaling business for 12 
years, covering South Texas. 

The Southwest Distributing Co., 
Kerrville, 


George 


to the firm of 
Neuschafer, but still owned 
and managed by Mr. Neuschafer, has 
announced that it is located at 255 
Water St. and has resources amount- 
ing to $51,361.80. The new firm spe- 
cializes in the distribution of electric 
appliances and related lines including 
oil and gas heaters, water heaters, air 
conditioners, and power tools. Mr. 
Neuschafer states that the firm has 
acquired several franchises and can 
accept a few more. 


successor 


UTAH 


E. E. Pritchett is president and man- 
ager of the newly formed Mountain 
States Distributors of 32 Exchange 
Place, Salt Lake City. The firm is 
organized to serve dealers in Utah, 
Idaho, Nevada, and Wyoming. Mer- 
chandise handled includes ABC wash- 
ers, Thermador electric ranges, elec- 
tric water heaters and space heaters, 
Lear radios, Elgin kitchens, Allen oil 
heaters, Verd-A-Ray light globes, 
Penetray heat lamps, and Miracle 
small appliances. Associated as sales- 
men with Mr. Pritchett are E. M. 
Chapman and Floyd C. Nilson. 

Walter B. Lloyd, V. A. Smith and 
Reed E. Vetterli are all partners in 
the new Appliance Wholesalers firm of 
Salt Lake City. The partnership was 
organized several months ago and re- 
cently began operations at 307 South 
4th East St. However, on March 1 
the firm will be located at 850 South 
Main St. where a new $40,000 building 
is being constructed. Some of the lines 
carried are Admiral, Automatic 
Washer, Stewart-Warner, Cadillac, 
Trilmont, and Manning-Bowman. 





Two New Utah Distributors 








We give you herewith two of Utah's newest distributors. Above are E. E. Pritchett 

and F, C. Nilson of Mountain States Distributors, Salt Lake City; below you see 

W. B. Lloyd, V. A. Smith and R. E. Vetterli, partners in Appliance Wholesalers of 
the same city. 


1946 











FROM STICKERS TO FLATTENERS: 


Not nearly so lethal, but much more use- 
ful than the 17,000,000 Army knives made 
during the war are these electric irons 
being turned out by workers of Landers, 
Frary and Clark in New Britain, Conn. 





VIRGINIA 


The Edwin E. Bibb Co., distrib- 
uting firm of Norfolk, expects to 
reopen its former showrooms at 350 
York St. on April 1. The company 
purchased the business of T. J. Pargoe 
in March, 1936, but closed the show- 
rooms late in 1942 and has operated 
since from warehouse and offices. The 
showrooms will be modernized and 
redecorated for the opening and will 
feature lighting fixture display rooms 
on the second floor while the first floor 
will be occupied by traffic appliances, 
floor and table lamps, general elec- 
trical merchandise, offices, shop, and 
stock rooms. Gibb and Co. is distribu- 
tor for Lightolier, Edwin F. Guth 
Co., Novelty Lighting Corp., and ex- 
pects to add the Whitehead kitchen 
line, power lawn mowers, attic fans 
and several other new lines. 


WASHINGTON 


The Columbia Electric and Mfg. Co., 
Spokane, which was chiefly active dur- 
ing the war in manufacturing, has 
announced through president Eric 
Johnston that it is re-entering the 
wholesaling of appliances and electronic 
radio parts. 

Herb Zobrist Co. of Seattle has been 
appointed distributor for the state for 
Thermador electric products, including 
ranges, space heaters, water heaters, 
and small appliances. 

Tull and Gibbs, Spokane distribu- 
tors, received the first transcontinental 
air shipment to the Pacific Northwest 
in the form of 100 new Philco radios 
The shipment left Philadelphia on a 
Monday and arrived in Spokane in 24 
hours. Charles Hebberd, president of 
the firm, and N. P. Rich, radio man- 
ager, were right on hand when they 
arrived. 


WISCONSIN 


Ralph E. Lovdahl has been named 
manager of the northern district, with 
headquarters in Milwaukee, by the 
Westinghouse Electric 
succeeding Roy L. Brown, transferred 
to New York as eastern district man- 
ager. 

In Milwaukee a new distributing 
concern, the Thos. E. Fleming Co., 
Inc., has been incorporated to deal in 
all kinds of household and commercial 
appliances. The incorporators are 
Thos. E. and Katherine H. Fleming, 
Mrs. J. Laurenza Hinkens and John 
G. Haislmaier. Address of the firm 
is given as 152 W. Wisconsin Ave. 


Supply Co., 
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that. Westinghouse} 
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Kadio is advertising ai 


Plenti-Power is a brand new radio circuit. It gives a low- 
priced Westinghouse 7-tube set more crystal clear, undis- 
torted power output than most 12-tube sets had prewar! 


Of course you're not—no more than you drive your car 
90 miles an hour. But you do like the fire-ball pep and 
getaway you get from a 90-mile-an-hour engine! Right? 






Why all the power? 
I'm not buying a 
set because it’s 
loud. 


( ad 
a 
mS 





It's the same with a radio. If you And they used to Right . . . and that cost money. But today with Plenti- 
want brilliant, true-to-life repro- add more tubes to Power you can have real 12-tube concert-hall reproduc- 
duction of your radio programs get more power? 


tion in a modestly 
priced 7-tube 







and records, your radio has got 
to have plenty of reserve 
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Seriously—there’s no kidding about the Sales Power you'll have in Westinghouse Plenti- 


PLENTI-POWER MEANS SALES TO THE MILLIONS Power. It doesn’t take an expert to hear the difference! Anyone can hear it—and every- 
WHO WANT 12-TUBE PERFORMANCE ON A 7-TUBE body likes it. It’s one of the features that makes it easy for you to convince your customers 
BUDGET IT’S SALES POWER FOR YOU! that the 1946 Westinghouse Radio is completely new—not a “warmed over” prewar 


set. Home Radio Division, Westinghouse Electric Corporation, Sunbury, Pennsylvania. 


Radios first name is Westinghouse 


RADIO TELEVISION 


PLENTI-POWER 














3. Lady spies 
Good Housekeeping Seal and... 


4. Another shopper gets the go-ahead! 


How MUCH of a buying influence is the Good 


Housekeeping Guaranty Seal? 


A mighty strong one—according to a recent survey of 
Crossley Research Institute. This impartial study 
indicates that of all product endorsements the Good 
Housekeeping Seal rates first in women’s minds. (If you’d 
like facts and figures we'll be glad to supply them.) 


It’s not hard to understand why women are influenced 


by the Good Housekeeping Seal. 


For they know we give this seal to no one. The product 
that has it, earns it. 


« 
Good Hous ekeeping ees. 
The Homemakers’ Bureau of Standards 


This seal acts as your customers’ ‘‘green light’’ to go ahead and buy 
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HORTON Washers 


Horton Mfg. Co., 731 Osage St., Fort 
Wayne, Ind. 


Device: 4X 12 washer 
Selling Features: Super-sized 9 Ib. 
capacity ; twin wall construction in- 
sulated; optionally equipped with a 
pump or gasoline engine; agitator 
moves with an extra long sweeping 
action, almost two-thirds the way 
around the tub; gentle, sweeping, 
surging action sends volumes of 
water sweeping through clothes in 
a manner that dissolves and carries 
out imbedded dirt. 

trical Merchandising, February 15, 
1946 : 
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WESTINGHOUSE 
Refrigerators 


Westinghouse Electric Corp., 
Mansfield, O. 

Model: B-7 

Selling Features: Restyled refrigera- 
tor has new conveniences such as 
improved shelf arrangements, in- 
creased milk and beverage storage 
and additional space for frozen foods. 
Frozen food compartment in evapo- 
rator of new refrigerator is 4 larger 
than in the last prewar model and 
will hold 10 lbs. frozen food; ano- 
dized aluminum crisper pan for veg- 
etables; freezer door and ice cube 
trays are also of anodized aluminum; 
crisper tray fits snugly against top 
glass cover and is mounted on roll- 
ers to facilitate gliding in and out; 
temperature control is located at 
base of refrigerator door within easy 
reach and is marked off in degrees 
of temperature ; ice cube and dessert 
trays makes 84 ice cubes at a time 
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and are equipped with selecto-cube 
ice forming grids from which one 
cube at a time can be taken. 

Up to 15 lbs. meat can be stored in 
glass meat keeper which slides under 
freezer. 

Other interior changes include ar- 
rangements of shelving—by moving 
freezer off-center, shelves have in- 
creased storage utility of milk bottles, 
mason jars and tall bottles—8 square 
qt. milk bottles, for example, can 
be stored on one side; white Micarta 
inside door panel curved to increase 
inside cabinet size; hermetically- 
sealed compressor unit with lifetime 
oil supply. 


Electrical Merchandising, February 15, 


1946. 











HOLLIWOOD Table Broiler 


Finders Mfg. Co., 3669 S. Michigan Ave., 


Chicago, Ill. 


Models: 40T and 38T. 


Selling Features: Two heat broiler 


that actually broils on either heat; 
No. 40T 1450 and 800 watts; No. 
38T, 1150 and 600 watts; broiling 
elements constructed to give uni- 
form heat coverage, no heat loss 
with cast aluminum top; safety 
hinge permits easy removal of top, 
locks into position when top is 
raised; element is easily removable 
for cleaning; hand-hammered cast 
aluminum cover and sizzle platter ; 
Bakelite handles and legs. 
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FLUOR-O-SHIELD Diffusor 
Camfield Mfg. Co., Grand Haven, Mich. 


Device: Fluorescent lamp light dif- 


tusor 


Selling Features: Fits all open type 


fixtures and permits strip installa- 
tions stamped from one piece of 
lightweight aluminum and _ finished 
in white baked enamel; easily in- 
stalled and removed by means of two 
patented snap-on clamps; present 
models may be installed on any 
standard 40-watt (48 in.) and 20- 
watt (24 in.) fluorescent lamp. 


Electrical Merchandising, February 15, 
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WINSLOW Clock 
Winslow Mfg. Co., Stamford, Conn. 


Device: Winslow direct reading elec- 
tric clock. 

Selling Features: Self-starting, syn- 
chronous type motor, 110 volts, a.c. ; 
specially designed molded case of 
Catalin; black numerals on silver 
background designed for easy read- 
ing and are framed in_ nickel 
chrome; available in mottled ivory, 
walnut and mottled burgundy; 
other colors will soon be available. 


Electrical Merchandising, February 15, 
1946. 
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THOR Automagic Gladiron 


Hurley Machine Div., Electric Household 
Utilities Corp., 54th Ave. & Cermak Rd., 
Chicago, Iii. 


Device: Deluxe floor model No. 300. 


Selling Features: Folds up and tucks 
away in 1% sq. ft. floor space; is 
counter-balanced on tubular steel 
stand; rolls easily on wheels when 
folded all ironing operations motor- 
powered and controlled by single 
easily-operated knee lever; shoe tilt 
now locks in place; quick acting 
safety release; side extensions pro- 
viding working surfaces on both ends 
of ironer as well as lapboard in 
front optional; 21 in. roll, 34 in 
diam.; revolves 105 in. per min.; 
Thor Dialastat controls shoe temper- 
ature, turning current on and off 
automagically to maintain exact 
temperature desired; dial marked 
rayon, silk, wool, cotton, linen; 
double free-rolling roll permits arti- 
cle to be turned with roll by hand in 
either direction—forward or reverse; 
roll will fit inside sleeve; double 
open end; white with black chrom- 
ium trim. 
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WESTINGHOUSE Precipitron 


Westinghouse Electric Corp., 
Mansfield, O. 


Device: Westinghouse Precipitron 


an electrostatic air cleaner. 


Selling Features: Remove up to 90% 


of all dust particles from circulating 
air as small as 1/250,000 of an inch 
in diam.; home model is no larger 
than an ordinary household refrig- 
erator yet has sufficient air-cleaning 
capacity for a 6- to 8-room house; 
operates on the electric principal that 
opposite magnetic charges attract— 
dust particules borne by incoming 
air stream pass through an electro- 
static screen created by highly- 





charged wires that impart a posi- 
tive electrical charge to the dust 
particles—then passing through a 
series of parallel plates alternately 
charged with negative electricity; 
accumulation of dust particles on 
plates can be flushed regularly down 
the drain beneath unit by simply 
turning a lever; installation require- 
ments are: (1) air heating system 
designed so air circulated through 
house can pass through unit; (2) an 
ordinary electric outlet; agd (3) a 
water connection and drain to clean 
plates. 


Availability: “It is expected to be 


available by the 3rd quarter of this 
year.” 
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1946. 
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SILEX Filter Rod 
The Silex Co., Hartford, Conn. 


Device: Silex Lox-In glass filter. 


Selling Features: Glass filter rod that 


locks m; has lifetime guarantee 
against everything including break- 
age; fits most vacuum cuffee makers. 


Electrical Merchandising, February 15, 
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KITCHENAID Mixer 
The Hobart Mfg. Co., Troy, Ohio 
Model: No. 3-A mixe 
Selling Features [ 
eliminates 1 SSity 
the beat ; ied around sta 
tionary bowl, while beater turns on 
its OWN axis »pposite direc 
tion; simplified it-vision “speed 
guide” for | lefinite speeds con- 
trolled by governor; built-in power 
unit tor peration of every 
nt rm-| juice extrac 
t-resisting glass 
beater action 
ing ; stand 
of one 3-qt. 
} 


rpose eater 
| 


ipping and 








SHELDON Clock 


Sheldon Clock Corp., 37 So. Wabash 
Ave Chicago Mi. 
I Treasure.’ 
1g fe lfures 
tric alarm clock; a. c. only, 60 


] 


 »eéit-Starti ec 


ig € 
cycles; 100-125 volts; ivory or wal- 
nut plasti ase with gold bezel; 
easy to read 34 in. dial, black 
numerals and hands against cream 
and gold background. 


Electrical Merchandising, February 15, 


DEXTER Washers 
The Dexter Co., Fairfield, lowa 
Models: 458E, 454E, 453E, 452E, 453G. 
Selling Features: Model 458E Dexter 
Twin Deluxe washes in 2 tubs, 
rinses and wrings all at the same 
time. 
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NEW PRODUCTS 


Model 454E, Super-Deluxe single 
tub washer with Seeldheet cabinet; 
treamlined aluminum wringer ; 
automatic “tempgauge” with dial 
on cabinet to show water tempera- 
ture 

Model 453E has “French-type” cor- 
rugated agitator which cleans by 
flexation plus gentle friction and 
flushing; streamlined wringer has 
“flash-action release,” quick reset 
and automatic drain board. 

Model 452E has high-wing, corro- 
vane, French-type agitator; white 
enameled tub completely rubber 
cushioned cleansing cleats 

Model 453G, gas motor model for 
rural homes; equipped with Dexter 
special built-in Briggs & Stratton 
gas engine mounted on floating 
spring mounted base; can quickly 
ye converted to electric. 


tri il Vf 


1946 


} 
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VACULATOR Hotplate 


Hill-Shaw Co., 311 N. Des Plaines St., 
Chicago, III. 
Device: Deluxe 2-heat hotplate No 
ET 
Selling Features: Designed exclusively 
for use with glass coffee makers; 
equipped with a 2-heat switch set 
plasti ase—can be turned to 
brew” for making coffee, and 
“warm” t p it at proper serv 
ing temperature; » volts, a or 
d. c.; 550 watts on “brew” and 65 


watts on “warm.” 
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WHITING Stoker 


Whiting Stoker Sales Co., 11 So. La Salle 
St., Chicago, Ill. 


Model: Small stoker No. 25S6. 


Selling Features: Designed for in- 
stallation in small size furnaces and 
boilers found in bungalows and small 
houses; retort of l-piece design is 
only 9% in. in diam.; no shear pin; 
motor is protected by built-in 
thermal cut-out; retort and air sys- 
tem are of Whiting design used for 
several years; hopper holds 350 lbs. 


1 
coal 
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Device: Complete 


TIMKEN Ojilboilers and 
Furnaces 


Timken Silent Automatic Div., The Timken 
Detroit Axle Co., 100-400 Clark Ave., 


Detroit, Mich. 


Timken Silent 
Automatic oilboiler and oilfurnace 
units. 


Selling Features: Oilboilers for hot 


water or steam in 4 sizes: OBA 65, 
OBB 110, OBB 150 and OBB 200, 
with capacities of 65,000, 110,000, 
150,000 and 200,000 btus. OBA 65 
will make automatic hot water heat- 
ing economical for small 4 or 5-room 
low-cost home. 


Warm air oilfurnaces in 6 sizes: 
OFA 50, OFA 75, OFA 100, OFB 
120, OFB 140, and OFB 170 
with capacities of 50,000, 75,000 
100,000, 120,000, 140,000 and 170,000 
btus. OFA 50, will make possible 
for the first time heating small 4-or 
5 room lower-price homes with all 
the advantages of automatic oil heat 
at the comparable cost of coal; has a 





maximum capacity of 4 gal. oil per 


ar. 
All oilboilers and oilfurnaces are 
built around the Timken Wall- 
Flame oil burner which has been 
improved: motors are mounted on 
resilient oilproof pads; self-lubrica- 
tion of the Mono-Rotor has been 
further perfected by the use of a cir- 
culating groove for a positive and 
continuous flow of oil to bearing sur- 
faces: heavier motor and fan; new 
burner body; simplified in design by 
use of an integral distributor head 
and rotor frame; new leveling device 
on control stand compensates for 
floor variations; switch bracket and 
terminal block are combined in 1- 
piece and a new guarded oil valve 
adjustment prevents tampering with 
oil adjustment; design of burner and 
controls has been streamlined. 
Electrical Merchandising, February 15, 
1946. 
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VIDRIO Portable Washers 


Vidrio Products Corp., 134 W. 54th St., 
Chicago, /il. 


Models: Master Grande and Portable 
Grande. 
Selling Features: Master Grande has 
2 lbs. dry clothes capacity; white 
porcelain enamel tub and white 
enamel dome with 3-fin cast alu- 
minum agitator which provides over- 
head agitation; heavy-duty, air 
cooled motor, operates on 110-120 
volts, 60 cycles, a.c.; tub diameter 
14 in. holds 6 gal.; weights 18 lbs.; 
occupies 16x16 in. table space; and 
is 164 in. high. 


Portable Grande No. 1920T table 
model with wringer; tub lifts off 
base; agitator drive connection is 
self-locking; tub with built-in 3 
vane agitator weighs only 7 lbs.; 
easy to lift and carry; white vitre- 
ous porcelain enamel steel tub with 
flange for easy lifting; accommo- 
dates 2 lbs. dry clothes. 
Roll-Away model with wringer No. 
1920-R also available. 

Electrical Merchandising, February 15, 
1946. 


v 
SUB-ZERO Freezers 
Sub-Zero Freezer Co., Inc., Madison, Wis. 


Model: Farm and home model No. 
700; and suburban model No. 500. 


Selling Features: Model 700 con- 
structed of Heavy gauge steel; white 
baked enamel finish; approved low 
temperature insulation vapor sealed; 
satin finish refrigerator hardware; 
moulded rubber door gaskets; 4 h,p, 
condensing unit; sharp freeze com- 
partment 20 in. long, 19 in. wide, 
12 in. deep with 2.5 cu. ft. capacity; 
storage compartment 48 in. long, 20 
in. wide, 25 in. deep; 13.75 cu. ft. 
capacity, door openings 18x18 in. 
outside dimensions, 77.5 in long, 
29.25 in. wide, 35 in. high. 

Model 500, has a gross storage 
capacity of 12.25 cu. ft.; 2 h.p. con- 
densing unit; inside dimensions 42 in 
long, 20 in. wide, 25 in. deep. 

Electrical Merchandising, February 15, 
1946 
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Raise your sights! Shoot for the stars! 
We know exactly how you feel. Some- 
times it seems as if interplanetary trav- 
el would be here before that handy, 
dandy Casco Power Tool Kit that was 
such a sensation before the war. 

But we'll let you in on a little secret. 
We've been re-tooling—we've been 
scurrying around buying materials— 
the day isn’t too far distant. And now 
there’s the usual pause for station 
identification. 
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for new and unusual contributions to better living 






















PAINTED EXPRESSLY FOR CASCO BY THE DISTINGUISHED APTIST, BORIS ARTZYBASHEFF 


Oh To Be On Venus—With the Casco Power Tool Monopoly! 


This is that hand-sized, easy-to-oper- 
ate tool that gets into small places— 
does fine detail work—works on 
wood, plastic or metal—comes com- 
plete with 35 attachments that sand, 
drill, saw, engrave, carve, jig, do 
anything and everything. The 
public eats up this Kit! Believe us, 
we know! 

Your jobber will have full details 

soon. Keep in touch with him. 


Casco Products Corp., Bridgeport 2, Conn. 
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/ What are you looking for? Volume? Profit? Prestige? Repeat Sales? Y 
Vy REGENT offers you these and many more as part of its aggressive Yj 
new merchandising plan. We are making the established REGENT Y 


name nationally-known, nationally-advertised and nationally wanted. Yy 
Below are a few of our laboratory-tested products, all bearing the Y 
/ 


/, rout ame of REGENT! Rez o elivery. Po ar-priced., 
Ys proud nam R ENT Ready for delivery. Popular-prices Y, 


DOUBLE BURNER Y; 
Eve appeal plus! A solidly con Y, 


Yj structed electric stove in 2 YY 
Yj, toned streamlined modern de 
/ Uy, sign. 3 switches, covered ele Yj 
UY, — } heats—low, medium, Yy 
i], igh 
THE MONARCH Yf 
/ 
Yj Extremely popular electric Y 
stowe; fast seller. In black UY, 
y baked enamel or colors YY 
“4 /f 
; Yi 
4, KOFFEE-KOOKER Y, 
Can be used for a variety of Vif 
i purposes. In black baked en Yfj 
amel or colors Y 
yj Yfy 
Yy 
THE REGENT Yyf 
A favorite electric stove unit Yi, 
/ that meets acceptance among Y 
consumers everywhere. Well Vf 
made, sturdy, i p 
Yy 
schetaaeibiadinn se Y ff 
REGENT Cord Sets i, 
Yi} / 
Appliance cords made with f/f 
patented strain relief plugs Vif 


~ 
~ 
~ 


Also extension cords in vari 
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Inquiries invited , 
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Y Yy Y Y Yj Yj 
Yy U3 481 Mase, Mar 1107 Broadway / Yy Yff 

Yj, Chicago 54, Il. New York 10, N. Y/// Yy Yf 

Yi, “4/1144 4 bor Rpt ctereclemwpcles Yj 


Wy shut a a sthee om oe ne S40ths mnanes seen epngnd an CAA eth hh shh bd bibbhlhddsl Mss ‘wf 
Yfy ASSOCIATED INDUSTRIES 501 SthAve,NYAG ff 
yj Yj Sales Agents: Uf) Yi 
YY Uy Alex W. Block I. Levy Sons y Y 
YMA Yj 
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Table Combination 5DI10 


BELMONT Radios 


Raytheon Mfg. Co., Inc., 60 E. 42nd St., 


Mi dels " 


Selling Features: 


Eli 


New York, N. Y. 


Table models 6D111, 5D19, 
5D110; console 8A59, portable 
5P19 and battery model 4B112. 

No. 6D111, 6-tube 
a.c.-d.c. superhet; 124 in. wide, 7 in. 
high, 6} in. deep; plastic case. 

No. 5D19, 5-tube a.c.-d.c. table com- 


bination radio and single record 
player; 15 in. wide, 10} in. high, 
2¢ in. deep. 

Model 5D110 5-tube a.c.-d.c. table 


combination radio and automatic rec- 
ord player; 15} in. wide, 11 in. high, 
18 in. deep. 


No. 8A59, 


F 


with 


console phono- 





Console 8A59 


drawer and record storage space. 
No. 5P19, 5-tube deluxe portable 
a.c.-d.c. and battery operation ; fabric 
case. 

No. 4B112, 4-tube 14 volt battery 
superhet 74 in. high, 6% in, deep; 
plastic case 
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MUSITRON Phonographs 


The Musitron, L. M. Sandwick Associates, 


223 W. Erie St., Chicago, Ill. 


Model Piccolo portable phonograph 
No. 101 
Selling Features: 3-tube amplifier 


specially designed for record repro- 


duction of approximately 34 watts 


of undistorted output, tapered vol- 
ume and wide range tone control; 
self-starting 110-120 volt a.c. motor 
turntable 


with 9-in. flock-sprayed 
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NEW RADIO PRODUCTS 


Packard-Bell Co., 


Selling 






APPLIANCE 





playing 10 and 12-in. records 
cover open or closed ; ellipt 
speaker 4 x 6 in. electrical dynam 
newly developed Astatic crystal 
pick-up; luggage type case wit 
saddle-stitched or padded top 
bottom, simulated leather in po, 
lar colors; flush-mounted, non-s 
needle cup and cover. 


Electrical Merchandising, February 15 
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MUSITRON Reproducing 
Equipment 


The Musitron, L. M. Sandwick Associates, 


223 W. Erie St., Chicago, Ill. 


Device: Reproducing equipment Series 


MC 364. 


Selling Features: Completely self-con- 


tained portable device for playing 
standard disc records and transcrip 
tions of 10, 12 and 16 in. diameter 
recorded at either 334 or 78 rpm.; 
the output is ample for any size 
audience up to 500 persons under 
ordinary acoustical conditions; it is 
also an efficient public address sys- 
tem with facilities for superimposing 
microphone announcements on a 
recorded background or for using 
a microphone independently of the 
phonograph turntable. All models 
of the series built for operatior 
from 50-60 cycles, 110-250 volts a. 


Electrical Merchandising, February 15 
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PACKARD-BELL Radio 


3443 Wilshire Bivd., 
Los Angeles, Calif. 


Vodel: 551D. 


Features: 5-tube a.c. tabl 
model with a 5-in. P. M. dynami 
speaker; a plastic handle makes th: 
set a convenient room-to-roomer 


and conceals tuning and station lo 
cator knobs; 


tubes can be changed 





easily from the bottom; available ir 
walnut, bleached wood or in lig! 
leatherette, the latter two with ivory 
plastic trim. 

Electrical Merchandising, February 15 
1946 
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NATIONAL Radio 
National Co., Malden, Mass. 


Vodel: EC-46 


ling Features: 10-tube superhet., 
includes a series valve noise limiter 
with automatic threshold control, 
C. W. oscillator, separate RF and 
\F gain controls, and amplified and 
delayed AVC. Power supplies are 
self-contained and operate on 105 
to 130 volts, a.c.-d.c.; an increased 
audio output of 4-watts is provided 
by pushpull 25L6’s; a straight-line- 
frequency condenser is used in con- 
junction with a separate spread con- 
denser ; full vision dial calibrated in 
frequency for each range covered and 
a separate linear scale for the band 
spread condenser ; a coil switch with 
silver-plated contacts selects the four 
ranges from 550 k.c. to 30 m.c.; gray 
metal cabinet modernistic ; matching 
speaker available. 
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CLARION Radio 


Warwick Mtg. Corp., 4640 W. Harrison 
St., Chicago, Ill. 

Device: Clarionette C 105 radio- 
phono console 

‘elling Features: 6-tube a.c. superhet 
with new advanced (lari-tone 
chassis improved type automatic rec 
ord player and changer and large 
storage compartment; 3-gang con 
denser; 3 dimensional dial; range 
540 to 1725 kc; automatic record 
changer with jam-proof mechanism 
plays 12 10 in. or 10 12 in. records; 
self starting, constant-speed motor; 
change-over switch; American wal 
nut cabinet. 
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EDIN Sunlamp 


Edin Electronics Co., 207 Main St., 
Worcester, Mass. 


levice: Edin Thera-ray dual purpose 
sun and heat lamp. 

Yelling Features: Complete with auto- 
matic time switch and ultraviolet ray 
bulb; infra-red bulb supplied at 
slight extra charge; adjustable lamp 
housing; non-tilt base; patented 
heat reflector; bulbs quickly inter- 
changeable ; pleasing modern design. 
lectrical Merchandising, February 15, 


1946. 
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MARC-OLA Radio 
Marco Industries Co., Beverly Hills, Calif. 
Device: Marc-ola 6-tube table radio. 


Selling Features: Dual dial windows 
and dual dial speakers ; may be used 
as a centerpiece on small tables or 
in other ways to complement furni- 
ture, with its “no open back” feature 
—does not have to be placed against 
walls; a.c-d.c. superheterodyne, in- 
corporating new electronic princi- 
ples ; gives console tone performance, 
according to the manufacturers. 

Electrical Merchandising, February 15, 
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1-WATT Fluorescent 


Westinghouse Electric Corp., Lamp Div., 
Bloomfield, N. J. 


Device: 1-watt fluorescent glow lamp 
with green or white phosphor for 
use in ordinary lamp socket or base 
plug. 


Selling Features: Walnut size lamp, 
equipped with medium screw base or 
a prong type base; green lamp ef- 
fective at night may be used in 
hallways, bathrooms or as safety 
light at head of stairs; white lamp, 
which produces less light than the 
green, was developed primarily for 
bedroom night light service. 


Electrical Merchandising, February 15, 
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TIME-SAVER Pressure Cooker 


Traubee Products Inc., 924 Bergen St., 
Brooklyn, N. 


Device “Time-Saver” 
cooke r. 

Selling Features: Has a flat, broad 
bottom to conserve maximum flame 
energy; 4-qt. saucepan of aluminum 
alloy polished to high lustre; pres- 
sure gauge designed so that cooking 
can be done under 5, 10 and 15 Ibs. 
pressure as needed. 


pressure 


Electrical Merchandising, February 15, 
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EASY 
INSTALLATION 


BETTER AIR 
CIRCULATION 





PATENTED 

BURNER 
EXCLUSIVE 

ELECTRIC SILENT 
IGNITION OPERATION 


Low 
FUEL COST 





WITH THE 


VEC Lilie OW. FLOOR FURNACE i 


You Can Demonstrate | 
SUPERIOR QUALITY | 
AND PERFORMANCE | 


ke more sales 
net profit 








and ma 
at a higher 


There Is No Substitute For Quality ¢ Superior mer- 
chandise sells easier, commands a higher price, gives you a 
betrer margin and a higher net profit. H. Cc. Little dealers 
proved this time and time again in the years before the war 
roved it by taking more than their share of the heating 
ot onl in their communities — proved it by outselling 
competitors with cheaper lines — proved it by reporting igh 
net profits made possible through low service costs. 





Quality Means More Today Than Ever e The H. ©. Little 
oil fired floor furnace is a scientifically engineered heating plant 
especially designed for the small home market. Ic is the only 
oil-burning floor furnace on the market with electric ignition 

providing completely automatic operation, thermostatically 
controlled. It comes to you complete —a compact, factory- 
assembled unit that is ready to install. Today — with the public 
able to demand high quality and pay for it — the H. C. Little oil 
floor furnace represents a profit opportunity which is attracting 
many of the most prominent retail merchandisers in America. 





Units Will Soon Be Available e Naturally, our prewar 
dealers have first call on our present output. However, an 
H. C. Little dealer franchise may be open in your community 
soon. If interested, we suggest you write us immediately. 


The Greatest Name in Low-Cost fx, Automatic Oil Heat for Small Homes 


SS 
AE Za BURNER CO. 


Dept. 12M, San Rofael, California 
FACTORY REPRESENTATIVES IN PRINCIPAL CITIES 
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Beginning with March and every month, every week, every day 


thereafter, a new, sales impelling story will tell the lady of the 





house, and the lad who pays the bills as well, of Silex contri- 


butions to a modern, easier, happier way for gracious living. 








Pages and half pages in beautiful duotone will reproduce homely, 


authentic scenes, that will stress the merit of Silex products. 


Exciting, fully illustrated instruction booklets on subjects 
dear to the heart of every homebody, written by rec- 
ognized authorities on domestic science and sent free on 


request, will focus interest on Silex home appliances. 


Carefully planned publicity of interest to the home will 


be directed through the columns of leading national 





magazines and nationwide newspaper syndicates... 
popular radio commentators will further amplify the 


leadership of Silex to every corner of the land. 


Reconversion has been taken in stride and 1946 
promises a happy opportunity for your business 
and ours at the head of the profit parade 
... See your local Silex representative or 
contact your jobber salesman immediately 


for the complete story, or write us direct. 
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THE FINEST APPLIANCES IN THE WORLD 


tHe SELEX company - HARTFORD 2, CONN.+ ST. JOHNS, P.Q., CANADA 
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ARIZONA 


Phoenix—Southwest Wholesale Ra- 
dio & Appliance Co., 122 S. Third 
St., has been licensed to handle ra- 


dios and appliances. 

Phoenix—A _ license has_ been 
grant d to D. G. Dobbins, 305 E. 
Mul —_ St., to handle electrical 


appliances 
Phoenix—With Charles Roberts as 
proprietor, Roberts Appliance Serv- 


ice Co., 245 W. Coolidge Ave. has 
been licensed to engage in business. 
ARKANSAS 


Atkins — An electrical appliance 
store, owned by Mrs. Irvin Emmet, 
has opened for business in Atkins. 
Osceola—Three new appliance busi- 
nesses are being opened in Osceola, 
by C. C. Speck and Sons, Faber A. 
White and Drane Fergus, respec- 
tively. 


CALIFORNIA 


La Mesa—Paul Eklund has opened 
Eklund’s Appliances at 8312 La 
Mesa Blvd., with nationally known 
lines. Frank Higgins will handle 
installation and repair. 


COLORADO 


Telluride—Carl Pierson and L. C. 
Sweeney have opened the Telluride 
Electric Shop, which will carry a 
full line of appliances. 
Paonia—Two ,oes, Abseck and Mc- 
Kennan by name, have opened up 
a new appliance store and service 
department, and will handle Hot- 
point and Maytag products. 


CONNECTICUT 


New business names filed in Con- 
necticut recently are: 
Milford—Milford Radio Lab., 277 
North St., by E. L. Bristol. 
New Britain—Bond Radio Service, 
78 Tremont St., by A. T. Miranti, 
same address. 
New Haven—Vincent Radio Co., 
645 Grand Ave. by Vincent R. Espo- 
sito, 383 Poplar St. 
Hartford—Radio Inspecting Service 
Co., 227 Asylum St., by Jerome Ot- 
tenberg. 
Stamford — Mo-Gen Electric, 436 
State St. by B. R. Bien, 433 Elm _: 
_— Lupinacci, 240 Stillwater 
ve 
Ansonia—John’s Radio Service, 125 
N.. Main St., by John Janis. 
Hamden—American Home Appli- 
ance Co., 1501 Dixwell Ave., by 
Ralph Carbone. 
Bridgeport — General Refrigeration 
Service, 1062 Barnum Ave., by J. H. 
Gunt her. 
Middletown—Drake’s Electric Shop, 
24 Saybrook Rd., by S. A. Draje- 
wicz, 69 Oak St. 
Middletown—New England Radio 
& Electric Co. by Pasquale Galella 
et al, 120 Washington St. 
Shelton—Radio Centre, 298 Main 
Derby, by Saml. Green. 
New Haven—Chapel Electric, 1615 
Chapel St., by Jules A. Grossman, 
62 Warren St., Meriden. 
New incorporations in Connecticut 
include: 
Hartford—Frank A. Blesso, Inc.; 
to deal in electrical appliances and 
supplies; capital stock $50,000, com- 
mence business with $5,000; incor- 
Porators: Frank A. Blesso, ‘Ann yA 
Blesso, both of W. Hartford; John 
J. Blesso, Hartford. 
Salisbury—Home Service, Inc.; to 
deal in cooking and heating appli- 
ances; capital stock $50,000, com- 


mence business with $2000; incorpo- 
rators: J. Kenneth Athoe, Lakeville; 
R. E. Gardner, Rex L. Manley, both 
of Salisbury. 

Norwalk — Magnetic Products 
Corp.; to deal in electrical appli- 
ances, etc.; capital stock $50,000, 
commence business with $5,000; in- 
corporators: Alden O. Sherman, 
Dorothy N. Sherman, both of E. 
Norwalk; Wm. and Iris Weiss, both 
of Norwalk. 


FLORIDA 


Clearwater—S. C. Rawls and C. J. 
Rawls have opened the Electric Ser- 
ice Co., featuring appliance repairs, 
at 1308 Missouri Ave. 

Tampa—A new firm, Butcher-Bro- 
rein, is Opening to retail appliances 
in the Park Hotel building on La- 
fayette St. The owners are Carl D. 
Brorein, president of Peninsular 
Telephone Co., and W. B. Butcher. 
Tampa—The Myers and Whitlock 
Tire & Appliance Co., owned by Bill 
Myers and Guy Whitlock has op- 
ened at the corner of Tampa and 
Whiting Sts., and will handle Philco 
and other lines. 

Miami—tThe latest electrical store in 
Miami is Miller-Lihaman, Inc., at 
1405 Biscayne Blvd., marketing 
G-E and RCA products. 
Palataka—W. E. and M. C. Bailey 
have taken over the Shortwell Mo- 
tor Parts Co., 102 Lemon St. They 
will handle a full line of electrical 
appliances, and therefore have 
changed the name to Baileys’ Auto 
and Electric Parts. 
Jacksonville—Olin F. Wolfe Co., a 
new appliance business at 32-34 W. 
Bay St., will feature a complete 
Westinghouse line. 


GEORGIA 


Fitzgerald—With C. O. Durden, Jr., 
as general manager, the Durden 
Electric Co. has opened at 109 E. 
Pine St., and will handle appliances 
as they are available. 
Nashville—The Nashville Radio and 
Electric Service has been opened in 
Nashville, with M. E. Moore and 
W. H. Tygart, Jr., as proprietors. 
Norcross—The I. E. Silvey Co., an 
electrical appliance shop, is sched- 
uled for an early opening in Nor- 
cross. 
Waycross—The Ware Electric Co., 
c., has been organized to deal in 
electrical appliances and do con- 
tracting work. The owners are L. 
N. Pickett, R. G. Fraley and F. G. 
3reeden. 
Ashburn—The Bolden Electric Shop 
recently opened here for the pur- 
pose of dealing in and repairing elec- 
trical appliances and radios. Earle 
R. Bolden is owner. 
Macon—Seal Brothers, handling ap- 
pliances and allied lines, will open 
for business at 353 Third St. when 
remodelling is completed. John and 
Tom Seal are partners in the firm. 
Decatur—The Clark Equipment Co., 
just established at 111 Sycamore St., 
will handle electrical appliances “on 
the square” in Decatur. The concern 
is owned by Mayo B. Clark. 
Vidalia—The Sims Electrical Co. 
has recently been opened at Vidalia. 


IDAHO 


Lewiston—Perkins Electric Supply 
Co. have opened with a full line of 
modern electrical appliances. 
Lewiston—Melvin Stewart and 
Floyd South have opened the Lewis- 
ton Refrigeration Service at 1202 
Main St., and will retail refrigerators 
and other appliances. 





Utah is buzzing with electrical activity these days, and here are some of the boys 
responsible for the noise. Above, left, we have Lee Nichols, manager of the brand 
new Lee's Appliance Store, which is going to concentrate on the complete electric 
kitchen in Ogden. On the other side are two more Ogden boys, Darrell Iverson and 
Stephen Donoviel, who are partners in the new Standard Electric of that city. 
Shifting to the town of Helper, we find that D. J. Papacostas has taken out the 
confection and lunch counter, thus converting the Palace Candy Co. to the Palace 
Furniture Co. He'll be handling Kelvinator appliances, too. 








Rigby—The Frigidaire line will be 
featured in a new apengets store 
to be opened on Main St. by Jim 
DeBry and Elmer M. etert 
Other well-known lines will be han- 
dled as well. 
Lewiston—Appliancenter has op- 
ened at 716 Main St. with a complete 
line. 

Caldwell—T he City Electric Service, 
Inc., has been chartered for $15,000. 
Incorporators are H. M. Drinkall, 
Leland R. Drinkall, E. K. Werten- 
berger and R. C. Hanson, all of 
Nampa. 

Lewiston — Inland Refrigeration 
Sales & Service has opened at 130 
Main St. 


INDIANA 


Mt. Vernon—A new Mt. Vernon ap- 
pliance business has opened at 230 
Main St. under the direction of Jack 
Fuelling, former superintendent of 
the Mt. Vernon waterworks system. 
Mr. Fuelling will be assisted by 
Charles Nolan, Miss Julia Thomp- 
son and Burchard C. Ashworth, Jr. 
Berne — Clifton Nussbaum has 
formed a partnership with Waldo 
J. Stauffer, formerly employed at 
General Electric, to open a business 
which will handle appliances and 
allied lines. 

Frankfort—Floyd Scircle is head of 
the new household appliances firm at 
Frankfort which continues the con- 


cern formerly known as the Dormer 
Co. Nationally known names will 
be continued. 

Rensselaer—Jergen Elers, formerly 
with Sears-Roebuck stores, has op- 
ened a new appliance store. 
Rensselaer—Another new Rensse- 
laer firm is the appliance store of 
Fritz E. Eschleman, who has been 
operating from his home while appli- 
ances were not to be had. 

South Bend—The electrical appli- 
ance store of Burt M. Mack is now 
located at 129 E. Jefferson St. 
Decatur—Herman Haugk has as- 
sumed charge of the Haugk Home 
Appliance Store, which he recently 
opened. 

Fort Wayne—Eugene B. Perry, for- 
merly divisional sales manager with 
Commercial Sales Co. of Indianapo- 
lis, has started his own business, 
Commercial Refrigerator Products 
Co., 912 W. Main St., Fort Wayne. 


IOWA 


Denison—F. A. Brodersen, who was 
recently released from military duty, 
has opened the Broderson Radio & 
Electric Shop in the Hotel Denison 
building, and will carry a full line 
of G-E appliances. 
Eldora—Having recently been dis- 
charged from the service, Robert C. 
Williams, has opened an appliance, 
motor and automobile repair shop. 
(Continued on page 28) 





ELECTRICAL MERCHANDISING—FEBRUARY 15, 1946 


PAGE 27 

































































































McGregor—The Modern Electric 
SI wned by Mrs. Maynard Mal- 
and, has been opened here, and will 
be operated by Mrs. Louise Sparks 
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ween started here by Walter and 
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department will be 
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MINNESOTA 
Chatfield—A new electrical sh 


i op 
vill be started in Chatfield soon by 
Ralph Denen, who is engaged in the 
same business in nearby Goodhue. 
Two licensed electricians will be en- 
gaged. 

St. Paul—The Benike Radio & Ap- 
plance Co., handling major appli- 
ances, has just opened 


at 585 University Ave 


for business 
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Northfield— Milton Crossan is mod- 
ernizing a building here with the in- 
tention of opening an electrical ap- 
pliance store, with service in that 
line and in refrigeration. 


MISSOURI 


Kansas City—Smith Appliance Co., 
5100 Independence Ave.; to deal in 
appliances and other merchandise; 
300 shares p. v. $100 each authorized, 
commence with $15,000; incorpo- 
rators: Clarence Buchanan Smith, 
Margaret W. Sayler Smith, William 
H. Sayler, all of Kansas City. 


NEBRASKA 


Grand Island—Philco will be the 
line carried by the new Kruse Elec- 
tric Co. which is owned by Rein- 
hardt and John Kruse, and which 
opened its doors recently. 


Buffalo— Pollack & Blakemore, Inc., 
newly formed firm to handle elec- 
trical appliances, has opened a store 
at 578-582 Broadway. Officers of 
the company are: Samuel Pollack, 
president; Reginald N. Blakemore, 
secretary-treasurer; and Hyman 
Kornosky, attorney. 
Forestville—The Forestville Electric 
Service has been established under 
the management of Ernest and 
Dominic Gostomski. 

Dunkirk—The Main Appliance Co. 
has been established in Dunkirk, 
with Raymond Dorler, 144 Lake 
Shore Dr., and Robert Smith, 77 
Lincoln Ave., as principals. 

Business names have been filed in 
New York for the following elec- 
trical firms: 

Buffalo—Electric Appliance & Re- 
pair Shop, 1203 Niagara St., by 
Victor Joy. 

Buffalo—Maytag Sales & Service 
Co., 1947 Clinton St., by Carl T. 
Kawa. 

Buffalo—National Appliance Sales 
Co., 657 Broadway, by Theodore J. 
Telaak. 

Buffalo—Carl’s Electric Shop, 138 
Winspear Ave., by Carl C. Hoppes. 

















THE FOLKS MADE THIS RECORD LAST NEW YEAR'S EVE!"’ 














NEW HAMPSHIRE 


Manchester—The Granite State 
Electric Appliance Co., 149 Hanover 
St., Manchester’s Electrical “Store 
of Tomorrow,” has completed re- 
modelling and is ready for business. 
Berlin—After a lapse of two and a 
half years, Dale’s Radio Sales and 
Service has reopened at 199 Main St. 
Orvis Dale, who has been doing 
government work, is the proprietor. 


NEW JERSEY 


Irvington—Jerry and Martin Doto 
have joined Vincent Doto to form 
Doto Brothers, located at 1055 
Springfield Ave. The two first- 
mentioned brothers were formerly 


with Sears Roebuck & Co. 


NEW YORK 


New York City—Jules H. Brickell, 
formerly with Ritz Radio & Appli- 
ance Co., Inc., has established his 
own business. Known as the Bell 
Radio & Appliance Co., Inc., it will 
be located at 1170 St. Nicholas Ave. 
Both sales and service will be fea- 
tured. 


Cheektowaga—Cleveland Washing 
Machine Repair & Service, 157 
Huth, by Max Roehmoldt and Clar- 
ence Piehler. 
Kenmore—Southall’s Appliance Co., 
2862 Delaware Ave., by Clyde 
Southall. 

Certificates of partnership have 
been granted to: 
Buffalo—J. & R. Radio & Appliance 
Co., 619 Walden Ave. Partners are 
Jacob L. Stoll and Richard H. 
Smith. 
Lancaster—Lancaster Home & 
Auto Suppliers, 21 W. Main St., and 
Nu Era Appliances, 1929 S. Park 
Ave. Partners are Raymond Repka 
and Jerry Suozzi. 


The following are new electrical 
appliance incorporations in New 


York: 


New York City—Niagara Radio 
Supply Corp.; to deal in radios and 
electrical appliances; capital 100 
shares n. p. v. stock; incorporators: 
Harold L. Strauss, David A. Ferdi- 
nand, Samuel Kramer, 6 E. 45 st., 
New York City. 

New York City—Imperial Appliance 
Corp., Bronx; to deal in electrical 
devices; capital 100 shares n. p. v. 


stock; incorporators: Leonard 
tenberg, Simon Golos, Melvill 
Abrams, 391 E. 149th St., Bro: 
New York City—Cord-Eay |, 
ucts, Inc., Brooklyn; electrical a 
ances, machinery; capital $10,00 
$100 shares; incorporators: ra- 
ham B. Hertz, 99 John St.; Beatri 
Grayor, Irwin R. Hertz, 84 ] 
St., all of New York City. 

New York City—FEastern Sj 
Services, Inc.; household applia 
electrical devices, etc.; capital 2 
shares n. p. v. stock; incorporat 
Shirley Linsky, Dorothy (C 
Charlotte Hirsch, 570 Seventh 
New York City. 

New York City—Concourse Radio 
Corp., Bronx; to deal in radios, a 
cessories and household applia: 
capital $30,000 in $100 shares; i: 
corporators: Leo E. Falkin, Bever! 
Schott, Mary Roberts, 500 | 
Ave., New York City. 

New York City—Dawn Stores 
Corp. Brooklyn; capital of $20,000 
in $100 shares; to deal in radios and 
appliances; incorporators: Morton 
R. Weissman, 7312 35th Ave., Jac! 
son Heights; Pincus Katzoff, 628 
Willoughby Ave., Joseph Wasser- 
strom, 131 Joralemon St., Brookly: 
Oneida—H. T. Chapman, Inc.; capi 
tal $25,000 in $100 shares; to deal in 
household appliances and = acces- 
sories; incorporators: Howard 1] 
Champman, Bessie A. Chapman, 257 
E. Walnut St., Oneida; Wilbur H 
Cyampany, Manlius, N. Y. 

New York City—State Appliance 
Co., Inc.; to deal in electrical appli- 
ances; capital, 200 shares n. 
stock: incorporators: Meyer Wil- 
liam Ross, 34 Nassau Drive, Great 
Neck: Mary V. Dempsey, 9731 
Linden Blvd., Ozone Park; Cat! 
erine A. Weldon, 420 Eighth Ave., 
Brooklyn. 

Islip —Bay Shores Specialties ( 
Inc.; to deal in electrical appliances 
of all kinds; capital 200 shares 1 

v. stock: incorporators: Bertha Wal 
ters, Peters Blvd., Sarah R. Robbins, 
336 Lakeview Ave., Joseph O 
Stuart, Ackerson Blvd.,_ Bright- 
water. 


NORTH CAROLINA 


Salisbury—Brockman’s, Inc., a new 
appliance firm, has opened for busi- 
ness on W. Innes St. Max Brock- 
man is general manager. 
Salisbury—Spencer Electrical Co 
headed by Charles Gooch, a veteran 
of World War IT, has opened for 
business at 119 Fifth St. 

New North Carolina incorpora- 
tions include: 
Durham—Carolina Electronics: to 
deal in electrical appliances; author- 
ized capital stock $100,000; incorpo- 
rators: James H. Darden, Jr., Farm- 
ville: Guy H. Mitchell, Durham; R 
A. Whitaker, Jr., of Kinston 
Charlotte—Radiotronic Distributors 
to sell electrical appliances; author- 
ized capital stock $50,000; incorpora- 
tors: H. B. Grice, H. C. Allison, H 
B. Grice, Jr., all of Charlotte. 
Salisbury—Weaver-Eaton Electric 
Co.; to sell electrical appliances; 
authorized capital stock $100,000; in- 
corporators: G. B. Weaver, Council 
Weaver, William L. Weaver and 
Clarence Eaton, all of Salisbury 


NORTH DAKOTA 


Kenmare—A partnership has been 
formed by C. D. Anderson and J. H 
Landers, for the sale of electrical 
appliances, in the Jacob Wind E 
tric plant in Kenmare. A building 
is now being remodeled as the 
ture home of the new store. 
Fargo—Two Fargoans, How 
Sheppard and D. T. Dunweb 
have become partners in the Bilsiad 
Co., 211 Broadway, electrical aj 
ance dealers, according to an 
nouncement by O. J. and W 
(Continued on page 30) 
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Bigger figures in the little bank book... 
that’s what it means to us smart retailers 
who keep on the lookout for each month’s 
list of Companion advertisers. We build 
our displays around these products, plus 
a copy of the Companion or service pages 
from it. We know from experience 
products advertised in the Companion 


display ‘em with a copy of 














the magazine. Try it...and 
bank those extra profits! 











* FIRST 
POSTWAR 
PRINTING 
+» EAGERLY 
AWAITED 
BY THE 
INDUSTRY 


* 28,000 
CIRCULATION 
GUARANTEED 


OON to be published . . . the first edition 
since 1942. Over 300 pages of important 
data, up-to-the-minute listings of manufac- 
turers, products, executive personnel—a wealth 
of vital information on this giant, potential 
world market industry. 


Reservations are reaching us daily, although 
choice positions (nearest your indexed prod- 
uct classification) are still available. Place 
your sales message in this directory, where 
it will be seen and read by everybody in 
the industry. Write or wire us for rates and 
reservation. 


PUBLISHERS OF REFRIGERATION AND AIR CONDITIONING DIRECTORY 


BUSINESS NEWS PUBLISHING co. 


450 W. FORT STREET 


DETROIT 26, MICHIGAN 











The demand for WATERBURY HANDY PLUGS has 
been terrific. And production is being increased 
as fast as possible—so please be patient, for 


orders will be filled “on time” very shortly. 


TO ASSEMBLE SIMPLY INSERT WIRE AND SCREW ON CAP 


No Bare Wires—No Short Circuits 

Easy To Attach—Handy To Use 

Long Uninterrupted Service 

Safe For Public Use—Underwriter Approved 


Write for complete information 


WATERBURY COMPANIES, 


FORMERLY WATERBURY BUTTON CO., EST. 1812 
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Bilstad. The Bilstad brothers will 
retain an interest in the business, 
but their activity will be limited, 
the firm announces. 


OHIO 


Toledo—Western Avenue Electric 
Appliance Shop, 1528 Western Ave., 
has been opened by George Deeb, 
who has Hotpoint and Maytag 
franchises. 
Toledo—Great Lakes Piano & Ap- 
pliance Co., 808 Madison Ave., has 
been opened by H. R. Nachazel, who 
announced the store’s franchise for 
General Electric and Hotpoint appli- 
ances. 

Recent Ohio incorporations are 
the following: 
Toledo—Central Tire and “Appliance 
Co., Inc.; to do a tire and appliance 
business; ee stock 250 
shares n. p. 
Trotwood—-Aibright Appliance Co.; 
100 shares n.p.v. common stock; in- 
corporators: Lillian Albright, C. J: 
Liddell, H. P. Albright and R. 
Schroeder. 
West Hilton—Stillwater Appliances, 
Inc.; 250 shares n. p. v.; incorpora- 
tors: E. L. Peters, Harry G. Roedi- 
ger and Philip C. Ebeling. 
Cleveland—Olen Home Appliance 
Co.; 250 shares n. p. v.; incorpo- 
rators; Hilda Kirk, Ceci! Preston 
Mauk and Belle Z. Yale. 


OREGON 
Portland—W. B. Mandeville has 


opened a new appliance store in the 
St. Johns district of Portland to be 
known as the Modern Home Sup- 
plies Co., handling Admiral, ABC 
and Premier lines at present. 
Portland—Tony Schulz has opened 
an appliance store at 5925 N. E. 
Union Ave., where he will handle 
Kelvinator, Electromaster and Thor 
products, as well as small appliances. 
Portland—Leo M. Greiner has 
opened a new store on the corner of 
W. W. 6th and Oak St., where he 
will combine a contracting business 
with the sale of appliances. 
Portland—The New Home Electric 
Appliance Store has reopened, this 
time at 521 E. Burnside, where H. 
Kalzer will handle Gibson Zenith, 
Apex, and other lines. The store was 
previously located at First and Yam- 
hill. 











Inc. 
VOLT WAY, WATERBURY, CONNECTICUT 





A WHITE AND GLEAMING KITCHEN 
was demonstrated to W. O. Ollman, 
manager of the Chicago Merchandising 
Mart, by Larry Coen, assistant manager, 
kitchen division, American Central Mfg. 
Corp., when his firm opened its new sales 
offices and display rooms in the Mart. 





Portland—L. K. Walling, fo merly 
associated with the I. B. Lindemann 
Co., has entered the electrical fiel 
and will handle a full Hotpoint line. 
as well as Admiral radios and May. 
tag washers. ‘ 
Portland—Harry Moody, another 
new dealer in Portland, has signed 
up the Westinghouse line for his 
Moody Electric Co. 
Portland—Another new Portland 
store is that of O. J. Davenport, lo- 
cated on 5648 S. E. Second Ave. 
Appliances, as well as other house- 
hold furnishings, will be carried, 
Portland—John M. Bates, garage. 
man, has opened an electric appli- 
ance store at SW 9th and Taylor 
Sts., featuring Philco, Zenith and 
Motorola lines. Claire Lyons is j; 
charge. 


PENNSYLVANIA 


New Castle—Modern Appliance Co, 
19 N. Mill St., operated by Mr. andl 
Mrs. Charles ’DeCarbo, opened re- 
cently, offering major and traffic 
appliances. 


Beaver Falls—Modern Radio «ll 


Electric Shop has opened for busi- 
ness at 919 Seventh Ave., with Dale 
Deemer as proprietor. The new 
firm will handle a number of appli- 
ance items. 


RHODE ISLAND 


Pawtucket—Westminster Appliance 


Co. has been incorporated for the 
purpose of dealing in electric house- 
hold appliances; incorporators are 
Abraham Turco, Providence; Clem- 
entina Caetano and Samuel Squad- 
rito, Pawtucket. 
Providence—DeMambro Radio Sup- 
ply Co., Inc.; to deal in appliances, 
etc.; authorized capital $25,000 pre- 
ferred and 100 shares n. p. v. com- 
mon; incorporators: Christopher 
Del Sesto and Edith K. Contente, 
Providence; Howard C. Blackway, 
Swansea, Mass. 
Providence — Radio & Appliance 
Sales Corp.; retail appliance dealing 
and construction; authorized capital 
500 shares n. p. v. common; incorpo- 
rators: Mortyn K. Zietz, Brookline: 
Ruth Drevitch, East Boston; and 
Henry J. Lamb, Roxbury, Mass. 


SOUTH CAROLINA 


Greenville—The Peerless Mart has 
been incorporated with authorized 
capital stock of $24,000 to deal i 
appliances. Officers are: H. P. Grif 
fin, president; H. E. Jones, vice 
president; Mrs. B. M. Fortune, 
secretary-treasurer; J. Clyde Jones, 
executive vice- president. 

Andrews—The Electrical Appliance 
Co., Inc., has been chartered with 
authorized capital stock of $10,000, 
Officers are: W. L. Hemingway 
president and secretary; M. C. Hem 
ingway, vice-president and secretary. 
Spartanburg—The Frank P. Gary 
Refrigeration Sales & Service has 
opened at 518 E. Main St., to service 
and repair all makes of refrigerators. 


TENNESSEE 


Gainsboro—D. & C. Electrica! Ap 
pliance Co., authorized dealers fo 
Hotpoint, Maytag and Crosley, 1s 
opening north of the Post Offi 
building, according to Herman } 
Crockett, co-owner and mana; 


UTAH 


Montrose—E. V. and M. C. To!man 
are opening the Electric Center, 
which will handle both domesti« and 
commercial electrical equipment. 
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tormerly # Orem—Arthur L. Duckett, manager Tacoma—Beckman Electric Co., 
indemann iM and owner of A. L. Duckett Sales & specializing in lighting fixtures, has 
rical field Service in Provo, has opened a opened at 2701 6th Ave. ; 
point line, # branch store in Orem. Tacoma—The Lincoln Heating and 
and May-@ Salt Lake City—T. A. Valle, for- Appliance Co. has moved its down- 
merly with the Utah Power & Light town and south side stores to one 
another Co., has become a partner in Chap- central location at 1516 Jefferson 
las signed man- \ alle, 235 S. Sth East, to Ave. 
€ tor his handle appliances and allied lines. 
American Fork—American Fork has 
Portland a new dealer in the form of the WISCONSIN 
‘nport, lo- Mf Keech Electrical Service, operated Waunakee—Farwell Brothers, of ~ 
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tric appli. Co., operating at 1791 S. State St., Madison — Incorporation papers 
id Taylor specializes in Maytag sales and serv- have been taken out by Satterfield 
-nith ar sa ihe > ces - . pagaret mah 
yon is inf wel Ed Be oy Ae. Radio Supply Shop, with capitaliza- 
a re a y i $50,000. The firm has been me 
. eerie a posed b. the same site, but as an Morin ee 
— a. a So unincorporated company. Incorpo- alv ely, , ern 
i@ struction in American Fork is a new on Alvis E. Satterfield, Nor- { i Pa ey 
@ store which will become the Neils Fars are Saives =. Oe a, : “ 
F — . : = man T. Baillies and Marjorie J ‘ 
ce Co. 0 3 a - ; y* : : . ~ ) 
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Hartland—Hartland Appliance Co., 















































| featuring all makes of electrical ap- j + 4 | | 
Radio & WASHINGTON —— is opening at 202 E. Capi- . Y Th | 
¢ o rive. \ 
with ~s Rainier—L. K. Wallin, formerly West Bend—Robert Gumm and ie dw ia 4 ’ , | | 
The me connected with the I. B. Linde- Matt. Goeden are opening the = N wn c mate | 
- of appli. mann Co., has set up an appliance Gumm & Goeden Radio Shop at ¢ Gin cow Tir 
, business of his own, with the full 161-A N. Main St. The firm will ' He w {ae ioe | | 
Hotpoint line, as well as Admiral ra- specialize in general radio sales and ee i i AS | 
dios and Maytag washers. repair work. Z, | SUL e ¢ fn ees | | 
Tonasket—Earl’s Electric Appli- Viroqua—Larry Stephens announces - i t Se i | 
Appliance 20¢¢ Co. has recently been opened the opening of Steve's Refrigeration gan ; LS ae os j =] a. | 
d for thea Tonasket by Earl Reid, former and Electric Service Shop, located As Lt ae 
ric house. OWEr of the Trading Post in that at 114 W. Jefferson St. = a Re wr" 
ators are: Community. The store will carry Madison -This city’s newest appli- e y + | 
ce: Clem.fa @ general line of appliances. ; ance outlet is the £ asey & O’Brien ~— £4. } 
el Squad- Kelso—Mr. and Mrs. Paul Robin- Appliance Mart, 428 W. Gorham St. ee / 
“ f@ son are now operating the Robinson A complete line of appliances will be £ ae : " 
adio Sup- Electrical Appliance Store at 209 featured. a > fie | 
ppliances Oak St. as a memorial to their son, Monroe—After five years in _the i 
5,000 pre. lost over England. motor engineering division of G-E, - 
. v. oom Tacoma—Sepic Electric Co. has Robert H. Richardson has opened 
hristopher opened with a stock of modern elec- an electric shop, to be known as the 
Contente, = fixtures and parts at 1301 S. K Richardson Electric Co. Appliances = Your kitchen cabinet sales will swing into “high” fast 
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when you display LYON KITCHEN CABINETS. They 
are packed with new sales features that women appre- 
ciate at first sight... sleek rounded corners on cabinet 
tops, bottoms, and all finishing panels that lend a stream- 
lined appearance to any kitchen, and harmonize with 


Brookline: kitchen appliances...Tap-O-Matic doors that swing open 
ston; and with a touch ... beautiful snowy white baked enamel 
Mass over bonderized metal . . . all doors and drawer fronts 
insulated to reduce noise to a minimum... shelves ad- 
A justable on 2-inch centers to meet varying storage needs. 
Your kitchen cabinet profits will be sure and sub- 
— stantial because LYON’S “Packaged” units equip you 
greeny to provide ‘custom-built beauty”’ in any size and type of 
. P. Grif kitchen from a minimum stock. 
nes, vice Sleek round corners To insure your success with LYON KITCHEN CABI- 
Fortune. on all cabinets NETS, Lyon's nation-wide organization gives you close, 
rde Jones, enthusiastic, personal cooperation... backed by 
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effective advertising helps concentrated right in your 
selling area. 


LYON METAL PRODUCTS, INCORPORATED 


General Offices: 221 Monroe Street, Aurora, Illinois 


Branches and Dealers in Ali 
Principal Cities 








QUALITY 
TESTED 























Finished, attractive appearance of leg 
structure makes a hit with housewife. 
Opens and closes in one easy motion. 
Combines unusual strength and 
rigidity with light weight. 


lanacecr. 












“I DON'T KNOW THAT | COMPLETELY APPROVE OF THE REALITY JONES PUTS INTO HIS 
DEMONSTRATIVE’ DISPLAYS!" 
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Westinghouse Elects 
° . 
Price President INDEX TO ADVERTISERS 
WH FRE I O BU Y The Westinghouse Electric Cor- | FEBRUARY 15, 1946 
| poration has announced the election of —_ 
Gwi rice as preside * . ' 
. 2 awilym A. Price = president, suc | American Magazine, The 14 
Parts ervice ¢ccessories ceeding George H. Bucher, who has 
, | resigned from that office. Under a Associated Industries 24 
UNDISPLAYED RATE: DISPLAYED RATE: recent amendment of the corporation’s Indi 
$1.00 per line or fraction per insertion— $12.56 per inch per insertion. Contract — Pans I _— as president will Business News Publishing Co. 30 Elec 
minimum $4.00. First line small black rates on request. (An advertising inch | be the chiet executive officer. F 
face type. Discount 10% full payment is %” on one column—4 columns— Casco Products Corp. 23 1 
t ce fo co > i i 48 inches to @ page.) . on 
sieniiiainieaainie ist tala ines Coolerator Co., The Third Cover . 
ne 
Electric Sweeper Service Co., Ge 
WASHER LUBRICANTS on ae ee ee. 
Ss Good Housekeeping 20 — 
~~] _Let the Lubricating Twins make more PROFITS for Mr: 
(oman | you. Sell Washer Oil and Wringer Grease to Every Horton Mfg. Co. 13 cha 
Ty game Parts Customer. ; : 
oe NOW! Improved Oils and Greases in Sealed Cans, § Little Burner Co., H. C 25 i. 
» ©. an ideal over the Counter Package. © 
‘ ¥ P ts, Inc. 
~; PRICES Lyon Metal Products, Inc 31 Roc 
“ | No. | Ol} (Retail .65 Qt.) No. 2 Grease (Retail 40 ; 
wine Sm | 24—1 Qt. Cans $5.76 (.24 Qt.) {2—! Lb. Cans ae Ct McGraw-Hill Book Co........ 32 L 
Lots of 5 Cases $4.80 (.20 Qt.) 19 Lb. Cans $1.60 (.16 ; — 
| 5 Gallon Drums $3.95 25 Lb. Cans $3.75 (.15 Minnesota Appliance Parts Co. 32 FI 
PEARSOL APPLIANCE CORP. Norge Division, Borg - Warner ele 
, OHIO : pees 
2122 EUCLID AVE. CLEVELAND 15, © GWILYM A. PRICE Sein, Fourth Cover tain 
pres 
2° — Parts, Service & Accessories 32 ston 
, os ° ‘ AObdDerTtTson, Vv oO as CnNalrme 
WASHING MACHINE PARTS Y our Inquiries to h is been the Cory oration’s chief exX- ° M 
“For any and all makes" ae — oe} id auasle Rittenhouse Co., Inc., The A. E. Co 
Most complete stock in N. W Advertisers Will ecutive officer since 1929, has reached inte 
Prompt Service H S ‘al Valu retirement age. He was elected chair- Silex Company, The 26 Ger 
j i ave opecia aiue... man of the Westinghouse Board of Di- | “. \ 
Minnesota Appliance Parts Co, rectors under the new bylaws and will Waterbury Companies, Inc. 30 ‘ 
191 W. 7th S#. St. Poul 2, Mina. for you—the advertiser—and the salle eeiaiatad tke Gieailia and 
a - ° continue as ¢ er ot the ‘sting ft 
publisher, if you mention this pub- : va hone ameagy rs : Westinghouse Electric Corp., rt 
lication. Advertisers value highly house organization in a less active H Radic Di 18, 19 
A Good Habit this evidence of the publication you capacity. * s jome =Kedcio = Uiv. ' 
ke “ying ere read. Satisfied advertisers enable the Mr. Bucher was elected vice chair Wh 8 32 Kar 
, h add publisher to secure more advertisers man of the Board of Directors and will ere to Buy ee E| 
and—more advertisers mean more continue to serve as chairman of the — 29 “ 
information on more products or bet- Westinghouse Electric International P 0 
ter service—more value—to YOU. Company, which handles all export ciati 
business of the parent company, and Dec 
- —s will have other active duties. new 
It's YOUR future—Make the most of it! is ths ek at Ge Be: Pobic tone oe 
of the country’s youngest directing Gra 
heads of a major corporation. He was | eae 
Start now to earn elected a vice president of Westing- | and 
— house in September, 1943, and had : , c 
H ; ae “ihe ale a ot end the paper Cha 
the bigger pay in | been executive vice president since | Victory did a S . P " GE 
May, 1945. He was elected a mem- | shortage. Need for waste paper is Fre 
_ . - . 9 - ri 
electrical repair ber of the corporation's Board of | as great as ever. Gra 
Directors in January, 1945 re 
Prior to his election as an officer of Mac 
Was there ever such an oppor- | Westinghouse, Mr. Price had been Why? Because supplies must K 
tunity to get started in electrical | president of the Peoples-Pittsburgh . : . lect 
maintenance and repair—and at | Trust Company of Pittsburgh, Pa., still be shipped in paper to our 
ich an bi a P= seg wages? — = | since January, 1940, following three occupation forces and liberated 
with experience and ability—to cash in on it? thers are getting just the sort o years as its vice president in charce ‘ . 
background needed—quick! practical!—to handle the great variety of electrical main- | oF ios. Ho wy prem py ea countries. For the Pacific area J} Wa 
_—— and repair work TODAY—from this well-known electrical library. ies dun Oe cal ak se se these take double and triple Sale 
ou can, too! ’ oy ane as : Si- . : 
dent of the Bank since 1930. wrapping to withstand long sea Be 
Born in Canonsburg, Pa. in 1895 . : , 
; : Piste ie voyages and tropical climates. men 
THE LIBRARY OF ELECTRICAL | vi? Gentes: 8 25) vovas P 
| NTEN NCE N D RE p | R Kensington and Carnegie, Pa., and was fine 
M A A A A graduated from the University of . ti 
, : . <q ie omes- stitu 
Pittsburgh Law School in 1917. That _ Mesawhile, demand for dome of t] 
5 vols., 1826 pages, 1724 illustrations same year he enlisted as a private in tic packaging paper comes from the 


the Army, rising to a captaincy in the 
302nd Heavy Tank Battalion, which 


Gives you the “know-how” to tackle any wiring or motor job. Five books show you scores of reconverted 


industries. J yea, 
HOW-—+to install all types of motor and generator units—to inspect and repair motor 

















FEBRUARY 15, 











1946—ELECTRICAL MERCHANDISING 





soc psn A Jobs and shipments of new goods to a 
starters and generators—to diagnose motor and generator troubles—to figure new | Served Overseas. 7 ion 
windings for old cores, DC and AC windings—to test armature windings, test induc- After the war ended Mr. Price re- depend on paper, the essential pro- tor. 
tion motors, etc., etc. One book is full of trouble-shooting charts that show quickly turned to the practice of law with the tection of almost everything made TI 
symptoms, causes, specific remedies, etc. firm of Beatty, Magee and Martin, |. ‘ witl 
. . hich he had served as a clerk while in our factories. with 
Take the first step toward improving YOUR future ee ee ee eS oe wae come 
Mail this coupon TODAY attending law school. In 1920 he be rece; 
P came an assistant trust officer of the That’s wh ye ples 
No money down—special price—easy payments—FREE trial | Pittsburgh Trust Company and_ in as Vay 90 eee oo to 2 
1923 became a trust officer of the Peo- one place as your Salvage Corner. He 
McGRAW-HILL EXAMINATION COUPON nMithaatetom . J bovige ng 
) . s g s ( yany. re 
McGRAW-HILL BOOK CO., 330 W. 42 St., New York 18, N. Y. Mr. Price is a director of the Blaw- | ~oulect all your waste paper the 
Send me for ten days’ free examination the Electrical Maintenance and Repair Knox Company South Penn Oil Com- before you bundle and turn it in. 5 
Library If satisfactory I will send you $1.00 in 10 days and $2.00 monthly until the a So me | ’ . me 
price of $15.00 is paid. If not wanted I will return books postpaid. (To insure prompt pany, National Union Fire Insurance If you’re in doubt about how to W. 
: writ r \ na ] i g . ° 1 ' 
shipment wr plainly and fill in all lines.) Company and the Peoples-Pittsburgh get it packed up, call your local . 
Name | Trust Company. He presently is serv- Sal Cc tte TI 
Home Address ing as vice president and director of SESS CF Savage Lammas. ric 
| the Zoar Home; general trustee of nn 
City and State Allegheny College at Meadville, Pa.: s le 
Company and as trustee of the Elizabeth Steel m 
—_— Magee Hospital of Pittsburgh and the Mes 
I : ~ 7 ” art 
Pennsylvania College for Women. 
LEC 





Co ver 


32 


20 


25 
3] 


32 


ner 


Cover 


32 











} paper 
paper is 


S$ must 
to our 
iberated 
ic area 

triple 
ong sea 


ites. 


domes- 
es from 
dustries. 
w goods 
tial pro- 


ng made 


esignate 
Corner. 
yer there 
rn it in. 
how to 
ur local 
mmittee. 


————— 
— 


IDISING 














LEAGUE ACTIVITIES 





Indiana League 


Elects Officers 


The Bloomington Appliance Dealers 


Association, Indiana, recently elected 
the lowing new officers for 1946: 
George H. Wright, president, suc- 
ceeding Dewey Hendricks; Lyle J. 
Fowler, vice-president; John Roberts, 
treasurer; Phil Talbot, secretary ; and 
Mr Chester Evans, membership 
chairman. 


Storey President of 
Rocky Mountain League 


L. R. Storey, vice-president and gen- 
eral manager of the Home Gas and 
Electric Co., Greeley, Colorado, was 
elected president of the Rocky Moun- 
tain Electrical League for 1946. Vice- 
presidents elected include W. D. John- 
ston, Mountain States Power Co.; 
M. C. Heffelman, New Mexico Power 
Co.; F. H. Wiley, Colo. Springs Elec- 
tric Department; and A. S. Anderson, 
General Electric Co. New treasurer 
is W. C. Sterne, Arvada Electric Co., 
and his assistant is Harry Adler, also 
f the Arvada Electric Co. 





Kansas City League 
Elects New Officers 


Officers elected by the Electric Asso- 
ciation of Kansas City (Mo.) at the 
December meeting walked into their 
new jobs by unanimous vote. Elected 
president was Walt Frazier of the 
Graybar Electric Co. Vice-presidents 
neluded C. Myron Lytle, K. C. Power 
nd Light Co.; A. A. Dahms, Allis- 
Chalmers Mfg. Co.; J. W. Puckett 
GE Supply Corp.; Fred E. Geiss, 
Fred E. Geiss Electric Co.; E. J. Mc- 
Grannahan, Jenkins Music Co.; and 
hn E, Launder, Independent Electric 
Machinery Co. Harley C. Davis of th 
K. C. Power and Light Co. was 
elected secretary-treasurer. 


oi 


Washington Institute 
Sales Training Program 


Both rookie and experienced sales- 
men will have an opportunity to brush 
u basic facts and polish up the 
ine points in 1946. The Electric In- 
stitute of Washington, trade association 
of the combined electrical industry in 
the nation’s capital, has annunced a 
year round sales training program 

all its members under the direc- 
tion of Robert F. Mook, training direc- 

The program will begin in January 
ith classes for sales managers. New- 
rs to the selling world will first 
receive a course in basic sales princi- 
les. Actual demonstrations are slated 

play a prominent part in the train- 


Smalley New 
Western Penn League Manager 


The board of directors of the Elec- 

League of Western Pennsylvania, 
mounce the election of A. J. Smalley 
igue manager. Mr. Smalley was 
rmerly in the residential sales de- 
artment of Duquesne Light Co. 
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New Toledo 


Association Organized 


Toledo Appliance Dealers’ Associa- 
tion has just been organized, pat- 
terned after similar groups in Mil- 
waukee and Cleveland. Frank Rogers, 
of Rogers Appliance Store, Maumee, 
has been elected president; Roy 
Chandler, Chandler Hardware Co., 
Sylvania, vice-president; Louis J. 
Norton, Norton Hardware Co., To- 
ledo, secretary; Harry Wasserman, 
United Music Co., Toledo, treasurer. 
Steering committee to outline the as- 
sociation’s objectives includes Paul 
Haupert, Charles Chambers, Matt 
Ryan, David Warsell and Frank Mor- 
gan. All appliance dealers of Lucas 
County have been invited to join the 
group. 


Mahoning Valley Furniture 
Dealers Assn. 


‘John T. Becker has been elected 
president of the Mahoning Valley 
Furniture Dealers Assn., Toledo. 
Others elected include: Ben Blumen- 
thal, first vice president ; John A 
Scarsella, second vice-president; Her- 
bert Osgood, treasurer; and Myron 
Penner, secretary. 


Flint Chamber of Commerce 
Forms Appliance Division 


The Chamber of Commerce of Flint, 
Mich., has announced the formation of 
an Appliance and Radio Dealers’ Asso- 
ciation division. Officers of the new 
group include Forest W. Boswell, 
chairman; Stuart Greenley, vice-chair- 
man; and John Wernicke, 
and treasurer 


secretary 


Electric League at Chattanooga 
Elects New Officers 


Officers for 1946 have been an- 
nounced by the Electric League of 
Chattanooga, Tenn. Harry Cameron is 
the new president, vice George Mun- 
ger, retiring. First vice-president is 
John Terrell and second vice-president 
is C. H. Brill. Elected secretary was 
Paul J. McMillan and William C. 


Redd is the new treasurer. 


Dealers Association Planned 
For Formation in Oregon 


An appliance dealers association is 
in the process of being formed in Port- 
land, Oregon. The dealers of Port- 
land had an active organization before 
the war which worked to maintain fair 
trade-in practices in that area. 


Smith Heads Reorganized 
Jacksonville Appliance Dealers 


Frank Smith of the Heat and Cold 
Equipment Co. was elected president of 
the newly reorganized Jacksonville 
Appliance Dealer’s Association re- 
cently. 

Other new officers are H. J. Reamy 
of the Reamy Co., Inc., vice-president, 
and Harold Ashfey of the Harold Ash- 
ley Co., Inc., secretary-treasurer. 

Two new directors who will serve 
on the board witih the officers are Ed- 
win Palmer of the Palmer Appliance 
Co., and J. Pope Whittlesey of the 
French Electric Co. 

The association, which has been in- 
active during the war, was reorganized 
recently with approximately 25 mem- 
bers Purposes of the organization 
include thé maintenance of proper trade 
standards, improvement of stores and 
the distribution among its members of 
“the fullest information obtainable in 
regard to all matters affecting elec- 
trical dealers and retail merchindising 
businesses.” 








LEAGUE LEADERS: When the Electrical League of Cleveland held its annual elec- 
tions on January 14, Jack North, general sales manager of the Cleveland Electric 
Illuminating Co., was put back in the president's chair for his 24th successive term. 
Elected vice-presidents were: L. T. Blaisdell, commercial vice-president of General 
Electric, and W. L. Howlett, manager of Westinghouse Electric Supply Co. in Cleve- 
land. Pictured are, front row: A. C. Berg, H. Hutchison, L. T. Blaisdell, J. E. North, 
W. L. Howlett, S. E. Strunk, and H. L. Martien. Second row: C. E. Fruehauf, J. J. 
Bohning, F. R. Maguire, J. A. Foukal, A. F. Head, W. T. Clark, H. G. Frank, W. E. 


1946 





Henges, F. G. Hickling, F. J. Hopperton, and C. B. Gray. 






Philadelphia Association 
Elects Bryans President 


Henry B. Bryans, executive vice- 
president of the Philadelphia Electric 
Co., was elected president of the Elec- 





HENRY B. BRYANS 


trical Association of Philadelphia at a 
December meeting of the board of 
governors. He succeeds Howard L. 
Miller. 

Other officers elected were: vice- 
president, E. W. Loomis, Westing- 
house Electric Corp.; treasurer, Philip 
H. Ward, Jr., Ward Electric Co.; 
secretary, Robert J. Moran, Middle 
Department Rating Association. 

Mr. Bryans entered the public utility 
industry in 1907 when he graduated 
from the University of Pennsylvania as 
a mechanical engineer. He is president 
of the American Standards Associa- 
tion, a vice-president of the Edison 
Electric Institute, and a past-president 
of the Pennsylvania Electric Associa- 
tion. 


Warnick Heads 
New Orleans League 


Morris Warnick was recently elected 
president of the Radio Dealers Asso- 
ciation of New Orleans. Other offi- 
cers elected were: John Stegelmey, 
first vice-president; A. C. Denny 
second vice-president; Louis Turner, 
treasurer; and A. B. Lindauer, secre- 
tary. 


Electric Eye Discussed 
At Dakota Convention 


The present, past and future appli- 
cations of the electric eye was the topic 
of an address by W. R. Mauseth, 
manager of the electronics division of 
the Dakota Electric Supply Co., at 
the North Dakota Electrical Contract- 
ors’ Assn. convention in Fargo 

One of the future uses of the elec- 
tric eye would be to control traffi 
said Mr. Mauseth. 

The two-day semi-annual convention 
closed December 11 after a program 
of speeches given by Glenn Rowell; 
Gus Eckel, Chicago editor of Electrical 
Contracting; L. B. Paist, Northern 
States Power Co. engineer; Byron 
Hanson, sales manager of the same 
firm; and William A. Ritt, secretary of 
the Minnesota Electrical Council. 


Brown Heads Anderson Assn. 


Robert Brown, Brown’s «Appliance 
Store, has been elected president of 
the Anderson Association of Home 
Appliance Dealers. Other officers are 
Claude Dobson, Dobson’s Inc., vice- 
president ; Dan Rossin, Banner Depart- 
ment Store, secretary-treasurer. 
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SHOP TALK 


oil heaters, belts and fluorescent 


lighting. 


FARM STORES that are aire 
this country is La 
at 1200 East Main St., Green 
When your Inquiring Re- 


ONG THE 
ging up in 
OWNERS OF LOCKER PLANTS fear the 
possibility of home freezer competition, 
remarks a utility man in Oklahoma 
City. They fear that the spread of 
home freezers will eliminate the locker 
plant. As a matter of fact, he says, 
the locker plant fits in naturally with 
the combination sharp freezer refriger- 
ator. A butcher at a locker plant can 
cut up and process meat and the owner 
can take it home bit by bit. After the 
war scarcity is over, people will not go 
chances are a lot of this so far to get meat, he thinks. The sav- 
mtinue to be ing with the home freezer is going to 

Lindes, in Fond _ be in buying in quantity. The spectacle 
exhibited the same neces- of home butchering is likely to become 
t of milk coolers, Evan- 


Bay, Wis. 
porter called on this enterprising elec- 


trical dealer not so long ago the pro- 
prietor had one of Margaret David- 
son’s Hotpoint kitchen blue 
l old 


the wall 
Scattered about the place were 


prints on 


and a few second-hand 
radios 
balls of binding twine, oil drums, milk- 
ers, side saddles, Pyrex oven glass, 
churns, fencing and everything else 


necessary to make a farmer feel at 
home rhe 
farm 


handled 


equipment will « 


in the 
du Lac, also 


luture 


sities with a k passe. 


THAT'S ALL FOR TONIGHT, FOLKS. WE'RE SIGNING OFF NOW. GOOD NIGHT.” 
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“JENKINS DOESN'T MAKE MANY SALES BUT HE SURE HAS A LOT OF FUN.” 


WueEn Tom SuLLIvAN laid down the 
Armstrong portable ironer a few years 
ago, he didn’t know that he was going 
to take out a gun and go seal hunting 
near Murmansk, Russia. That he did, 
and now he’s back out of the armed 
forces saying that the Russians can 
have Murmansk and welcome to it. 
With him at the January shows in Chi- 
cago were L. O. Reese of Miami, and 
R. F. Knight, who stayed behind dur- 
ing the year and managed the Hunting- 
ton, West Va. plant. 


A LOT OF FOLKS have no idea of how 
the rapidly burgeoning dryer business 
got its start. L. F. Worth of Bendix 
gives this story as a historical footnote. 
In Minneapolis a few years back a 
DuPont salesman told him about a 
schoolteacher who had invented a 
clothes dryer. The year was 1938 and 
it appeared the schoolteacher was act- 
ing as its promoter and Ross Moore, 
who once worked for Lovell, was the 
idea man. The dryer that Mr. Worth 
took a look at had a handle and wheels 
like a baby cab and was 4 ft. tall, but 
it contained the basic idea. So far as 
L. F. Worth knows, this was the first 
dryer of this type on the market. 


Down aT WALTHER BrotHers, New 
Orleans, they have a real song writer 
in their midst who can knock out 
music as well as sell merchandise. He 
is Wilford F. Rancho, commonly called 
3ill. Besides a number of hits to his 
credit, he recently wrote a song, “The 
American Kitchen Song,” which is 
quite tuneful. 


WHEN Victor CLEMENTS, who 
works for Al Shields of Evans Prod- 
ucts, came up from the South to the 
January markets in Chicago he 
brought a pair of ice skates with him. 
At the Arena he daily skated his fill, 
and proved he hadn’t forgotten how. 


News THAT EstuHer Lee Brive of 
Union Electric Co., St. Louis, had 
added a negro home economist to her 
home service staff is interesting to 
utilities throughout the country. 

For southern utilities will bear 
watching as to the way they handle the 
delicate color line in their domestic 
activities. The rapid migration of 
negroes throughout the North during 
the war years has posed this problem 
in many sections of the country besides 
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the South. Many solid negro districts, 
as in Detroit, are actually antagonistic 
toward white intruders. The case off 
the white home service girl whose car 
was upset by negro hoodlums is a case 
in point. The way borderline southern 
utilities are handling the situation is 
interesting. Where a negro home econ- 
omist is employed she gets separate 
toilet facilities, sits down with white 
associates only on company business, 
No social contacts with white hom 
economists are asked. Negro home 
economists get same equipment as the 
white service girls, but their calls are 
limited to colored family zones. 

Where a white home economist is 
sent to a negro neighborhood to put on 
shows or demonstrations, the southern 
utility always sends one of its negro 
employees with her as chauffeur. The 
utility prefers colored clergymen 
other negro leaders for its employees 
in this matter. It has been found that 
nearly all negro groups have one fire- 
brand or so and out of line questions 
are referred to utility colored employ- 
ees for after-meeting answering 


WELL DONE: David E. Harris, recipiert 
of the Medal for Cooperation given 
under the James H. McGraw awards for 
electrical men, smiles in modest pride 45 
George Tenney, president of McGrew- 
Hill Publishing Co. in California, makes 
the presentation at a dinner meeting in 
San Francisco. Mr. Harris, vice-president 
of the General Electric Supply Corp. of 
California, was cited as “a sparkplug of 
industry cooperation . . . from his eerly 
days as a jobber's salesman.” 
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12 national magazines tell dramatic 
COOLERATOR Story! 


Here’s Coolerator’s continuous advertising and merchandising campaign designed 


to reach the great medium price sales market with the fullest impact. Dramatic, 
colorful ads will tell your customers the many advantages 

of Coolerator products. . . the big, 7-color Coolerator dis- 

play will act as an extra salesman in your store! _Remem- 

ber, America’s largest sole specialist in home refrigeration 

has a liberal trade policy designed to bring substantial 

profits to your business! 


THE COOLERATOR CO., DULUTH 1, MINN, 
®eeee*ee*esvseesee*eenee@esdseesdseeeeaeeneeesestktieeeeeet@¢ @ @ 
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Women who have seen it revel in the smart, trim lines | Now Norge gas ranges are being produced in our new 


. exclaim over 


of the beautiful new Norge gas range . . 
its wealth of improved convenience features. Never be- 
fore in all their lives have they had the opportunity to 
own a range like this. For the new Norge was designed 
to make possible the preparation of taste-tempting dishes 


quicker and with less effort. 


exclusive range plant in ever-increasing volume, present- 
ing Norge dealers with the greatest sales opportunity in 
Norge range history. 


A BORG-WARNER INDUSTRY 


Norge is the trade-mark of Norge Division, Borg-Warner Corporation, Detroit 26, Michigar 
In Canada: Addison Industries, Limited, Toronto, Ontari 


NORGE ADVERTISEMENTS APPEAR IN LEADING MAGAZINES 
TO HELP YOU SELL MORE NORGE PRODUCTS 


- 


During 1946 Norge will run more than 112,000,000 advertisements in leading national 
magazines to pre-sell Norge products and bring more prospects into Norge dealerships. 
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